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THE NEW 





A new design with 









a fascinating swirl 
To Retail About *19-* 
Available with White Zircons... Blue Zircons ... 
Blue Zircon and Cultured Pearl... 
Synthetic Birthstone Colors 
In 10K Yellow Gold 








® 







Immediate Delivery 
This Colorful, Rich Velvet Display FREE 


— With Any Six Ballerina Rings 


OSTBY & BARTON COMPANY 


Providence 2, Rhode Island 














aa 


. SAUER & COMPANY 


KON-ITE BLDG., CINCINNATI 2, 
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WITH A PRACTICAL ANGtE 2; 


E DOUBLE-CORDED LOOP 


GIVES THE STRAP THAT ‘“‘QUALITY LOOK’'— 
THIS NEW KIND OF LOOP CANNOT STRETCH, 


TWIST.- LOOSEN OR BIND. AVAILACGLE 


NOW ONLY ON GENUINE KON-ITE STRAPS 


ny Pee aed OPER ® ¢ 


KON-ITE WATCH STRAPS 
SOLD ONLY THROUGH 
JEWELERS 
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LE, LOOK! THE EASY WAY TO SHOW AND SELL 








No other iron has this fool-proof, swivel-attached cord that fol- 
lows every stroke perfectly, avoids tangling. So demonstrate this 
exclusive Manning-Bowman feature first, and tell customer, “See? 


The Iron-That-Wags-Its-Tail !” 





oo 








aan 





0..." tell your customer about the 


rest of Manning Bowman’s quality 





Next, show how bakelite handle is & 


equally comfortable for right- or 





point and beveled edge that iron 





left-handers. Then demonstrate thumb- smoothly around buttons, pleats, seams. family: toasters, percolators, broilers, . 

tip temperature dial with choice of heats Note the attractive chrome finish—per- automatic grills, waffle bakers, heating 

from RAYON to LINEN, plus OFF. fect balance—even, automatic heat. pads. You may make another sale! 5 
D 





Manning Bowman Means Best L 


Manning, Bowman & Co., Meriden, Connecticut. © In Canada: Manning, Bowman & Co. (Canada) Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS (N DEMAND ‘ 
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Hy The Working and Handling 
of Jewelry Palladium 


Let us send you this new booklet, 
just off the press. Goes into the sub- 
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ject in detail. 


Lithia ECA LM 


113 ASTOR ST., NEWARK 5,N. J. 
NEW YORK SAN FRANCISCO CHICAGO 
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There is one thing 
that hasn’t changed 


in the last 75 years... 
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Compare a Simmons Chain of today with one of the 1870's 
... some difference! ... That, at least, holds true for the 

styles. But in the past seventy-five years, with all’the changes 
in styles and times, there is one thing that has remained rigidly 
constant . . . The Simmons Code of Quality. Since 1873, 

when the first piece of Simmons Gold Filled jewelry was made, 
the Simmons Code of Quality has always been this . 

every piece of Simmons Gold Filled jewelry must be Quality 
jewelry, made with excellent craftsmanship. Indeed, it 1s 

the responsibility of everyone in the Simmons organization ... 
whether they make or sell Simmons jewelry . . . to do 
everything possible to maintain the established integrity of 
the Simmons name. For this reason, more than anything 
else, Simmons Jewelry in its seventy-fifth year is still 

rated tops with jewelers and consumers alike. 


R. F. SIMMONS COMPANY .- ATTLEBORO, MASS. 
75th Anniversary 
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* the urge to buy starts with the eye q 


SALT CELLAR 
by CELLINI 


WATCH CASE S$ 


LOOK FOR THIS 
STAMP OF QUALITY 


THE MARK OF DISTINCTIVE 
BEAUTY AND LASTING 
PROTECTION 





ed to custom-fit fine watch movements 
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GEM-MESH 


1/20th-12 Kt. Gold Filled. In- 
side connectors are of cor- 
rosion-resistant metal; yellow, 
pink or white. 








No. 11507 
FOR MEN 14.25 
No. 11038 
FOR LADIES 7.50 


FEDERAL TAX INCLUDED 





















































AVAILABLE THROUGH “YOUR 





WHOLESALE 





it takes skill to make music 


Even a fine Stradivarius played by a novice can jar your nerves. 
But, a master draws out its rich mellow tone through the artistry 
of his technique. So, too, when you think about watch bands — 
it isn’t only the precious metals we work with. We labor over 
clasp designs, special finishes, end fittings...to give you the 
ultimate in fine craftsmanship. Such careful work draws out the 


best in a product’s design: gives you enduring Gemex quality. 


GEME X WATCH BAND S 


DISTRIBUTOR ° GEMEX COMPANY, UNION, NEW JERSEY 
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Now—hand-carved 14-karat gold American 
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Beauty Matched Sets gain even greater appeal 
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through this dramatic new display! Its 
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distinctive bible motif is perfectly matched 


to the mood of your altar-bound customers. 
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This effective merchandising display comes 







to you complete with 5 matched bride-and- 
éroom ring sets in a range of popular sizes. 
Available to American Beauty Jewelers at 


no additional cost. 


UNTERMEYER. ROBBINS and COMPANY « 136 West 52nd Street, New York 19, N. Y. 


ermoreavens [UR] simes 1865 
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, FIVE VITAL TESTS PROVIDE BASIS 
- S ga uam~—Ss« FOR -KREISLER ADVERTISING CAMPAIGN 
Ry , Fasten ON NEW 1948 STYLES 






As Kreisler has shown in the past, new styles 


° pe 4 make news, stimulate consumer buying. 
Kreisler’s ““NEW LOOK’ in 1948 watch attach- 


ments and accessory jewelry capitalizes on 


U. S. public’s tremendous interest in new fash- 


ions - backs it with fully-coordinated adver- 


tising program - adds selling power through a 


complete retail store promotional program. 


— , : 5 i ite ‘oo Throughout 1948, in LIFE and in 111] Major- 


MARKET NEWSPAPERS, Kreisler will stimulate 


nation-wide demand for the “NEW LOOK” in 


watch attachments, in men’s and women’s 


jewelry. Local and national advertising will 


be combined into a single, hard-hitting team. 
j : To achieve the greatest possible results 
. , —_—— an dl (aa2Ct*~té‘<tztéCK«ressidierr:«cnnationaid’ advertising and promotion 


meets five basic tests: 


1. Is the national advertising big enough to create 
customer action in a large number of trading areas? 


2. Has the advertising a strong promotional theme? 


prs Bae: 


ee : 3. Is there a sound retail tie-in program? 


1. 7 A vA r 4. Does the advertising have continuity? 


5. Does the advertising coincide with sales peaks? 





i a | oe es | <Q. Is the national advertising BI¢ ENOUGH to create customer 
ie” : ee ee | action in a large number of trading areas? 


Se, 


A. Kreisler gets nation-wide coverage in 111 mass markets 
through consistent newspaper and LIFE magazine advertising. 
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" 3 Ps .~ : , 
Q, Is advertising built around an £XCITING PROMOTIONAL THEME? 


A. Such Kreisler themes as “Make your old watch look like new,” are 


promotion naturals. 


Se 





Q. Has a sound RETAIL TIE-IN PROGRAM been developed? Q. Is national advertising timed to coincide with seasonal sales peaks? 


A. Every phase of retail promotional program planning is tested by A. Kreisler Lire and NEWSPAPER ads are timed to break in major sell- 
Kreisler. Proof: Dealers advertise Kreisler more than any other brand. __ing periods: Mother’s Day, Father’s Day, graduation months. 




































SALES INCREASES—1947 
<—«a§2] 
+45% 
ADVERTISERS 
I SPENT OVER 
/1/)/\ $250,000 
14,198——> / | 
ADVERTISERS / | |||) 
HANAN WATT TYPICAL UNBRANDED 
SPENT UNDER {| sacra 
250,000 / AA VS. 
SIMILAR BRANDED 
PRODUCT 
JACQUES KREISLER +5% 
IS IN THE TOP 4% OF ALL Yy 
NATIONAL ADVERTISERS Yj 
OF ALL PRODUCTS UNBRANDED BRANDED 
PRODUCT PRODUCT 
Q. Is the national advertising a part of company policy, CONTINUING season after 
Season... building a nationally-known brand name? JACQUES KREISLER MANUFACTURING CORP. 
A. Kreisler’s national advertising is CONSISTENT and CONTINUOUS...in line with 9015 Bergenline Avenue, North Bergen, N. J. 
consumer preference for brand names. Kreisler’s name clinches sales! New York Showroom at 630 Fifth Avenue 
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WATCH CASES 


fer Fine Moseichanls 
-- because they fit easily 
and accurately, and do 
not cause ‘stoppers: 


» NM 


TRADE MARKS Executive Offices and Factory: LUDINGTO N, MICHIGA N 
Sales Offices: 630 Fifth Avenue, New York 20 220 W. Fifth Street, Los Angeles 
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Importers of Diamonds 
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And SWANK makes the ideal gift—be it 


birthday, anniversary, graduation, wedding. That's 





why SWANK sets like the one shown 

are advertised throughout the year —not just during 

the so-called gift season. That's why, to the alert jeweler, 
SWANK is a steady, dependable source 


of extra income, the whole year through. 


WANK -—@ Swank, Inc., Attleboro, Mass. 
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ntroducing 


a Royal Pair’ by 


ewelers 


, fast-selling Champion 
and La Petite expansion bands in the Watch 
Band Hall of Fame. Regal in every respect — 
in the long-wearing quality . . . in the work- 
manship of JB’s famed expansion construction 
...in the crisp, sparkling smooth lines of the 
svelte modern design... Distributed through 


Leading Wholesalers. 


Back the watch band 


that backs the jeweler! 


60 Million JB Invitations Say 
“See Your Jeweler First!’ 


We're sending them in to you, 
the jeweler, with 60 million 
advertising impressions in 


LitE > COLLTEER 4 
LADIES’ HOME JOURNAL 
COSMOPOLITAN 


selling JB as Jewelers’ Best, 
the watch band America’s 
jewelers recommend. 


JACOBY-BENDER, INC. e 161 AVENUE OF THE AMERICAS e NEW YORK 13, N. Y. 
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fine Hamiltons... 











Hamilton's first new postwar 
movement offers a host of 
distinctive features that make 
it the highest value in today's 
nilola 4-3 Men A-laslallcte] MEI ii-taehitla— 


is in preparation. Send for 





esl, Vl WZ Ltaguithed 


A feat in fine watchmaking, these completely new Hamiltons meet the critical 





1948 demands of your most discriminating customers. The 14K gold cases are 
of rare beauty and finish. And the new 8/0 size movement is a truly great advance 
in strap watch engineering. With justifiable pride, Hamilton now presents the first 


of a new series of outstanding timepieces. Hamilton Watch Company, Lancaster, Pa. 


ben 


TRE FINE AMERICAN WATCH 


The Emerald Cut Diamond 


Streamlined to match modern styling, the Emerald Cut is in high 
favor with women of good taste. Its flashing glory is the result of 
the very latest development in the highly skilled art of the dia- 


mond cutter and polisher. 


Stone proudly offers a splendid selection of Emerald Cuts as well 
as other shapes in diamond rings which for quality and price range 
are the sensation of the trade. 


All our lines are produced in a large variety of styles and wide 
price range. Some are trimmed with fancy shaped diamonds as 


illustrated in this ad. 


Fast Turnover Guaranteed 


Our mountings are of exquisite design and are produced by expert 
craftsmen in 14 and 18 Kt. yellow and white gold, as well as 10% 


iridium-platinum. 


Samples on request to established jewelers. 


State price range and styles. 
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GENUINE 











Look for this trade mark 


Favored by women who appreciate quality. 
Available in Sterling Silver— Rhodium Finish, 
1/20 12 Kt. Gold Filled and 14 Kt. Gold. 
Small circle charm and heart and key charm 
are also available in 10 Kt. Gold. 

Authorized Distributors 
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New designs of brilliant beauty ad, 





Riss 
«* aa 
x : lustre to the Sucine line of distinctive 


Gold-Filled Jewelry for this new year 


. Stars in customer-appeal, 


LZ, 


OUCH 


PRAKIN MANUFACTURING COMPANY: INC. * Est 


foretelling your good fortune. 






NEW EASEL DISPLAYS 





FOR THE NEW YEAR 


died Melalemae) egitim ali: 





black center pane! and aqua 





wings on ivory base. 


ASK YOUR WHOLESALER 
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Shining lights in the 1948 White Stone firmament 


.. Lucina’s latest and loveliest. Exquisite . . 


each sparkling stone hand-set. Always. . 


fine Iskin workmanship famous for 35 years. 





ISOLELL 


AND CHERRY STREETS. PHILADELPHIA * NEW YORK 
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PROPERTIES... always the same in 


HANDY & HARMAN GOLD and SILVER 


) aa properties rate high when silversmiths and jewelry 











manufacturers want increased production. In spinning and 
stamping, for example, metal with the right properties can 
mean uninterrupted output with a minimum of spoilage. It can 
also mean low material and labor losses and fewer delays in 
: shipping completed products. For many years Handy & Harman 
have paid extra attention to manufacturers individual metal 
needs. Everything possible is done to supply Sterling Silver and 
Karat Golds that consistently give just the properties you re- 


quire. This is one of the main reasons why so many find it 


profitable to use Handy & Harman precious metals exclusively. 


HANDY & HARMAN 


HANDY 2 HARMAN 





82 FULTON STREET ‘“@@ NEW YORK /7,N. Y. 


e * Bridgeport, Conn. « Chicago, lil. « Los Angeles, Cal. « Providence, R. 1. + Toronto, Canada 
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A COMPLETE NEW DIAMOND RING LINE 
MERCHANDISED AND PRICED FOR EASIER SELLING 


Our striking new LIFETIME ring line is not a 
spur-of-the-moment creation. Rather, months of 
planning and preparation have been devoted to its 
conception, with the result that it is second 

to none in basic merchandise and value appeal — 
and in all-around beauty and distinction. 

What you need to help you sell more fine rings 
with less resistance, the LIFETIME line offers 


you in full measure. Seeing is believing...... 


BASKIN BROTHERS, Inc. 
38 West 48th Street * New York 19, N. Y. 


@®) Makers of Fine Rings Since 1896 


FOR FEBRUARY, 1948 








REPRESENTATIVES 


JESSE W. GOLDMAN 
— N.Y., Penn., Ohio, Mich. 


ROBERT M. LEWIN 
— Middle West 


GEORGE H. ROVER 
— South and Southwest 


IRA H. PHILLIPS 
— New England and East 


ARTHUR GOLDMAN 
— Middle Atlantic States 


FTRADE MARK 
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,..and there’s Big Volume Ahead for this “SUPER-SIX” 


RIES of bey ae ex. DIAMOND RINGS 


Progressive jewelers know that patrons will buy if they see out- 
' standing quality at attractive retail prices! . . . This Super- 
Six Series has both elements to stimulate volume (proved 
by actual sales records) . . . They have the quality . . . 





mountings are exquisitely styled, substantial in weight . . . 
and they offer unbeatable value at their amazingly low 


prices. Investigate! Write for data on Super-Six today! 








WL EEe 
D RING SETS 

















Every set exquisitely boxed, — 
accompanied by a | 
Guarantee Certificate! | 


RICHARD POLUMBAUM COMPANY, INC. 
630 Fifth Avenue, New York 20, N. Y. 
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MOTHER’S OWN MONOGRAM ...in a mir- 
ror-bright oval makes this slim powder case the 
“something special” she'll love for Mother’s Day. 
The finely wrought design is hand engine-turned 
on a satin-finished, gold toned 4” square. At bet- 
ter stores. No Federal tax. 7.50 


Other Wadsworth Powder Cases 2.00 up. 


~ Wadsworlh 


POWDER CASES 


THE WADSWORTH WATCH CASE CO., INC., DAYTON, KY. 


Fuee—send for *‘Powder Cases Today and 
Yesterday”’ and Wadsworth fashions as advertised in-Life 
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Prices slightly higher in Canada 


: 


PROP UE APRA? OPPO? RIE? 








: : - _ _ Throughout the year Life and leading fashion 
magazines will carry this and other 


Wadsworth advertisements to 5,881,146 homes. 





THE WADSWORTH WATCH CASE CO., INC., DAYTON, KENTUCKY 
New York—385 Fifth Avenue + Chicago—35 East Wacker Drive 
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We therefore advise you that all legal steps will be taken Eos 
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against infringers, and that infringement applies not only SEES 


to the manufacturers, but also to the use and sale of the ee 
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infringing article by importers, jobbers and retailers. 





Nationally Advertised 
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FIRST AMONG FINE WATCH BANDS 






BRUNER-RITTER, Inc., 630 Fifth Avenue, New York 20, N. Y. ‘ Factories: Bridgeport and Montreal 




















SQUARE KITCHEN 


(386W) Decorative 
wall clock with square 
dial. White plastic 
molded case. Retails 
approximately $4.70* 








*Prices subject to 20°% excise tox. 











Sessions’ Record-Breaking Advertising Campaign 
For 1948 Will Appear In The Country's Leading 
Periodicals With Over 23 Million Messages, And 
A Sales Pull Hard To Equal! 


IF YOURE A SESSIONS DEALER, hold 
everything! ... For you’re going to get the 
greatest sales impact in Sessions history, during 
1948! 

Sessions has increased advertising to the 
point where literally one out of every six 
persons in the country — in all walks of life, 
everywhere — will receive regular advertising 
messages helping to sell Sessions Clocks. Ads 
will appear in such favorite consumer publica- 





MODERN SQUARE 


PILOT WHEEL 


(456W) Very effec- (453W) Trim desk 
tive for mantel or desk model in moahogany 


in mahogany with brass colored case, bird's-eye 
trim. Retails approxi- maple veneer front. Re- 
mately $10.20* 


tails approximately 
$7.75* 











FREE! POPULAR DISPLAY 


For counter or window, to tie in with current 
advertising. Attractive wooden base for 
clock, carrying photo cutout of sleeping 
kitty and Sessions slogan: “Not Even a 
Pur-r-r!" Merchandising men are crazy ¥* 
about them! Ask with order, or write to The ‘aramit. 
Sessions Clock Company, giving your OE: 

Jobber’s name and address. 


Sessions Clocks 


THE SESSIONS CLOCK COMPANY, 
The Merchandise Mart, Chicago . 





tions as Life, Saturday Evening Post, Collier’s, 
Look, American Magazine, Good Housekeeping, 
House Beautiful, Country Gentleman, Path- 
finder and Christian Science Monitor Magazine. 

In addition, Sessions will help dealers adver- 
tise’ at point-of-sale with such popular displays 
as the attractive “Catnapper” counter piece. 
Also, there are new Sessions Clocks with new 
sales-appeal on the way. 

Consider the sheer selling-force of such dealer 
backing, add to it the general trust in the fam- 
ous Sessions name, and you can rightly con- 
clude that you can’t go wrong on Sessions 
Clocks in 1948. Better check your stock and 
be ready. 






FORESTVILLE, CONNECTICUT 


The Western Merchandise Mart, San Francisco 
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It takes years to build a business, _ 
' . only a moment to sell it. 
If you’re planning to sell 


your jewelry store, give yourself 





the benefit and assurance of 


a 


to make sure you're doing it 
most profitably. and wisely. 

From Gordon Brothers - -. 

always a reliable offer, usually the highest. 


* . 
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Those who use the term ‘Miracle’ in connection 
with jewelry are skating on thin ice. We have repeat- 
edly warned the trade that the word ‘’Miracle’’—inso- 
far as jewelry is concerned—is the exclusive property 
of Shiman Bros. & Co., Inc. 

There is only one genuine MIRACLE* Diamond 
Ring. Manufacturers, jobbers and jewelers who use 
the name MIRACLE without authorization are perpe- 
trating a fraud, and are liable to prosecution. 

For the benefit of our customers—and to protect 
the ultimate consumer who seeks the genuine MIRACLE 
Diamond Ring in which the diamond looks at least 
25% larger—we caution: 





None genuine unless stamped MIRACLE‘! 


*Reg. U. S. Pat. OF. 


SHIMAN BROS. & CO., Inc. 


MANUFACTURERS FOR OVER 50 YEARS 


Originators and Sole Manufacturers of Miracle Set Diamond Rings 


No connection with any other firm 


234 WEST 39TH STREET © NEW YORK 18, N. Y. 
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Introducing 


the FIRST Padded 
ne-piece watch strap! 


NEET’S 


LA 


incomparable 


GUARDENTE 











ARISTOCRAT OF 
WATCH STRAPS 


FOR FEBRUARY, 1948 
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inks of incomparable smartness fashioned into an expansion band of regal richness! 


Distinctly masculine yet patterned to blend in motif with our +200 Band for Ladies. 


Features Tru-Rivet Construction*. Corrosion-resistant. Guaranteed one year. 


1/20 12K. G. F., all colors. Packaged on velvet and plastic display units. 


Sold direct to reputable retail jewelers. 


THE STANDARD 


“DELUXE’’ FOR MEN 
1/20 12K. G.F. all colors: retails $11.50 T. 1. Sissateias cals camatiag “4a.NO. 1/20 17% 
G.F. yellow, pink; retails $8.95 | 


THE FLEX-WEAVE 
1/20 12K. G.F. all colors; retails $12.50 T.}. 
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graceful, slim, thin expansion bracelet for mi-lady. Deftly crafted to complement 
the finest watch, daintiest wrist. Harmonizes in design with +100 Band for Men. 
Features Tru-Rivet Construction*. Corrosion-resistant. Guaranteed one year. 
1/20 12K. G. F., all colors. Packaged on velvet and plastic display units. 


Sold direct to reputable retail jewelers. 


SPLENDOR FOR LADIES 
1/20 12K. G.F. all colors; retails $8.50 T.1. 











SNAKE/EXPANSION CREATION 


LADIES FLEX-WEAVE 
1/20 12K. G.F. all colors; retails $9.00 T. |. 


1/20 12K. G.F. all colors; retails $9.00 T. 1. 





14 Kt. 


oe Walter Lampl 














“HER EASTER GIFT” 


As classic as an Easter “ 


™ - _ Golden Circles, gracefully overlapping 
: and entwined to form pins and 
earrings in 14kt. gold. 





#5445—Four overlapping circles. 
14kt. pin. .... . $16.00 ea, 





#5979 — Matching design. 14kt. 
earrings... ... . $16.50 pr. 





‘blue pring 14k. pin. $35.00 eq. 





5444 Sede design set with ten cul- 
“tured ol ea» 1” ite pin. $35.00 eo. 





#5399—Golden Circles Ntdinsing the coe x 
favorite Gold Knot. 14kt. pin. +15. 00" - | 





fe #5451—Four overlapping circles, two 
heavy. 14kt. pin . . . . $18.00 ea. 









_#5832—Matching Gold Knot earrings. 14k 


Greate s of the Unusual — as Usual” oe 608 Fifth Avenue, New York 20 a 
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ij OUR NEW CATALOG 
NOW READY! 


eaturing a choice selection of ring mountings, watch cases, watch attachments 
and emblematic jewelry. It also contains a handy chart showing specimens of 


popular diamond cuts. 


Jat al Fat Sal 


Send for your copy today 


Tal PEL Fal TS Sal Thal 





A page from our catalog showing a selection of emblematic rings. 


Metre Jewelry [erparentiiaes 


MANUFACTURING JEWELERS 
21 WEST 46TH STREET NEW YORK 19, N. Y. 


~£IS6 AEA RAE FRAG NO FRNEI RET Fant mt RSS SO SUVCTSUJSAL EIS AAL FS 


€ Fal Sl Ft tt et Tal TS!al Tal TR FETS, PRal Seal Feel Fel FE al Fel Feel 
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Dramatically styled and superbly crafted 
to sell at the very first sight, Beautycrest 
Diamond Rings and Matched Sets are priced *%, ‘ja Ze y - 


at a low level to produce volume sales 


... and complete consumer satisfaction! 


J.J. SCHUMUKLER ¢ SON. 1Ne. 





SERVING TH JEWELRY TRADE FOR OVER 40 YEARS 


Sea lee Diamond Rings and Sewelry 


ROCKEFELLER CENTER, 630 FIFTH AVE., NEW YORK 20, N.Y. 






Striking Beautycrest displaysand 
sales-proven ad mats free upon 
request. Write in foryourstoday! = =—_— 





Distributors of 


SILVERWARE * DIAMOND MOUNTED JEWELRY » WATCHES * CLOCKS « JEWELRY * ELECTRICAL APPLIANCES 


THE JEWELERS’ CIRCULAR-KEYSTONE 





pilots! errereeeT = dag 
bade prighbaalale Ah ABCC TED ALE DAMA ES OK A . " ssa " we ia ne 


- New York 19, N. Y. 


nm 
» 
od 
sa 
prem 
> — 
Li. 
© 
Fe) 
Fe) 
2. 
i. 
| 
UO 
<= 
5) 
> 
> 
"oO 
hen 
© 
ye 
Es 
| 
fee 
O 


io 6) 
— 
cs 
= 
rel 
= 
< 
a) 
= 
a 
f>) 
ics 
E 








THE JEWELERS’ CIRCULAR-KEYSTONE 








Another “Sales-Tested” Value by CROS 
Simulated Pear! KNSEMBLE...at Amazin 


Your trade will recognize the superb styling, extra- Made by the creators of Ledy Crosby | _ 
value of this Crosby sales leader on sight! Feature Diamond Rings end Crosby Jewelry for, 
this elegantly fashioned simulated pearl ensemble res Bale ise 
— = prominently in your windows and counters . . . Lead 
mail your 9°80" fente the “value parade’’-with Croshy—fine jewelry of 
nationally known quality at salesworthy prices! 


A. COHEN § SONS (Oee 


27 West 23rd Street New York 10, N.- 





Llabnoon Spe ag 
a leader today! 


NE MILLION B:B PENS 
OLD EVERY MONTH 


A revolution in the pen business! A ball 
pen that is as handsome in styling and writes as well as 
any pen you ever had in your hand... for 98¢. 



























WAR-DEVELOPED PRECISION TOOLING has 
enabled B-B to lick problems which 
plagued early ball-point penmakers. They 
can mass produce these fine-looking, finer- 
writing pens—sell them to you at 98¢. 


NO BETTER WRITING MECHANISM has 

ever been made at any price. Chrome 
steel ball floats in machined tip with less 
than 1-10,000 inch tolerance. Rolls freely, 
writes freely the instant pen touches paper. 


WRITES A LINE 18 MILES LONG with 

never a skip, scratch, clog or blot. The 
B-B is a working pen, writes at any angle. 
Ink needs no blotting—rolls on dry because 
BB pens contain “PERMA-DRI’ ink. 





* cot hal is BANKERS, SCHOOL CHILDREN, stenogra- 
yo ™ bk ge phers, housewives, clerks, accountants, 
carpenters, engineers, attorneys and doc- 
tors are buying BB pens at the rate of 1 
million every month for every writing use. 


Get yourself a B-B today! 







his is one of many full-page 
ads in LIFE and AMERICAN 
WEEKLY during 1948 that 5 i } 
will help you sell even more ; f | Le 
BB pens. 


Each of BeB’s 3 attractive ———, 
tive (No. 223), Retractable (No. — -" 
VP (No. 114)—are fair-traded for retal - ‘ 
at 98¢ to assure you a full measure of pront. 
B-B “PERMA-DRI” ink refill cartridges 
we (No. 34) sell for 49¢, Ft all models. All pens 
and cartridges come to you mounted on pre- 
assembled display cards ready for counter 
use. Order now! 
Catalogue sheets, ad reprints, window and 
counter display cards available. 





Copyright 1948 B*B Pen Company, Inc. 
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When 


2 — 2Hll 
2 2H15 
2 7H137 


7HS1L 


7H101L 
4H55 

2 — 3H99 

1 — 3HI151 


1 — 7H133 





You Buy These 15 Clocks 


Unit 
Fair Trade 
List Price 


Cafe — for kitchen or bathroom 
Kitchenguide—for kitchen or bathroom... 5.50 
Little Tel — alarm clock. Ivory-colored 

case 


Telalarm — alarm clock. Luminous 
hands and dial, ivory-colored plastic 
case 


Imp — alarm clock. Bell signal, gray 
plastic 
Statesman — occasional clock. White 
plastic, gold-colored metal trim 


Yachtsman — occasional clock. Gold- 
colored metal, brown plastic case 


— Pharaoh — desk or occasional clock. 
Mahogany-finish case 


— Embassy — alarm clock. Maple-finish 
case 

















ime Center 
Aelechron 7 on — anent Disploy Y med 4, Height 214" 
any Fini’ on Cloc 


sg 3 2A “hours ¢ a d5Y Length 35" 
or hung of ¥ width 7" 


2H0O7—TELECHRON "BUFFET" 
Self-starting electric kitchen or bathroom clock; molded plastic case in Ivory, 
Green, White and Red; 5” metal dial; Height 65s"; Width 6-7/16"; Depth 24”. 
List Price (Excluding Tax) $4.50 


Dealer Cost (6 or more) 2.84 
Smaller Quantities 3.06 




















7H137-I—TELECHRON “LITTLE TEL" ALARM 
Petite self-starting electric alarm in Ivory-colored plastic case. Height 3/2” 
Width 4-5/16"; Depth 2%”. 
List Price (Excluding Tax) $4.50 
Dealer Cost (12 or more) 2.84 
Smaller Quantities 3.06 

















L. LURIA & SON, INC 


The Silver House 


160 Fifth Avenue 219 Volunteer Bldg. 400 S.W. Second Ave. 
New York 10, N. Y. Atlanta, Ga. Miami 36, Fla. 
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KEY TO GREATER sf 
PROFITS ON A 
SMALLER INVESTMENT 














Another signal 
triumph of 
Deltah leaders 





| Our objective was to provide the retail jeweler 

with a unit of the best and fastest selling 

_ Deltah necklace styles and qualities — a unit 
requiring a minimum investment and yielding 

_ the greatest profits through quicker turnover. 

_ So we studied our sales. records and checked 

our findings against impartial surveys. And 


B.C.U, is the result — a unit comprising not 





only the basic simulated pearl styles, but the 2 aoe 
foundation of any up-to-date pearl department 


as well. You iniace:tems afford to be without it! 


AT BETTER JEWELERS 


: CONSULT YOUR WHOLESALER : - 


«LL HELLER & SON, INC., 411 Fifth Avenue, New York 16 Me ] t ah 3 


SIMULATED PEARLS r 





PREVIEW OF THE BIG IRONING NEWS OF 1948): 
















ITS WEW...UTS EXCLUSIVE 


You are going to hear a lot about this sen- 
sational new PROCTOR idea. 





It's a new way to tren, a new way to 


merchandise, a new woy fo sell! 


And it's been thoroughly tested with 


amazing sales results. 


Proctor’s national advertising will feature 


it—month after month—ad after ad. 


Millions will gead about it and will want 
to see and try the remarkable iron that 


makes it possible. 





PROCTOR 


PIONEER /N EASIER [RONING 





PROCTOR ELECTRIC COMPANY PHILADELPHIA 40, PA. 
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EASURE SATISFACTION? 








B 104—Ladies'— Round 8%4—7 Jewel 
RGP or Chrome with Stainless Stee] Back 











B 107—Men‘s—Calendar 954—7 Jewel 
RGP or Chrome with Stainless Steel Back 


ORIS fine WATCHES—to the consumer 
$12.95 to approximately $25.00 











CONTACT YOUR JOBBER OR L. HARRIS COMPANY, INC., DEPT. B, 665 FIFTH AVE., NEW YORK 22, N. Y: 
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a precious. 


KAROLYN GRIMES 
Appearing in her 
latest Paramount release 


‘'Albuquerque’ 
A Clarion Production 


In Cinecolor 


DAINTY MAID 


JEWELRY 


\ 
J 





“just like mother wears” S 


—_— <> SF 
y VY U 


Gift seekers everywhere are being told about DAINTY FREE. And here's the best deal yet — $30.00 —gives you 
MAID in hard-hitting ads nationally — and on the air a complete Kiddie Jewelry Department! 


coast to coast! Newspaper Mats and counter cards On the Air coast to coast on the ‘‘Abbott and Costello 
that tie in with DAINTY MAID promotions are yours Kid Show’’ over 247 ABC Network Stations ! 


National Advertising in °48... 


COMPLETE NEWSPAPER MAT DAINTY MAID CABINET NATIONALLY ADVERTISED 
SERVICE UPON REQUEST Complete Kiddie Jewelry Department IN PARENTS’ MAGAZINE 


Prstly , sti ade ae : gee ‘ bis 2 ae : : - 
as . ; Be poten 
| Ly eS MAID 1 doz. assorted §& Lee, 
a | - ZB ~)\ i e 5 ‘© 








J Iry | , 
ewelry ifems in This SEAL Me 


10] BOTe\ lo Relate 
len) aen - means SALES 


Meloy am lO). @ dialere 


y 
PARENTS’ 
MAGAZINE 


CONSUMER 
SERVICE 
REA 





Through your wholesaler 


ouis , /tern company 


PROVIDENCE © NEW YORK PHILADELPHIA © CHICAGO 





& 
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flexible bracelet 
watch case 





Proud product of our new factory, is this 
brilliant new conception of a lady’s Flexible 
Bracelet Watch Case... another outstanding 
I.D. achievement in imaginative styling and fine 
craftsmanship. The design—exclusive with 
I.D.—features a fashionable slimness of both 
bracelet and case combined with unusual 
strength and durability. The bracelet 

(1/20 12K gold filled) is easily adjusted to 

any size wrist. The case (10K gold filled) 

is brought to a gleaming radiance by 

the HYLAP finish, and has a NANCA plastic 


crystal—unsurpassed for clarity. 


Sold to Watch Importers Only 


I. D. WATCH CASE COMPANY, INC. 


137-11 90th AVENUE, JAMAICA, N. Y. 


Creators of Watch Cases of Superlative Style, Beauty and Quality 


FOR FEBRUARY, 1948 


WATCH |. D. FOR 
BRACELET WATCH CASE IDEAS 
IN 1948. 
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This 1s not a’ Big Deal” 





[t's justa Fligh Grade Profit-Opportunity 


HANDSOME easel display tray in Pink, Blue and Gold, containing 
| dozen individually boxed pie ces of LeStage Quality Baby Jewelry. 


By making it just a.1-dozen unit we leave you free to make your purchases 
small, medium or large. We are not trying to over-sell you. You simply buy 


what your own good merchandising-sense dictates. 
Your wholesaler will gladly work out with you suitable assortments. 


The Quality Range is from 1/20 12KGF to 10K Gold. 


The retail selling prices can range from $3.00 to $9.00 per item. 


LeSTAGE MFG. CO. North Attleboro, Mass. 


New York—9 Maiden Lane Chicago—29 E. Madison St. Monrovia, Calif.—110 El Nido St. 
A. H. Betz A. B. Pinero James F. Loveridge 
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A bit of gleaming jeweler’s bronze 
_..an artist’s imagination...and voila! 

K &K creates the most exciting new 
compacts of the season, “Golden 
Miniatures”. They’re the just-right size 
for evening bags and the new small 
purses. And no teenager's charm is more 
cunningly contrived than K &K’s tiny 
golden heart. Each compact boasts that _ J 


rare combination of beauty and utility. = 






The sophisticate of the K & K trio 
— gleaming stripes on the lid of this 
surprisingly new “squeeze-catch” 
compact. Press its sides and the 
top springs back to reveal a full- 
view mirror and spill-proof powder 
well. Retails about $7.95 
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A preys 















SS - aN Le - ; 
, ~ a ‘a : ’ ‘ 
“s =~" Tooled panels criss-cross on ae Vogue, Harper S Bazaar, Mademoiselle, 
== shining square jeweler’s bronze. =. 
ass It takes so little space in an 2 .° Charm, Glamour and Town and Country 
~~ evening bag. Patented touch- 2 z 
a catch opens the lid at the flick — Participating on Radio Network Shows 
= of a fingertip, full-view mirror >< 
« - and deep, spill-proof powder = ° si . 
vex = well. Retails about $2.95 ie NBC Honeymoon in New York 
= if \ es CBS —Give and Take 

= j —— Look Your Best 

“Ss | : Plus a variety of local radio shows 
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Cupid himself could 
have fashioned this 
tiny bronze heart 
treasured by teen- 
timers for its trick 
beauty and amaz- 
ingly ample powder 
well. There's a heart- 
shaped mirror, too! 
Retails about $1.95 


—~ = 7 


0. = 
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KOTLER & KOPIT, INC. 303 FIFTH AVE., NEW YORK 16. Factory: Factory: Pawtucket, R. L. 
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COMBINATION BROOCH 
AND NECKLACE 


Can be used as individual 
brooch or neckpiece. 


aii = res oe i ee ene = —— ee | 


WITH 


GENUME 
CHINESE 


STONES 


ae 
TIGEREYE 
AMETHYST 
CORNELIAN 
ROSEQUARTZ 
RUSSIAN LAPIS 
CALCEDONG 


TURINE Manufacturers of better gold and gold filled jewelry. 


AND OTHERS 
1/20 12 karat gold-filled bracelets, chokers, 


pendants, watch bracelets, chatelaines and 


SIZES: : ; 
earrings, complete sets or single pieces. 


25 M/M 30 M/M 
35 M/M 40 M/M Distributed through the better jobbers. 


PROVIDENCE STOCK COMPANY 


PROVIDENCE, RHGPRE ISLA 


Lou Weitzman Charles J. Mundhenk L. Meerson 
21 Maiden Lane 29 E. Madison St. 1047 Flood Bldg. 
NM. ee. Chicago, IIlinois San Francisco, Cal. 
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Wnhinan for 


lailoved woman... Harry C Schick. Inc 


105 CHESTNUT -ST., 
NEWARK 5, N. J. 





eon oe. ie 


Lapel pins and bracelets 


of smartly simple design... 


r 


crafted in finest sterling silver! 





sl BLAKE MR. HUBERT A. WOOD MR. T. J. TRACY MR. LESLIE G. BURKLUND MR. THOMAS G. BOWKER 
$5 cuestnur sr. 649 SO. OLIVE ST. 55 EAST WASHINGTON ST. 7 N. E. SIXTH AVE. 347 FIFTH AVE. 
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Jewelers selling more and more 
~ men’s Onyx rings — easily and profit- 


‘ably—are jewelers who feature these 


+ 
« 


distinguished Remembrance creations 


which are matchless for quality, craftsman- 


+ 


ship, beauty, striking design. Available as you 


want them — with initials or emblems, 
with or without diamonds. They went BIG in 


1947 —just watch them go BIGGER in 1948! 


indeed —there’s no better bet in ONYX rings! 





Remcntly GIECE Rinc COMPANY, Inc. 


1 WEST 47th STREET, NEW YORK 19, N. Y. 


“*Reg. U.S. Pat. Qff. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





over 


$5,000 


in cash prizes 





Annee 
KIDDE ARART 


WINDOW DISPLAY CONTEST 


TO WIN ONE OF THESE PRIZES 

HERE’S ALL YOU HAVE. TO DO! 

e Feature a display of Kiddie Kraft 
Jewelry in your window (a whole win- 
dow is NOT necessary). 

e Run this display ANY ONE WEEK 
between MARCH Ist and MAY 15th. 

e Then send Marathon a photo of the 
display. — 

ADDED CONTEST FEATURE: 

YOU COMPETE WITH ONLY 
THE STORES IN YOUR GROUP! 


RULES 


1. Any jewelry store inot department store or specialty 
shop) may enter. 


2, Any number of photographs may be or. 





size 5" x 7". 
3. Kiddie Kraft Windows must appear ieiatlens eh, 
peices oss. aaa cea 3 first prizes of $500 each 
4. All photographs become the property of The 
ee 3 second prizes of $250 each 
5. Decisions will be based upon neat originality s 
pale bor am : 3 third prizes of $150 each 
6. Preliminary judges will consist of officers of The 
Marathon Company. Final judges wil! be prominent TO — ne 
men in the jewelry field, non-members of The Marathon PLUS 40 awards of $50 each 
Os th ' 
AND 


7. In event of ties, full awards will be made to each 
of the winners. ‘ 


8. TO OFFER A FAIR OPPORTUNITY TO EVERY 
JEWELRY STORE — REGARDLESS OF SIZE — 
CONTEST IS DIVIDED INTO GROUPS “A”, “B”, 
and “C”, 

ws: ; — . aaa 
— soe Sensten teens ¢ ~~ pa geen : to wholesalers’ representatives 
If you are not rated, choose youf own contest group). 


3 special prizes... 





totalling $300... 





Order for °48 Today 
CONTACT YOUR WHOLESALE JEWELER 





he Marathon Company, Attleboro, Mass. Creators of the Finest Children’s Jewelry for Over 40 Years 


WE DO EXEELL In 
CHAIN JEWELRY 





















IT'S GOOD BUSINESS 
BUILD YOUR WATCH BUSINESS 
AROUND 


NATIONALLY A DV | ERTISED. 


“Exquisite as America’s Beauties” « Engineered for Accuracy 


Paul V. Eisner & Co. - 580 Fifth Avenue, New York 19 


oO ge 
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FOR 


SPRING PROMOTION... 
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/__ SIMULATED PEARLS 





_ PROUDLY PRESENTS THE ’ 


LINE OF NECKLACES 
-/* 





FEATURED IN THE NEW AND ORIGINAL MUSICAL JEWEL CASE 


Lady Alice strikes a dramatic new note in packaging with a lovely pearl necklace in a lovely \ 
jewel case ... accompanied by lovely music! A winning 
combination for you! Each SERENADE necklace comes — 
in a luxurious velvet box that plays a gay 
love song every time the lid is lifted, 
_ Twenty-four assorted melodies _ 
appropriate to every occasion, _ 
Cash in on this original idea 
in merchandising. Be FIRST 
in your city to show © 
SERENADE in | 
the MUSICAL — 
. _ jewel case. © 


J 


For Immediate Delivery, 
write your wholesaler 
for 1948 price list, 
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SERENADE NECKLACE 

In Four Styles 
—''Duo''—''Trio’’—*' Quartet" 
(1-2-3-4 Strands). 


NATIONALLY ADVERTISED 


‘Lady Alice” is on the air over 468 radio 
stations from coast to coast. 


lice Fouls 


Reg. U.S. Pat. Off. 
37 West 47th St., New York 19,N. Y. 


CHICAGO © LOS ANGELES * TORONTO * HAVANA 


**Solo"’ 
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RG TIRES GREET. pal 


rue value knows no season, no ups and downs of business. There 
are always patrons for creations of enduring charm. @ Recognizing 
this truism leading jewelers rely upon Seidman & Company for 
always salable JORDAN Diamond Watches, Diamond Attach- 
ments, Rings and Mountings. @ A visit to our offices and plant, 

a call of our representative, or a few exhibits on memoran- 

dum will readily prove the profit possibilities of Seidman 

. & Company offerings. @ Your correspondence is invited, 


J 


SEIDMAN & COMPANY 


31 WEST 47 STREET 


NEW YORK 19, N.Y. 
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diamond rings of the stars 


as worn by LIZABETH SCOTT 
starring in the Paramount Picture, “I WALK ALONE” 


Diamond Rings rom $25 to $25,000 “Wy 
Distributed by | Seok 





wholesale jewelers 


FOR FEBRUARY, 1948 








“What? 


‘aq dinner knife 
for carving 7” 

















*CAVALCADE’ 
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*KING EDWARD" 











don’t make excuses for your silverplate assortments... 


MAKE SALES WITH KING EDWARD 


These days of still-lagging production in so many lines of silverplate, 
“limited assortments” still plague jewelry retailers and discourage customers. 


But for retailers of KING EDWARD SILVERPLATE, that situation means mere 
sales than ever! Because only KING EDWARD now offers yours customers 
knives, forks, spoons and carving sets “for every course from soup to nuts.” 

Only KING EDWARD SILVERPLATE offers a variety of services PLUS 
extensive OPEN STOCK. 

And of course, KING EDWARD SILVERPLATE backs you up with 
demand-building national advertising in big-circulation magazines! 

Tip: for KING SIZE silverplate sales this season, get aboard the 

KING EDWARD SILVERPLATE bandwagon. No time like NOW to start. 


King Ledward 


EXQUISITE 


seine ster comm  Dllverplate 


New York + Chicago « Detroit + Dallas « Miami +» Los Angeles + Atlanta « San Francisco « Portland (Ore.) « Seattle 





64 THE JEWELERS’ CIRCULAR-KEYSTONE 














s 


ALL OF WHICH MEANS MORE BUSINESS FOR YOU! 











THE NEW MEN’S WATCHBAND 


with 6 Specifie Sales Features! 





to retail at 


9.95 


Inel. Fed. Tax 


NO OTHER WATCH BAND 
HAS ALL THESE ADVANTAGES! 


l. A stainless steel back ... for better non-corrod- 
ing wristwear! 

2. Expansion within the design itself . . . means 
new comfort! It “breathes” on the wrist! 


3. Closed sidewalls .. . for a smoother, more expen- 
sive appearance! 


4. Adjustable endpieces permit the easy removal 


of one or more links... shorter lengths! 
5. A novel center catch for quick easy removal! 


6. Identified by the most famous name in watch 
bracelets “SPEIDEL’’, made in the dependable 
SPEIDEL quality . . . boxed in smart SPEIDEL 
gift packages... all these features at the extremely 
low consumer price of $9.95, tax included! 


Order from Your Speidel Distributor Convenient Assortment C/700, 
Comprising 12 Corsairs, (8 Yellow, 3 White, I Pink ) 


liasiices Gcnane Your Cost for the ASSORTMENT . . . $48.00 





* SPEIDEL CORPORATION - 70 Ship Street - PROVIDENCE, BR. I.’ 





























nets 
¥ 6! 
wr 


1. A beautiful and complete baby department in 
less than two square feet of space! The display 
is finished in natural wood, beautifully grained, 
with acetate top. 


2. Carries all your needs for a fast-moving baby 
business . . . 24 different pieces of Miss Mignon 
jewelry including bracelets, lockets, bracelet and 
locket sets, baby pins, bangles, bib holders and 


THE NEW WAY TO SELL 


America’s Most Famous Baby Jewelry! 


14 Pieces in Display Drawer 


THE KEY TO THE 
BABY BUSINESS IN YOUR TOWN? 


The only way to Sell Baby Jewelry in Volume is to show it at all times: 





A Pe | 
MISS MIGNON 
COUNTER CASE 








10 Pieces in Display 












crosses. Jewel boxes provided for each item: 

3. Prices to fit every pocketbook — retail from 
$3.95 to $12.50, including Fed. Tax. (Fair traded). 
4. Ten pieces showing in display, and fourteen 
pieces in convenient display drawer. Designed for 
easy removal and showing. Delivered with twenty- 
four gift jewel boxes. 


3. Simple stock control . . . quick fill-in service! 








Your cost of MM24. Ass’t. complete with Merchandise and Display ._. 


*SPEIDEL CORPORATION : 70 Ship Street - PROVIDENCE, R. I. 






$79.95 
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livde Park 
m 1943! 


SUPPORTED BY INTENSIVE 


NATIONAL ADVERTISING IN 
LEADING MAGAZINES.... 


Get set now for bigger and better 

HYDE PARK watch sales during 1948. 
Because HYDE PARK watches will continue 
to be pre-sold for you in America’s top 
mass and class magazines — in the most 
extensive HYDE PARK national advertising 
campaign to date. And remember — 
HYDE PARK watches sell easily and stay 
sold — because they are second to none 


for beauty and dependability. 


CONSULT YOUR WHOLESALER 


THE WATCH THAT TIMES AMERIC PIEOTS 








Ru ae “pe aes WaTcuH, COMPANY, INc. 
551 FIFTH AVENUE, NEW YORK 17 
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And like all gracious ladies, she’s 

fond of beautiful accessories... 

quick to exclaim over gifts with the jeweler’s 
touch! That’s why Superb heart compacts 
are so well suited for May 9th Mother's Day 
promotions ... combining perfection 


C 


of design with charming sentiment. 


feeane lle CASES 
COMPACTS 
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LANGENDORF WATCH Co. 


















































ee , , Lonville watches are made in 
Marie Saner-Hannie, who helped to make Lonville Watches 


Switzerland, famous for scenic 


Marie has retired! 


Marie has gone home—to stay. Another younger woman sits at 
Marie’s bench and does her work on Lonville watches. The work 
is well done—it must be to pass the rigid inspection—but nothing 
can substitute for experience and Marie had worked in the 
Langendorf factory for sixty-one years and five months! 

Each day she walked to and from the factory—two hours each 
way and a grueling walk in the hilly country. In winter she braved 
the deepest snow and the worst storms. 

She could have quit long ago on her lifetime pension. But 
Marie loved her work. Now, in perfect health, she may rest for 
the days that are coming to her—and we hope they are many. 

When such women and men devote their lives to making 
Lonville watches, is there any wonder that the product of their 
inspired hands should be as entirely reliable and consistent in 
character as the men and women who make them? 

You may trust Lonville watches as you would this splendid 


woman. 


580 FIFTH AVE. Sole U. S. Agent NEW YORK 19, N. ¥. 


FOR FEBRUARY, 1948 


beauty—and fine watches 


The mechanisms are made 
under one roof—a rare ac- 
complishment even in Swit- 
zerland where most watches 
are assembled from parts 
made by various factories. 

One undivided control and 
responsibility governs the 
rigid, high standard of qual- 
ity in all Lonville watches. 

All the parts are standard- 
ized and interchangeable so 
that in any civilized country 
a Lonville watch may be re- 
paired at low cost and in 
quick time. 

Lozville watches are noted 
for reliability and consis- 
tency. You may sell them 
with assurance that at the 
prices there are no better 
watches—and no finer serv- 
ice at any price. 


onville 





WATCHES 


Through Your Wholesaler 
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Sales are Born with 
lsatby Snocks- 
BIRTHSTONE JEWELRY 









LY AUGUST 
yune JU SEPT EM Bey ‘ 





nner 


Wy a 
Vary ceprd” 


Birthdays mean gifts. Gifts mean 
sales — so every day, this famous qual- 
ity line of little-girl jewelry offers you 
a perfect sales opportunity — for every 
day is some little girl’s birthday! 


With a different stone for each 
month, the personalized appeal of her 





birthstone is irresistible in dainty 
lockets and matching bracelets — 
heart-shaped or round — to sell as sets 
or single pieces. 

Handsomely crafted in 1/20 14K 
gold filled, firmly set with colorful, 
high quality synthetic stones. 





ORDER NOW THROUGH YOUR JOBBER! 











LEVY-ANDERSON COMPANY 


45 Baker Street Providence, Rhode Island 





68 


THE JEWELEKS’ CIRCULAR-KEYSTONE 





CELEBRATING 100 YEARS 





1848...One hundred years ago a small 
group of the world’s finest watchmakers set 
out to make the most accurate timepiece man 
could devise. They called their watch OMEGA, 
after the last word in the Greek alphabet — 
symbol of the ultimate in achievement. 


That they succeeded is proved by the fact 
that an OMEGA has held the precision record 





of distinguished watchmaking 


at Kew-Teddington Observatory (England) 
each year since 1933 and at Geneva Ob- 
servatory since 1931. 


1948... it is extremely gratifying that in 
its centennial year, OMEGA has again been 
selected as the exclusive, official timepiece 
for the 1948 Olympic Games at both London 
and St. Moritz. 











NORMAN M. MORRIS WATCH CORP. « 608 FIFTH AVENUE, NEW YORK 
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CATAMORE'’S 
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FOR SPRINGTIME SEL 
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Catamore leads again in rhinestone jewelry. Here are the 


{ numbers’ to add zest to your spring-time sales, feature 
them for faster turnover/and more/profits. These ne 


s 
3 


chokers, ‘bracelets and earrings/are beautifully de-, 


2 


2 in ‘rhodium finish and all available with, 

aite, ruby, aqua, sapphire or amethyst machine; 

cut rhinestones. Ask your wholesaler to show j 
you the complete line. ; 
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Catamore creations. will be nation- 
ol S 
ally advertised throughout 1948 
in Vogue and Glamour. 
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watches are encased in styles 


Many of the world’s finest 


by Lemieux...A name 
synonymous with incomparable 


design and craftsmanship. 


iii! 


Dios ee Bt 











Men actunhat on so teenie 





BB 665— Two Tone 1/20 12K Gold Filled 
ou will find double sales appeal in this mother and 


aughter bracelet set, and double volume possibilities. 


nd because these bracelets are styled and made by 


ayward, their quality is above question. The name of 


ayward has been known in the jewelry trade for nearly 


a century as a reliable guarantee of quality jewelry. 


hy peuscly fr newly M0 Yew. 
WALTER E. HAYWARD CO. inc. 


Established 1851 
} MASSACHUSETTS . 


A 7.7.4.8 80.2 0 
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— Gotham Watches ; 
} Product of (M|lendortt Watch @ INC 20 W 47th STREET, 
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...- WORTHY OF THEIR HIGH PURPOSE 
IN THE RELIGIOUS LIFE OF 
AMERICA’S 26,000,000 CATHOLICS .., 





DI ROMA ROSARIES, beautifully rendered in correct rubrical 
form, are fashioned by master craftsmen from the finest materials 
available. 


IMPORTED CZECHOSLOVAKIAN CRYSTALS*. .. Fine 
Simulated Pearls ... Polished, Fluted, and Filigree Metal Beads 
in a variety of shapes are artistically combined with Precious and 
other metals to produce masterpieces of perfection. 


DI ROMA ROSARIES give you complete coverage of an ex- 
tremely receptive, predetermined market from the standpoint of 
quality, price, and customer preference. In addition to the variety 
of designs offered, the range of qualities include 10 and 14 Karat 
Solid Gold, Sterling Silver, 1/20-12 Karat Gold Filled, 1/20th 
Palladium Filled, and Base Metal. 


WRITE FOR THE DI ROMA CATALOG ... It is beautifully 
illustrated ... carries Keystone prices so that you may readily 
present it to customers for their selection of unstocked items... 
gives you a convenient handbook from which to order and main- 
tain a well-rounded stock. 


LENT AND EASTER ARE COMING .. . BE READY! 
*SIMULATED 
NEW YORK SALES OFFICE 
152 MADISON AVE., NEW YORK 16, N. Y. 





ROSARIES * PRAYER BOOKS + RELIGIOUS MEDALS 


. e ay D * | | 
‘ PAR ER oF 
‘3 DORRANCE STREET Me 
PROVIDENCE 3, RHODE ISLAND | 
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SINCE 
1919 


Jewelry by Micallef, since 1919, 
the essence of style and quality. 
The expert craftsmanship dis- 
played in every piece of Micallef 
jewelry, has made tH a favorite 
everywhere. Ask your whole- 
saler to show you the Micallef 
lines of ladies’ and religious jew- 
elry in gold, gold filled, and ster- 
ling silver, set with Genuine 
Cameos, precious stones and the 
finest imitation stones available. 


An outstanding set of news- 
paper mat ads is available to 
help your sales program. 





.{TIGRLLEE ¢ on 


MANUFACTURING JEWELERS 
158 Pine Street © Providence. R. }. 





NEW YORK PACIFIC COAST NEW ENGLAND — SOUTH 
Charles J. Tonry J. H. Merrill Co. & MID-WEST John Tonry 
9-13 Maiden Lane 150 Post Street Earl M. Barney 9-13 Maiden Lane 
New York, N. Y.: San Francisco, Calif. 158 Pine Street New York, N. Y. 
COrtlandt 7-1646 DOuglas 7142 Providence, R. I. COrtlandt 7-1646 

GAspee 8762 
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“IN RHYME 


NATIONALLY 


ADVERTISED 


WITH TIME 


ane 


Each of these strikingly 
beautiful watches for ladies 


contains a fine KINGSTON 


movement fully guaranteed 


ye ABO 


Mir ines) On ORR 


3 


Send for our 4-color catalog illustrating 140 more beautiful watches. 


7600M. Natural 10K 
r.g.p. Steel back. Link 
. bracelet. 7 jewels. $27.50 


7608B. Natural 10K r.g.p. 
Steel back. 1/20 12K snake 
bracelet. Domed crystal. 


7 jewels. 29.75 


7608R. Natural 10K r.g.p. 
Steel back. Domed crystal. 


7609. Natural 10K r.g.p. 
Steel back. Domed crystal. 
17 jewels. $33.50 
9305. 14K gold case.* 
1/20 12K snake bracelet. 
Domed crystal. 17 jewels. 


$49.50 


9374. 14K gold.* * Domed 
crystal. 17 jewels. $49.50 


9382. 14K gold.** 2 dia- 
monds. Domed crystal. 17 
jewels. $65.00 
9384. 14K gold.** 4 dia- 
monds. Domed crystal. 17 
jewels. $100.00 
9392. Natural 14K gold. 
Domed crystal. 17 jewels. 

$52.50 


*available in natural or pink gold. 


9667A. 14K gold.** 
Domed crystal. 17 jewels. 


$55.00 


9684. 14K gold case.** 
1/20 12K snake bracelet. 


Domed crystal. 17 jewels. 
$65.00 


9843. 14K gold.** 4 dia- 
monds. Domed crystal. 17 


jewels. $150.00 


*available in natural, pink or white gold. 


17 jewels. $33.50 
Above quotations are suggested retail prices. Write in for our confidential price list. 


LOS ANGELES 
315 We Mh SE. 


nt A a 40) 58 
48 W. 48th ST. 
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Sales for You! 
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aN ic Viagers 
| sterling silver tableware 


A ieee 


... the first new idea in 










children’s sterling ... new 
concept... new design* 


new sales possibilities 


A bright new idea that will be the 
table talk of the high chair set. 
“Kiddie Diggers” will help kiddies eat 





‘i 
I 


{ 









- better—will help you make more sales. 


They’re miniature garden implements 


‘tye 5 


—the spoon’s a shovel—the fork is a 
pitch fork—the pusher’s a hoe—all in 
sterling silver—all beautifully hand 
made by master silver craftsmen. Here's 
a pipin’ hot number to satisfy the 
tremendous market for a “different” 
baby gift. 


: —2-piece set, Spoon and Fork, 
No. 702 suggested retail, $5.00, plus tax 


. —3-piece set, Spoon, Fork and 
No. 703 Pusher, suggested retail, $7.50, plus 
tax 
both beautifully boxed 


ORDER TODAY FROM YOUR WHOLESALER 


Representatives: 
Henry Green — Albert Davis 
9 Maiden Lane 29 E. Madison St. 
' New York Chicago, Ill. 


Chester Mandelbaum 
220 W. Sth St. 
Los Angeles, Cal. 


ete gs PROVIDENCE 3° Rel ® 


Felmore also makes sterling cigarette cases, pocket knives and novelties 
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EVERY WATCHMAKER AND JEWELER 


THIS FINE MICROMETER | 








WITH RATCHET 
$11.00 





110 WMRL 
WITH RATCHET AND LOCKNUT 
$12.00 


STAND ILLUSTRATED 
$4.00 


FINE LEATHER CASE FOR THIS 
1,8 (03 510) \)0 24 2 a- 018-00 0-0-3 Oe AS 


one Micrometer especially designed for the Watchmaking and 


Jewelry Trade @ This fine measuring instrument has anvil and spindle with a diameter 
of 3/32" for a length of 3/8” and is further cut away fromthe faces to 1/16'’ diameter @ 
This design allows close and accurate measurement of small, delicate parts @ Gradua- 
tions are in Metric @ The anvil and spindle are made of the finest grade of tool steel 
with faces lapped square @ Available for immediate delivery with a specially designed 
stand which holds the tool rigidly and permits the use of both hands while measuring 
small pieces @ This tool is guaranteed to give the same super-sensitive accuracy pro- 


vided by all Central Certified Accuracy Micrometers. 


>... 
8 


SEVEN Véfal FEATURES 


1. CERTIFIED ACCURATE MEASUREMENT 


2. SUPER-SENSITIVE VELVET TOUCH 

3. EXTRA STURDY CONSTRUCTION AND MAXIMUM 
LONG LIFE 

4. FINEST FORGED STEEL FRAMES OF BALANCED DESIGN 

S. MATCHED FRAME AND SCREW ESS, 


5 


6. CERTIFIED PARALLELISM AND SQU 
OS seat : non SO 


\) 
08 6 ee 3) 


7. EASY READING GRADUATIONS 
2 0%! 7° ee O ete 


1907 - 1947 
CRANSTON, 10, RHODE ISLAND 
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THE CENTRAL TOOL COMPANY HALF CENTURY 
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| Shite GRO"—rhythmic ribbon of gol 
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Once again Arrow designers hit the mark with this new oyster-shape, 


pearl box. Seldom has the industry experienced the enthusiasm that greeted this 


exclusive Trifari presentation. The artistry of the shape, the gracefully propor- 
tioned lines and the blending of grey velvet and peach-colored satin lining, 


combined to bring about this wide acclaim. 


BOXES AND DISPLAYS 
ARROW MANUFACTURING CO., INC., 567 FIFTY-SECOND STREET, WEST NEW YORK, N. J. 


SPECIALIZING IN THE DESIGN AND PRODUCTION OF DECORATIVE BOXES AND DISPLAYS 
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They said it would take a miracle 

of engineering. And here it is— 

the VULCAIN Cricket—the watch 

that keeps you on time! Easy, 

precise alarm setting—even to 

ting but a few minutes hence! 

Rings right on the dot—clearly, 

just as the finest alarm clock! In every way, a triumph 
of watch craftsmanship . . . brilliant beauty . . . elegant 
slimness .. . functional perfection. A 24 hour servant— 
it will wake you in the morning, remind you of appoint- 
ments and regulate your schedule. At present, only a 
limited number of VULCAIN Crickets are available. In 
Stainless steel or 14 kt gold, prices range from $100 
(plus 20% federal tax). 


World Copyright, 1947, by VULCAIN WATCH COMPANY, INC. 
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the wrist 
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630 FIFTH AVENUE, NEW YORK 20 
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Latest Creations in 


PLATINUM WATCH CASES 
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For 5 and 51/2 ligne movements 4 . fe & A kK L Ay. A y% , i i C ; Number of diamonds optionel 


Established 1903 83 CANAL STREET, NEW YORK 2, N. Y. WaAlker 5-0627 
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is the mark of APOLLO, 
traditionally the finest in 





SILVER PLATED WARE. 


* and a 
=“GOLD PLATED WARE; 


Created in a wide range 


of distinctive pieces. 


a 


a >>>>>~<~<~<~<~<) 


BERNARD RICE’S SONS, INC. . 
Manufacturers Since 1867 
SHOWROOMS: FACTORY: A 
325 Fifth Avenue, New York 16, N. Y. 139 North Tenth Street, Brooklyn 11, N. Y. - - 
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Lous WATCH ©‘ 
































LOUIS WATCHES. 


ELP YOU SELL 


This counter and window display easel, printed in purple, gold and black, backs 
up our national advertising. It’s just one more reason why it's easier for you to 


sell Lovis Watches. 


if you are not already a Louis retailer, write or wire us today. 


LOUIS WATCH CO., INC, 520 Fifth ave., New York 19, N. ¥. 


Vn, wa 
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SWISS PA esodlll WATCHES 
MARVIN 


~~ ™~ 











SOLE VU. S. DISTRIBUTOR 


EVAY & CO. INC. * 580 FIFTH AVENUE, NEW YORK 19,N. Y. 
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WATCH YOUR WATCH BANDS, 


YOUR CUSTOMERS DO! 


And they invariably select Finesse "Bands of 
Beauty!" 


Why? 


Because the 45 years experience behind every 
Finesse band has resulted in consistently OUT- 
STANDING design that catches the customers 
eyel 


Because once they look at a Finesse "Band of 
Beauty" THEY BUY IT! The ultimate in fine con- 
struction sells them every time! 


Backed by our FREE REPAIR OR REPLACE- 
MENT SERVICE, Finesse "Bands of Beauty" have 
an unequaled SALES APPEAL. 


Finesse "Bands of Beauty" are exquisitely 
executed in 1/20 12K gold-filled—Yellow, 
Pink or White (Rhodium Finish). 
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Finesse Wristlet Inc. 


JEWELRY CRAFTSMEN SINCE 


: _- \ 36 East 20th Street» New Yorke3°N.Y. 
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HAVE YOU READ THESE BOOKS? 





These authoritative and intcrestingly 
written books on a wide range of subjccts 
about your business will be a great help 
to you. 


Just put a circle around the books you want 
on the coupon below, write in your name 


For the Gem Expert, Connoisseur and Student 


of Gemology 


1.GEMS AND GEM MATERIALS 
Drs. Kraus & Slawson $4.00 


1A. KEY TO PRECIOUS STONES 








L. J. Spencer $3.25 
2. GETTING ACQUAINTED WITH MINERALS 

George L. English $2.50 
3. REVISED LAPIDARY HANDBOOK 

J. H. Howard $3.00 
4. STORY OF THE GEMS H#H. P. Whitlock $4.00 
5. STORY OF DIAMONDS $1.85 
5A. FAMOUS DIAMONDS OF THE WORLD $1.25 
5B. INTRODUCTORY. GEMOLOGY 

Robert Webster $3.50 


On Silver for the Jeweler, Collector and Anti- 





quarian 


6. THE STERLING FLATWARE PATTERN INDEX 
Without Binder $10.00 
7. ENGLISH SILVER (1675-1825) 


Stephen G. C. Euske and Edward Wenham $2.50 
8. OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN S. B. Wyler $4.00 
9. NAVAJO AND PUEBLO SILVERSMITHS 
Joka Adair $4.00 


For the Skilled Watch and Clock Maker, the 
Apprentice and Student 
10. PRACTICAL WATCH REPAIRING 








Donald DeCarle $5.00 
11. PRACTICAL COURSE IN HOROLOGY 
Harold C. Kelly $2.75 


12, WATCH AND CLOCKMAKERS’ HANDBOOK, 
DICTIONARY AND GUIDE 
F. J. Britten : $6.00 
13. KNOW THE ESCAPEMENT (New Edition) 
Barkus Watchmakers 
14. MODERN WATCH REPAIRING & ADJUSTING 
Bowman & Borer 


14A. MODERN CLOCKS 


T. R. Robinson $3.00 
1S. CURIOUS HISTORY OF MUSIC BOXES 
Roy Mosoriak $5.00 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Please send the following books: 


CC] CHECK 


92 


[] MONEY ORDER 


ec A Be AR a Oe ile cd ela ane a ee ee erere Oe aa dee 
Check or money order must accompany all orders. Do not send cash. 


and address, attach your check, and send 
it to us. We will send them postage pre. 
paid anywhere in the United States. Re. 
mittance must accompany all orders. No 
books sent on approval. Prices subject to 
change without notice. 


16. SIX QUAKER CLOCKMAKERS 
Edward E. Chandlee $10.00 


17. TIME AND TIMEKEEPERS VW. 1. Milham $2.49 


18. MODERN METHODS IN HOROLOGY 
Grant Hood 


19. PRACTICAL BALANCE AND HAIRSPRING 


WORK W. J. Kleinlein $3.50 
20. RULES & PRACTICE FOR ADJUSTING 
WATCHES W. J. Kleinlein $3.50 
21. PRACTICAL BENCHWORK FOR HOROLOGISTS 
Louis and Samuel Levin $5.00 


22. SCIENTIFIC TIMING Charles Purdom $6.00 
23. KEYSTONE WATCH REPAIR RECORD BOOK $2.75 


24. WITH THE WATCHMAKER AT THE BENCH 
Donald De Carle $3.00 


For the Jewelry Repairer, Engraver, Designer and 


Enameler 
25. JEWELRY REPAIRERS’ HANDBOOK 








J. G. Keplinger $1.25 
26. JEWELRY DESIGN AND APPLIED DESIGN 

C. A. Jakobb $25.00 
27. JEWELRY AND ENAMELING 

G. Pack $3.50 
28. REFINING PRECIOUS METAL WASTES 

C. M. Hoke $6.00 


29. ART MONOGRAMS AND LETTERING 
J. M. Bergling 


(Special 16th Edition—Paper Cover) $2.00 
17th Edition—104 Pages—Paper Cover $4.50 
30. METALCRAFT AND JEWELRY 
Emil F. Kronquist $3.00 
31. A B C OF MODERN ENGRAVING 
William Kassel $1.00 
32. TESTING PRECIOUS METALS 
C. M. Hoke $2.00 
33. RINGS THROUGH THE AGES 
James R. McCarthy $2.50 
34. TRADEMARKS OF JEWELRY AND 
KINDRED TRADES $7.50 
35. THE JEWELERS BUYERS DIRECTORY; 
1946-47 Edition $2.00 
36. 3.033 RETAILING IDEAS Emanuel Lyons $3.50 
37. JEWELRY MAKING AND DESIGN 
Rose & Cirian $8.95 
38. JEWELRY GEM CUTTING & METALCRAFT 
W. 7. Baxter $3.00 


SSS SS SSF SS SSS SESS SSF SF FSS SSS FSF SSF SF SF SSO eeseansGeaesesseeeeee GCeeenanea Se eanenaeeenenaenaaaeaess 


100 E. 42ND ST., NEW YORK 17, N. Y. 
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Diamond jewelry of 
distinction in watches 


bracelets and attachments 


of exquisite design and perfection... rings of 


originality and persuasive loveliness. 


eS Clupriatiy EAST 52nd St., N.Y. 22 
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ON THE AIR FROM 
COAST-TO-COAST 
Daily over more than 

580 radio stations 
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Keep your eye on the CORT line of watches in 1948 
... for the newest and best ideas in styling... 

for continued quality leadership in the popular 
priced field ... for the year’s outstanding values... 
for more sales and more profits! 


SEND YOUR SAMPLE ORDER TODAY 


and get a head start on your biggest year’s 
sales of popular-priced. watches. 







10 West 47th Street (at Fifth Ave.) New York, N.Y. 


CORT WATCH COMPANY Boston Office: Hyman Isenberg, 333 Washington Street 
Eastern Representative: Sam Weiss 
THE ACE WATCH CO., Inc. - Southern Representatives: Leland Burpee + Harry Gigler * Aubrey Gillis * Hemp Hanna 


Mid-West Representative: Samuel Hyatt—5624 Labadie Ave., St. Louis 20, Mo. 
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exclusively 
designed by 


4 


24 akelels 


service on 





all special 
orders 


The Bridal Ring Co., Inc. presents exquisite _ 
Hand Carved, matched wedding ring sets 
of unmatched beauty. In Fred Barel’'s 
original designs that include a great 

variety of shapes, curves, ahd ornamental 
effects—the largest exclusive assortment 

of Hand Carved wedding ring sets 

in the country. Sold directly from the 
manufacturer to you. Greater Profits for 
you. Greater Value for your customers. ridal Ring Co., Inc. 
Greater Prestige for your store. 


Newspaper Mats and Counter Cards 


fohvaelitet s} (- 
87 Nassau Street, New York 7, N. Y. 
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For the Man of Distinction 


our Diamond Dial watches 


are a prized possession. 


Individualism is the essence of © 
style... and Platinum Watch 
Cases and Attachments 
created by Frank Levine 

are distinguished for their 


superb ‘style-flair’ and 


exquisite craftsmanship. 


Manufacturing Jewelers 


48 West 48th Street 
BRyant 9-3911 New York 19, N. Y. 
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ell bet the bland barber in your bathroom 





The odds favor us on this one, as well as does our good customer, the Gillette Safety Razor 

Company ... Because — for over 30 years — men who “look sharp, feel sharp and are 

sharp” have been buying their favorite whisker weapon in packaging that’s dashing on display, 

perfect for protection and smart on any shelf . . . Distinctive showmanship, backed by two 
generations experience in putting a nation’s priceless and precision products on 


parade, can boost desire for your product, too. 


FARRINGTON MANUFACTURING COMPANY 


General Offices: 76-P Atherton St., Boston 30, Mass., Canadian Plant: Farrington Mfg. Co., Ltd., 1191 Bathurst St., Toronto 4 
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ALL-WOOD COUNTER DISPLAY CABINET 


A complete emblem department, in less than a square foot 
of counter space. It displays and stocks all your emblems. 
Ask your wholesaler for details. 


TRAFFIC — BUILDING ADVERTISING MATS 


7 retailer-styled newspaper mat ads on emblems and 
Emblematic tie chains, including a special one for Father's 
Day. Order yours direct from the factory, or thru your 
wholesaler. 





TRADE PARR K 


IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 


NEW YOR K PROVIDENCE CHICAGO 











Something Pddded 
MEANS PLUS SALES Jes Nin 


RHODLGEM RINGS 


Unique carving in RHODI-GOLD, that whiter-than-white © 
_ precious metal... adds to the impression that 
Rhodi-Gem rings are gem set. That added something in | 
turn adds to greater acceptance by the public and results in 


greater diamond sales for your store. 


GOODMAN & COMPANY 
MAKERS OF FINE JEWELRY « SINCE 1903 
42 WASHINGTON ST. 
INDIANAPOLIS, IND. 
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THOSE RING S— 


OF A FLASHING BEAUTY THAT NEVER DULLS— 
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Months of Planning, Analyzing and Effort GIVE HOMIS 
FRANCHISED DEALERS Stunning New Models, Striking New Styling 
With New Post-War Workmanship and Exquisite Precision Detailing. 


And —-THIS AMAZING INNOVATION 


“THE HOMIS 
SELLING TOOL” 


(ucneneeeseeneeeeeeseseeeee 














Developed to be ready for our: Fiftieth 
Anniversary selling event. And now 
acclaimed by dealers as the fastest sell- 

ing and most efficient merchandising 
idea in 23 years! Tested for different 
| a a . type stores and locations—it speeded 
|| eB a 4...) up sales 49%! It increased the aver- 
: — age unit sale 37%! 


It stops them! It sells them! It creates the emotional buying 
impulse! It answers logical detailed questions about what 
makes a fine watch fine—and desirable. It helps—amaz- 
ingly —to make more money for you and your sales people! 


We will gladly send you without cost or obligation full itt chee dens ones te 0h Ge 

information regarding this new tested compelling possibilities of ‘‘The Homis Selling 

] hod. P] — Tool.”’ It takes your customer inside a fine watch. 

sales method. Please write. It is as easily understood—and as fast—as a 

. ; oe ° motion picture! Put ‘‘The Homis Selling Tool’’ to 
Homis Dealer Service Division * Homis Watch Company see =o eccrine mata 


315 WEST FIFTH STREET * LOS ANGELES 13 
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No. W1081 . . Platinum 
fishtail wedding ring set 
with fine diamonds all 
around. 
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No. W1084. . Platinum 
wide fancy wedding ring 
set with fine diamonds 
all around. 
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| rc RS , : No. 2131 .. . Platinum 
No. 1244M a Platinum : = SG & : : princess ring with 14K 
solitaire ring set with nay CC ONE : yellow gold shank set 
fine diamonds. a5 | ee SY fo ' with fine diamonds. 




















No. W1083 . . Platinum 
prong wedding ring set 

No. W1082.. Platinum fia] with five large fine dia- 

channel wedding ring j/m™g} monds. 

set with fine diamonds [i @ 

all around. 


No. 1198M. . Platinum 
diamond mounting set 
with fine diamonds. 





























ry LB article of jewelry is designed and manufactured 


infinite care and precision. No wonder then that retailers who _ 

Know quality and value select Leif Brothers as the source for _ 

fine platinum and gold diamond rings ...semi set mountings, _ 

platinum and gold wedding rings with and without diamonds. 

_Also ladies and men’s stone rings, diamond watch attachments 

in platinum and gold, fraternal pins, rings, lapel buttons in 
fatinum, palladium, 10K and 14K gold with and without 
lamonds. Ladies diamond wrist watches. __ - 
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RINGS 


SINCE 1880 


ladies’ Fine 14K Rings, set with 
Precious and Semi-Precious Stones, 
ornamented with Diamonds, Star 
Sapphires, Star Rubies, Catseyes, 
Oriental Sapphires, Rubies, Emer- 
alds, Tourmalines, Aquamarines, 


Topaz-Quartz, Amethyst. Garnet. 


GFFFC 


Reg. Trade Mark 


IF. & IF. IFIEILGIER, INC. 


Manufacturing Jewelers 
480 Washington Street - Newark 2, N. J. 
New York Office: 608 Fifth Avenue 


Correspondence should be addressed to Newark, New Jersey 
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proudly presents exctia 
in Distinctive Diamd 
d Attachments, Diamo 


tings, Dicilignd Wedding) 
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HARRY & BEN FRACKMAN 


I N C OF R P QO R A T CE D 


20 WEST 47TH STREET 
NEW YORK 19,N.Y. 


DALLAS ATLANTA 
Emil F. Burger Tracy W. O'Neal 























CUSHION THE SHOCK WITH INCABLOC 





RELIABLE 
WATCHES 
RELY On 


JING ANE 


0 

















Mr. M. Hoffman, 

President of INVICTA-SEELAND Watches, says: 
“Protecting our watches against shock is part of our 
policy of doing everything we can for our customers. 
We feel that the best means to this end is to equip our 


watches with Incabloc, the perfect shock-resistant device.” 





TOEELLGL the superior shock-absorber, is complete with block-bed — fool- 
proof...adjustable to any watch...made with standard, interchangeable parts. 





PEP cushions shock at the point of impact... cuts down repairs to 
practically nothing. | 


LE ULL absorbs shock from any angle .. . allows the pivots of the 
balance wheel to shift without bending or breaking . . . and immediately 


returns the balance to its central position. 


TT Vit 14 is the finest shock-absorber made — it is expected in the finest 


watches. So write today for literature, tags, labels . . . and insure the success 
of your watch business with INCABLOC. 


THE AMERICAN INCABLOC COMPANY 366 Fifth Avenue, New Yorke FACTORIES: LA-CHAUX DE FONDS, SWITZERLAND 
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RINGS 


COSTUME 
~ JEWELRY 


NOVELTIES 


~ PLASTICS 
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Ring Leader for Style! 


With this group of 3-stone mountings, Uncas 
again struck the spark of style leadership in 
men’s rings... saw it blaze into the 
full flame of eager demand from coast to coast! 

















The popular ring with three flashing all-white dentelles is now 
accompanied by other models in all-white and white-combined-with- 
ruby-red stones — fashioned in impressive, typically masculine 
designs of sterling silver and 1/20 12K gold-filled. Each of these 
rings has the same outstanding value that sells on sight. 


“America’s Largest Ring House’’ combines old-time craftsmanship 
with modern production skill to give you quality-in-quantity in 
rings, costume jewelry, novelties, and plastics. For style and value 
leaders, look to the U-Arrow ... symbol of sales leadership! 


jaa 


\ /; 
THROUGH YOUR WHOLESALER ONLY 








1/20 — 12K 


Sterling 
Gold Filled 


Silver 





















UNCAS 


MANUFACTURING CO. | 
. 623-631 Atwells Avenue, Providence, R. I. : 











Established 1913 
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™ A 


tones—genuine and synthetic—of exotic color and scintillating — 





beauty! Rich, golden settings expertly styled! No wonder R & S rings oe e 





a appeal to. people of discriminating tastes! 


new variety of R & S ring creations for men and women 28 


now available. Display unit and advertising mats free. 








Sold through wholesalers only 


ROTHMAN & SCHNEIDER, INC.. 


Manufacturing Jewelers 








2 West 47th Street, New York 19, N. Y. 

















OUR SALESMEN WILL SEE YOU SOON WITH OUR 1948 LINE 
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THE V2/W LAIGLON FOR MEN 


Here’s the newly-styled watch bracelet that justifies your 
confidence in L’Aiglon dependability. Leading its field in 
style, quality of materials and efficient design this new 
L’‘Aiglon bracelet is just what your customers want and 
expect. ee , 


tn 1/20 - 12 K Gold Filled in yellow or pink gold with stain- 
ess steel back . . . also stainless steel front and back. The 
links are newly styled, fiitings scientifically designed, and 
the springs are non-corrosive stainless steel. 


SOLD THROUGH WHOLESALERS ONLY 


JEWELRY MFG. COMPANY 


MAKERS OF WATCH BRACELETS FOR 25 YEARS 
: 36 GARNET STREET © PROVIDENCE, RHODE ISLAND 





REPRESENTATIVES IN NEW YORK * CHICAGO * LOS ANGELES 
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THE FIRST IMPORTANT INNOVATION 
IN WATCH BAND HISTOR 
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stream-lined buckle — 





: a marvel of simplicity oe 
: the STRATOLINE one 
piece buckle curves to 
fit the wrist, slips on 
and off easily . . . yet 


holds securely. 


STRATOLINE watch straps are available in tan, brown, 


natural and black calf skin and pigskin leather to retail at popular prices. 


ORDER FROM YOUR WHOLESALER 


AMERICAN STRAP COMPANY, Inc. 


50 West 17th Street x New York 11, N. Y. 


: . 
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JEWELRY MANUFACTURING CO. 


SILVERSMITHS 
MAIN OFFICES AND FACTORY: 108 SO. 8TH STREET 
PHILADELPHIA 7, 














PENNSYLVANIA 
JACK KAY 


beget WILLIAM BART DAVE DIAMOND 
Representatives | 53 Nassau Street § 22 & Madison Street § 448 So. Hill Street 


New York 7, N.Y. Chicago 2, III. Los Angeles 13, Calif. 
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ANOTHER Uf | CO-OPERATION with the Jewelers of the Nation 


“Miss Matella.”” smal graduated 


Necklaces for the “Teen Age" Set 








Stepan 
Bieta an 
an 






A—Single strand to retail @ $8.50 plus fed. tax : a cn 


B—Double strand to retail @ $12.50 plus fed. tax 


(—tTriple strand to retail @ $16.50 plus fed. tax 


ees 





Sure-fire formula to capture a corner on the growing teen-age 
market! Nationally advertised . . . nationally renowned pearls 
in the tradition of fine quality . . . exquisitely styled .. . 
priced for value! . . . Feature the accepted brands all through 
the year .. . Increase volume, build prestige with tested sales- 
leaders developed and presented by M&P style experts. 


VLA NNN, s J-AUL, INC. 


WHOLESALE JEWELERS 


UNION PLANTERS BANK BUILDING... MEMPHIS, TENNESSEE 
New York Office: 580 Fifth Avenue 
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“Pittsburgh's finest jewelry store,” 
say JOSEPH DeROY & SONS' ads 
of their magnificent new store. To 





match its modern splendor, these 


century-reliable jewelers rely on 


eee a ele a a 


= — ‘12% = Mautner platforms, showcase trays, 


ee <a —_ "nee me Sa a A displays, and boxes. Like so many 


old-timers (and young-timers, too), 
DeRoy knows that quality Mautner 


display equipment costs no more 





than the commonplace. 





es. 





THE MAUTNER COMPANY, INC, msHs Pal 


20 WEST 47™* ST., NEW YORK 19, N. Y. 
FACTORIES: BUFFALO, N. Y. 


THE GREATEST NAME IN THE JEWELRY BOX AND DISPLAY INDUSTRY 
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Chicago Representative: H. S. Rubin, 29 East Madison Street e Los Angeles Office: 707 South Broadway 


114 THE JEWELERS’ CIRCULAR-KEYSTONE 

















2 


3 





_— 
AX 






was 






Nhs 
yy 









\ 





o 











DT 
Ae 


Bs) 
\ 







NX y/ 
Dd ad) 
AN 


[ee 
N 


RG 
\\\ 


\ 





ae 
. 


, Wea 
Sw SW 
\ 


XN a 
YY 





as 


















You can easily be the talk of the town by becoming the town’s 
smartest merchandiser. Columbia Diamond Rings give you every 
sales aid you need to launch a complete and proven sales and 
advertising campaign. In addition, a diamond ring line that meets 
the highest standards of perfection, both in quality and value. 








e Technicolor Sound Playlets e Supporting National Advertising 

@ Full-Color Car Card e Unusual Sales Contests 

* 10-Color Changing Electric Clock e Wide Variety of Catchy Window and 
e Radio Transcriptions : Counter Displays 

e Elaborate Bridal Service e Basic Stock Plan with Active Inventory 
e Complete Newspaper Mat Service Control for Every Size Dealer 


\O 


A \7 





A DIVISION OF AXEL BROS., INC. « 21-10 49th Avenue, Long Island City, N. Y. 
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Dont Overlook What 'U. S.” 


Can Offer Your Business! 





: ARE many good reasons why jewelers The many benefits our present customers 
all over America have made U S their main enjoy can be yours too. Don't overlook the 
source of supply. They know they can look advantages of doing business with a truly 


to U S for the close cooperation and whole- 
hearted assistance that helps them do a better 
selling job. They know they can look to US 
for the leading lines in quality and desirable 
merchandise. 


coos ot = J UENMS TSS) 


Pride-more ———————— H. E. BAUMOHL, Pres. 
DIAMOND RINGS Lk 4 BALTIMORE -1, MD. WATCHES 


WHOLESALERS 


progressive wholesaler. Concentrate your 
buying at U. S. In time, you'll see this valued 
association reflected in growing profits. 


Importers Of 
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D 555 | $55.00 Keystone — N 323 $90.00 Keystone D544 $45.00 Keystone 





5 Palladium Palladium & 14K 14K pink gold 
Fine synthetic rubies Yellow gold. 8-genuine genvine rubies 
in 14K pink or yel. gold rubies & 8 diamonds | 


$50.00 Keystone | 


























~All available in 14K yellow gold 


Also complete line of engraved wedding rings, men's” 
ladies’ stone rings, etc. Selegtion on memo to rated jews 


DAVID SARKIN inc. 93 nassau st. N.Y. 7,N. Y. 
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Make 48 Great 
with Coro! 


Mark ’48 as your fastest-selling Coro 
year. Coro’s national, every-month- 
in-the-calendar advertising will be seen by 
many millions of readers in America’s leading 
magazines...consistently impressing more and 
more of your customers with Coro’s powerful 
selling story. It’s the fashion jewelry campaign 
of the year, set in motion for an unbeatable 
sales record for you... by Coro. 
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Coro, Inc. New York 1 


AMERICA’S BEST DRESSED WOMEN WEAR CORO JEWELRY 
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Med ding days ate Comm, / 


. And you should be ready to meet the increased demand es n -\ GPP 
Spring always brings to jewelers. The Rings-O-Bliss tray is | —— <{ ») 
the sure way of satisfying every bride-to-be’s desire — YY, = 


for a ring which suits her personality. 





. 
Oe. at Sa Lae 






Now you may have FREE the Rings-O-Bliss tray that has 
increased jeweler’s sales everywhere. A few days after your 


initial order, your Bliss tray will be selling for you . . . adding 
to your profits. Here’s how: 
The satin-silk lined tray contains a full range of styles . . . sizes 


are represented, doing away with large, costly inventories. — 
Twenty-four hours following your order of almost any size or design, 
that ring is on its way to your store. What’s more, we’ll engrave 
desired initials on any Bliss ring for a very small charge. 
We replace discontinued styles . . . recondition or replace 
trays ... refinish samples once a year. 
You can invest less than $200 in this sales help that has increased 
ring profits (sometimes as much as 8!% times) for more than 
2700 profit-wise jewelers. We’ll make 
arrangements. . . send you rings 
suited to your class of customers. 








SEND FOR RINGS-0- 


The new Rings-O-Bliss catalog is coming off the presses. It’s filled with pic- 
tures and descriptions of the exquisite wedding bands and engagement rings 
designed to enchant the bride-to-be. Just write us a letter or card .. . we'll 
mail this valuable sale help by return post. SALESMEN! Add the Rings- 


O-Bliss line to your sample case— AND WATCH SALES CLIMB. Re- L | S S B | N of C O M PA N . 


member, you Can’t Miss with Bliss. 29 East Madison Street, Chicago 2, Illinois 
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ie AND NITE WATCH 


Can be worn os 0 
The MAYFAIR 5 Ligne . . 


dant or used os © night-table timepiece. 


. $52.50 


All watches shown are 1/20 12K gold-filled, 
17 Jewel OCTO movements, fully guaranteed. 
Prices are keystone, and include beautiful 
velvet and plastic box. Immediate delivery. 
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Hastiiol 
Hirsts... 


FOR SPRING 


Depend on Orloff to be first with what's 
new in best-sellers. Cash in on the style - 
appeal of these "Fashion-First’” watches. 


Jhe ORLOKE (ombany 


706 Sansom Street, Philadelphia 6, Pa. 
Phones: WAlInut 2-4320, 3441 


Wholesale Jewelers 
Diamond Merchants 
Designers and Distributors of Fine Watches 
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@ Solitaire. Over a full 
karat of genuine 
white zircons 





@ 3 genuine white zir- 
con wedding ring 


@10K Yellow Gold 
Matched Mountings 


@ POWERFUL ACTION 
GETTER MAT GIVEN 
FREE WITH ORDER 





Velve like this ic next te impos 
‘e onywhere’ 


ees) AVIDSON & SONS sewetry co., inc. 


STORE NAME MANUFACTURERS OF Dason Hengo AND Breedad Craf/ WEDDING RINGS 


20 WEST 47th STREET, NEW YORK 19, N. Y. © CHICAGO OFFICE: 29 EAST MADISON STREET 
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She has Rolls Royce tastes, and a bus pocketbook. 
She adores real rubies and pearls. 
But she settles for the next best thing... 


of ftlay y ize 


ENTIRE COLLECTION ON VIEW .... .. 389 Fifth Avenue, New York 
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Neil D. Sofman 
32 Liberty Street 
New York 7, N. Y. 


* 
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g quisite matching 
d 14K gold, Sronces: Earrings — 


» (latter not shown) ** x 


Jies Rings, Lockets, Bracelets, Tie 
Holders, Baby asda. Cameo Brooches and — 
Seamless Wedding Rings. 


founded 1905 


* 


olumbia Street, Newark 5, N. J. 


Chas. Weithas 


a , Morry Goldstein 
New England * pe a *% 8639 W. Olympic Bivd. 
. oe Los Angeles, Calif. 
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Completely new in every 
respect, *Avon-Wave Guards 
represent the most exciting 
development in Wedding Band 
history. Avon-Wave Guards, 

set with Genuine Rubies or 
Sapphires, may be worn singly, 
in pairs, or mounted on the 
wedding band... a truly 
unique combination! 


A choice of 3 exquisite settings 
are available... 14K Yellow 
or Pink Gold or 10% 

lridium Platinum. 


Be the first in your community 
to feature these exclusive 

_ Avon-Wave Guards — send 
for your price list today! 


*Patent Pending 


AVON RING CO. 





{a 145 WEST 45th ST. 
—_._ NEW YORK 19, N.Y. 
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Largest Selling Item In MARCASITE JEWELRY 
TIE HOLDERS 
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-~-$16.20 KEYSTONE 














708 — $14.40 KEYSTONE 


709 — $13.50 KEYSTONE 712—$14.40 KEYSTONE 


An ideal personalized gift for men—most appropriate for Father's 


Day, Graduations, Birthdays, Anniversaries, the Best Man and 
Ushers at Weddings. 


Hand set, genuine Marcasites, in Sterling Silver Mountings — Rhodium 
Plated. 


We also make a distinctive line of Marcasite Earrings, Bracelets, 
Brooches, Rings, Pendants and Cuff Links. 


All goods will be shipped the same day that the order is received at our 


factory in Newark. 
___ ae 
FRIGERIO DIAMOND TOOL CO. 


Manufacturers of Si ine Marcasite Jewelry 


7S tA ETTeE SIREET NEWARK 5, N. J. 


126 


THE JEWELERS’ CIRCULAR-KEYSTONE | 









HE TREND to Zircons grows with each passing month. 
Spring of 1948 should find them at the peak of fashion. | 


... Retailers everywhere are reporting an ever-increasing; 
demand for Zircon Rings by Francine. Available in 10 Kt. 
or 14 K?. Gold, these rings are designed in a wide range of 


modern and classic mountings ... Francine Rings are 


achieving worthy profits and volume for jewelers because | “GC 


they offer unsurpassed quality and value at their aftrac- —, f 


live prices. We invite your inspection of the Francine Line. 





For Profitable Easter and Spring Promotions 


ONE OF THE 


eo 





LARGEST MAKERS OF ZIRCON RINGS 


MANUFACTURING JEWELERS 
16 West 45th Street, New York 19 


Ladies’ and Gents’ Stone Rings - Fraternal Rings - Platinum Mountings 











Yn © Fpl 


ULTIMATE BEAUTY IN 
MEN’S EXPANSION WATCH BRACELETS 
Designed by EVAD 
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Sensation of 1948! Men’s Expansion Watch 






Bracelets with the new masculine massive 
GOLD FILLED. 
STAINLESS BACK. look and full expansion centers... setting 


a new trend in watch attachment design. 


SOLD THROUGH WHOLESALERS ONLY “CONSTRUCTION PATENT PENDING 


STONEWALL PRODUCTS CO. Inc. 


719 Seventh Avenue at 15th Street, New York ll, N.Y. 


WAtkins 9-4874 
S. GELLER M. DIAMOND 


29 E. Madison St., Chic 220 W. 5th St, Los Angeles 
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A definite step forward in 









ratchet construction ... the 
product of years of research 
and development... a ratchet 
that has greater tensile strength 
for longer service and satisfac- 
tion, permits complete adjust- 
ment and can be glided or 
snapped shut for absolute 
safety. Combine this wonder 
ratchet with the exquisite 
styling, perfect craftsmanship 
and streamline beauty of Glen 


bracelet designing and you 
have the sales winners of this 


and every season. 


Feature Glen-”Glider” * bands 


on the attractive “6-on” display. 


BUCKLE THAT 


NE FINGER Catalog on request 
° 


— ONE 
=" ME USE OF BUT 


uGLIDES" OPEN WITH 1 


SOLD THROUGH WHOLESALERS ONLY 


MANUFACTURERS OF WATCH BRACELETS 
WITH THE GLEN-’’GLIDER’’* RATCHET 


182 BROADWAY, NEW YORK 1, N. Y. 


JEWELRY COMPANY. INC. (cor. John St.) 
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SERIES 


FISHTAIL 3 BEAD 
SETTING 


PRECIOUS METALS 


'Here’s good news! The practical improvements - 


in the Fishtail 3 Bead Setting that you have 
been asking for, is now a reality. Note the, 
following changes: 


A— HIGHER .. . this eliminates that low squatty 
. ad . U 
appearance which you have always disliked. 


B— OBLONG BASE... this permits the use of a 
wide shank, even on small sizes. 


C—SHANK SIDE... the shank side is FLAT and 
SOLID. This offers a better soldering surface, es- 
pecially desirable for Palladium Settings~. . . 
and eliminates the ‘“dirt-catching hollow” where 
the face of the shank is soldered to setting. 


D— WIDE RANGE OF DIAMOND SIZES 
Wiese Heh 1.1%. 1% 3 2 


Available in 14K & 18K White Gold, Palladium 
and 10% Irid-Platinum. 


WE ARE ONE OF THE LARGEST PRODUCERS 
OF SEAMLESS GOLD WEDDING RING BLANKS 


11 Vincent Street Newark 5, N. J. «Telephone: MArket 2-4287 


Pacific Coast: WILDBERG BROS. SMELTING & REFINING CO. 
635 So. Hill St., Los Angeles 14 *« 742 Market St., San Francisco 2 
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ewWwE INCR ASED 
EWELRY GIFT ITEMS 23%%" 


SAYS MORROW'S INC., McKEESPORT, PA. 


“A recent survey by our auditors reveals that in 
less than a year WE saved more than three times 
the cost of our New Hermes Engraver. Furthermore, 
++ has increased our sales of compacts, tie holders 
and other items suitable for engraving over 23%. 
it is almost snconceivable how any jeweler can get 
along without this machine.” 


THE NEW fh 


s¢ THE WORLD’S FINEST ENGRA 


ENGRAVING ELIMINATES 
RETURNED MERCHANDISE 


e Makes everybody an engraving 


expert. 


Engraves on jewelry, fountain pens, 


silver flatware, watches, compacts, etc. 


SEND FOR DESCRIPTIVE FOLDER MODEL G 
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It is gratifying to our organization to have been selected to create the plaque 
‘which symbolizes, in precious metal and fine craftsmanship, the high regard 
of the 24 Karat Club of New York for its fellow-member, Gustav H. Niemeyer. 


We are celebrating our Golden Anniversary as originators of the unusual in awards. 
Our pride in the reputation these years have earned for us, stimuiates our 
vigilance in maintaining the high standards of design and craftsmanship established by our founders. 


‘Today, with greater experience and improved facilities, we aim to surpass those famous trophies, 
cups, plaques and other original awards which bear the Dieges & Clust mark of quality, 


DIEGES & CLUST 


17 JOHN STREET, NEW YORK 8, N.Y. 
CHICAGO... BOSTON ,.. PITTSBURGH 
Athletic and Service Awards... Medals... Class Rings... Pins 





132 THE JEWELERS’ CiRCULAR-KEYSTONE 











LEADING JEWELERS 
and DEPARTMENT STORES 


in the LAKE ERIE AREA 


are acclaiming 


- al 
(fin l 






~ ACTUALLY PREVENTS TARNISH! 


In the Lake Erie cities of Detroit, Cleveland, Toledo and Buffalo, dealers are 
outspokenly enthusiastic about Pacific Silver Cloth! Thirty-four out of 37 
stores interviewed (92%) are now selling Pacific Silver Cloth. Reasons given 
for this amazing popularity are as follows: 

It 1s the only cloth which actually prevents 
tarnish with lifetime effectiveness. 

It saves customers hours of silver polishing. 

It makes silver easier to sell by removing ob- 
jection to polishing. 

It gives the dealer an extra sales feature and 
talking point. 

It adds a profitable line to the store. 

It creates store traffic. 

It preserves the natural sparkle of gift silver 
on display. 

It saves customers the embarrassment of 
placing tarnished silver before guests. 

It preserves factory-bright quality appear- 

ance of silver. 
Busy dealers everywhere appreciate Pacific Silver Cloth because it saves them 
time and effort by eliminating the repolishing job. Silver packed in Pacific 
Silver Cloth stays bright and sparkling; it is always ready to be shown to the 
customer and sells faster because it is more attractive. 

These dealers draw another benefit, too. They profit from the national adver- 
tising that backs Pacific Silver Cloth. Millions of women now know about and 
look for items bearing the Pacific Silver Cloth label. Tie in with this advertising! 
Feature chests, wraps, rolls, bags and packets made with Pacific Silver Cloth. 
Ask your distributor today—or send us the coupon below. 
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*This is #8 of a series covering major cities. 
Previous surveys showed similar results in Eastern and Middle West cities. 
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PACIFIC SILVER CLOTH IS BEST BY TEST 


This is what happened to five gleam- A f B ; C “ D a 
ing new spoons in a tarnish tst* 7 —_- ge a Ss 
conducted by the United States Test- 
ing Co., Inc. Only Spoon A, protected 
by Pacific Silver Cloth, retained its 
original sparkle! The other four 
spoons, though wrapped in various 

anti-tarnish”’ and “tarnish - proof ’”’ 
cloths, did tarnish as shown. 


"Test #70448, Mar.6,'46 (photos absolutely unretouched) 


















; PACIFIC MILLS, Department JC 2 : 

cq MENl a Ory s 214 Church Street, New York 13, N. Y. ' 
a. by WN - Gentlemen 4 a nC] ee sarang inn — ri ne ath a Cipack- ; 
Good Housekee in , cts made wit acific Silver Cloth. Send me names of sources of supply and descriptive literature. . 

S 40 oy , NAM rs 

TAS anvertist0 qat® - 6666606606 060666666666666066666666066604666686606606 ee eeeeese eececeeeses ee : 

g POSITION... ..cccccccceecccccccccsncccesceccesscees BOGAN «dccneccecéisscdeseededs eee . 

Pacific Silver Cloth is guar- i I iis i ia ee anne ein be ieee re ee bieatintid media a 
anteedby Good Housekeeping g STORE ..eeeeeeeeeeceerececcceees 
as advertised therein, and it 8 STREET ADDRESS..... Coe eee ee eee seeeeseseeeseeeseseseseseeseseeese eceeeeeseeeerese eeee t 
is recommended by leading IR sca cnmitimnannes ne 
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BARDACH BROS. wc 


Operating Q BARDACH @& CO. and €) CHARLES -THORNTON CO. 
Downtown Office 15 E. Washington St. + Factory 448 N. Capitol Ave. + Indianapolis 4, Indiana 
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[t appears in March better mad o arene 
ch Woman’s Home Companion, March 6th Saturday 
bie Post and April Good Housekeeping. Look for it 
id sight more full-color ads to follow in our Spring cam- 
s ‘n which over 41 million magazine copies build still 


ioe for autifl odern Camfield. 
her prestige for the beautiful. mod 
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LIGHTER 


pop-up ...also finger-trip @=p> release... .<©9 color selector... 


hinged crumb tray. Best of all, its exclusive ““Equa-Therm” times 


~~ 


“ast to individual taste despite current variations ... supreme achievement of Camfield engineers’ 


long experience in developing fine appliances. A superb gift ...a delight 


CAMFIELD 


In your home... . Camfield, ‘The Blue Ribbon Toaster! 


an ichi 
held Manufacturing Company, Grand Haven, Michigan. 


n . . TT 
Canada, Addison Industries, Ltd., Toronto. 











All Gitt Buyers Want 
Gift Enclosure Cards 


Now They Serve Themselves From These 


W-1 LASTIC 


Enclosure Card 
Cabinets 


Two Revolutionary Designs 
In Four Gleaming Colors 
eAMBER {08 wr oCEueiON® | 


et 
¢GREEN | 
















Cabinet No. 1125—Provides space 


f #e 


— more designs. Size: 8’’ x 8’ x 814 
Mel Cf Be 8 Price (including 1600 assorted 
Crysta Clear a tee: | Occasion-ALL Enclosure Cards 
es and supply of enclosure envel- 

opes) $20.30 


Cabinet only $15.75 


& B L U E meer: for 1600 enclosure cards and a 
/ | supply of enclosure envelopes. Top 

compartment displays. eight dif- 

% ge i N kK Ps 2 4 ferent card designs. When open, 
ae easy-sliding drawer displays eight 





Cabinet No. 325—Provides space You know it for fact—when a customer buys a gift 


for 800 enclosure cards and a sup ee item he wants a suitable enclosure card to put with 
ply of enclosure envelopes. Dis- a ° . e . ° 

plays eight different cord designs it. You gain goodwill and build repeat business when 

Size: 8 x 8 x 514” (not includ- | .you include as part of your service a selection of 

ing sign panel). vo | enclosure cards, attractively displayed in one of 

Price (including 800 : hy, these beautiful plastic cabinets. Streamlined, richly 

- ee assorted Occasion- : \ designed, made of transparent plastic in your choice 

Cards and a sup- | 0 \ of four colors — either of these sparkling cabinets 

ply of enclosure | will complement the decorative scheme of your 


eaverepes) 912.590 | establishment. And check these utility features: 
Cabinet only $10.50 nasil ee 
@ DURABLE—Heavy plastic construction through- 
out makes them practically unbreakable—insures 
years of use. 


ae @ CONVENIENT—All the cards are easily accessible. 
The customer makes his choice and serves himself. 


an @ COMPACT—All your cards are on display in one 
FR Re space-saving cabinet. You have a ready ‘'stock 
teria control,"' so that you can replace depleted items. 


@ DUST-PROOF—Cards are kept clean and crisp. A 
dry cloth rubbed over cabinet surfaces keeps them 
gleaming. 


Fine, you say, but what about the enclosure cards 
eT themselves? Here's our answer: We have been 
en, | / producing enclosure cards for over 30 years. Our 
ee new Occasion-ALL Line offers a variety of designs 
and sentiments which covers every possible occasion 
where a gift is in order. So order your plastic 


cabinet today. If you prefer to choose your own 

cards, we'll include samples of cards and envelopes 

THE (() with prices. Write for full-color brochure showing 
3 p entire Occasion-ALL Line. 


Enclosure Cards Envelopes Tags Stationery Labels 
mc eee 


LANSING P.O. BOX 1410 MICHIGAN 


The Symbol CH) of Quality 
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bigger SCRAP Tiliines 
thru W ILL f m § “dyna-flo” 


(You're paid for ALL precious metal) 





Williams’ “ Dyna-flo” refining method goes the limit 
in extracting the precious metal content from your 
scrap. Not only gold, but every last pennyweight of 
platinum,”* palladium, silver and dental scrap is re- 
claimed and you are paid accordingly. “ Dyna-flo” is 
an exclusive Williams process... faster, more efficient 
and thorough. Your allowance is triple checked with 
a detailed refining report: submitted. Send all your 


scrap to Williams. 
*Now paying the highest price in years. 





Williams has consistently paid high prices for scrap. 


WILLIAMS cotv rerinine co., INC. 


BUFFALO 14, NEW YORK - FORT ERIE N., ONTARIO - HAVANA, CUBA 
































189 


FOR FEBRUARY, 1948 





Tip -Tap 


AUTOMATIC PERFUME DISPENSERS 





@ GRAND PRODUCTS COMPANY 
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Model Wodel Wodel 
100 AUG 300 


24 Kt Gold Plated Rose Gold Plated 24 Kt. Gold Ploted 
and Rhodium Plated and Rhodium Plated and Rhodium Ploted 





HOLDS ONE DRAM 
MaGaL NG Ve mele\.e-U lidad 


Retail 
Pics ‘Z Z: i 


IMMEDIATE DELIVERY 


57 WEST GRAND AVENUE © CHICAGO 10, ILLINOIS 
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ladium and other metals used in filled or rolled plate form. 


NOTE. PURE NICKEL also is a quality base for silver, pal- ( 
( 
| 





ee 


an 


“Gold Filled” is a familiar but unknown term to most of your customers. 





Familiar, because so much of the durable jewelry they buy is gold filled. 


Unknown, because its meaning never has been explained to them. 


They know the metal is gold on the surface. They can see that. But what 


material is the base? And... is it the right material for the job? 


When the gold has been laminated to a base of pure nickel, you can give 
full assurance to your customer. For, like the layer of gold above, nickel is 
a “noble” metal in its resistance to corrosion by acids. The nickel base 
will not discolor the gold... and affords equal protection to the wearer’s 
skin. 

That’s why you can so truthfully say to your customer, “ou just 


couldn't buy better gold filled jewelry than this!" 


OF SERVICE 





EMBLEM 
TRADE MARK 


| k 
| ( (; 0 0 0 (LYourWnieen Frtend’’ 





THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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“T handle Art-Carved rings— 
so I can spend 
my time selling...” 


says W. E. DENNO 
President, Denno’s Jewelers 


Pittsfield, Mass. 





"IT have always felt that profit lies in turn-over--and not 
in buying--when dealing confidently with as reliable a firm ee 


as J.R. Wood & Sons. By handling Art-Carved rings, I've 





spent countless hours selling that otherwise would have 





been spent looking at merchandise that does not compare to 
Art-Carved. Rings by J. R. Wood & Sons have given me the kind 


of satisfaction that all jewelers look and hope for." 


Your profit, too, comes from the diamond rings you sell. Why 
spend valuable time —profitable time — buying, grading and 
mounting loose diamonds? You can increase your turnover, 


promote your entire store, and boost your dollar sales by stock- 





ing nationally advertised, guaranteed Art-Carved diamond rings. 


Talk over the new Merchandising Plan with your Art-Carved 
salesman. He will show you how thousands of authorized Art- 
Carved jewelers are streamlining their diamond ring operation, 


reducing costly inventory, and cashing in on Art-Carved’s power- Beloved 


ful advertising campaign. 


Art-Carved diamond rings are America’s most popular rings 
—with customers —and with jewelers, too. That’s because, as 
Mr. Denno wrote in his letter, “Art-Carved rings give the kind 
of satisfaction jewelers hope for.” 
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RINGS BY WOOD 


]. R. WOOD & SONS, INC., 216 E. 45TH ST., NEW YORK 17, N. Y. 
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Cooperate with the Jewelry Industry Council 
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The Ball Company 
Now Moving 
to New Headquarters 


@ The Ball is moving @ @ @ 
no fooling. Just about the time you 
read this message, the truckers go A ae 
and desk handlers—and, in fact, 10th FLOOR. 
the whole BALL organization—will Od i TG 
be busy relocating THE BALL Com- p el 8 aes 
PANY at 6 NORTH MICHIGAN AVE., 
CHICAGO 2, ILLINOIS. It will take 
us a little time to get straightened 
away, but please be sure to stop in 
for a visit the next time you are 
in Chicago. 


It Pays to Keep 
Your Customers’ 
Eyes on Garland 


Promote GARLAND Diamonds and 
Watches, and you’re ahead of compe- 
tition on VALUE TO YOUR CUS- 
TOMERS. GARLAND stands for fine 
jewelry at reasonable prices. It offers 
better-than-average profits for you— 
so use the GARLAND displays frequently 
—they help do a selling job for you. 


attics tts F W ADDRE .N : The BALL Company 
ee ge Mi ig 2 6 North Michigan Ave. © Chicago 2, Illinois 





THE JEWELERS’ CIRCULAR-KEYSTONE 











log whe? 


Ses 


~~ JEWELERS . ; 
JEWELERS 3 iy = : 


vr 7 = eh is 








THE JEWELERS ' 


BE not misled by this depart- 
ment’s new heading, gentle 
reader—we will continue, as of yore, 
to present what we trust is helpful 
and informative data, occasionally 
clothed in a somewhat jocose garb. 

It is not easy, of course, to tread 
this middle ground. Regularly, once 
a month, our office is the scene of a 









HERE'S A GEM FROM 
JOE MILLER 


FEATHERS 


FOR TICKLING 





HUMOR ED/ToOR 





re 
Uh 


violent argument between the writer 
and the artist who does the little 
drawings. 

“Faugh!” snorts the artist. “There’s 
nothing here I can draw a cartoon 
for!” 

“Faugh yourself,” we reply. “Must 
you have slapstick? A custard pie 
in the face?” 

The artist’s answer, generally, is 
“Yes.” However, an ultimate com- 
promise is arranged, somewhere be- 
tween the Keystone Cops and sober, 
scientific fact. 

This month, you will note, the 
litle drawing accompanying this 
itm bears no relation to the text 
whatsoever. It is in the nature of a 
special present to the artist. He was 
told to go ahead and draw whatever 
is fancied—and you have the result 
before you. 


© © 


VERY once in a while a shaft of 
sunlight plays across the drab 
accounts of crime which flow across 
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our desk. This refreshes us and 
makes us believe that there is some 
good in everything, even rising 
prices and the Morris Plan. 

For instance, we’ve heard that a 
fellow pulled a gun on Theodore 
Klein, a Baltimore, Md., watchmaker 
and jeweler, and, after rummaging 
around a bit, helped himself to $93 
from the cash register. 

This, truly, is dismal news. Makes 
one feel that things have come to a 
pretty pass. The fellow is, one senses, 
no good—a cad, a bounder. 

Then, after hearing the climax of 
the tale, one’s faith in mankind is 
renewed: although he did relieve Mr. 
Klein of $93, the fellow had the 
decency to pause, on the way out, 
and say “Merry Christmas.” 


© © 
HE Altoona, Pa., Mirror, a daily 


newspaper with a circulation of 
29,202, seems to have at least one 
reader in Finland. Nay more, this 
reader has turned into a customer 
for the Simms jewelry store, which 
believes in advertising. 

Simms jewelers recently received 
a letter written in Marotto, Finland, 
last Aug. 25, extending the “heartiest 
summer greetings of Finland.” Fol- 
lowing this salutation the writer, one 
Gerkki Paiva, stated that he had read 
the Simms’ advertisement in the 
Mirror and fancied some of the 
watches displayed in the ad. Would 
the firm be willing to accept Finnish 
postage stamps as payment for the 
goods? asked Paiva. U. S. dollars, 


he explained, are just “not here.” 


February 1948 


LMOST everyone makes a dive 
for the colored comic supple- 
ment in the Sunday paper, of course, 
and for years national advertisers, 
realizing this, have sandwiched their 
messages, in color, between “Joe 
Palooka” and “Superman.” 
Although comparatively few local 
advertisers had adopted this tech- 
nique, Arthur’s Jewelers, San Ber- 
nardino, Cal., tried it this autumn in 
preparation for holiday selling. And 
according to Albert C. Arthur, owner 


WHO WORKS AT ARTHURS 
PoP Joe oR SUPERMAN? z 








of the firm, the series was extremely 
effective and profitable. 

Printed in the center fold of the 
Sunday comics, Arthur’s ads occupy 
two tabloid pages held sideways (the 
equivalent of one full-size newspaper 
ad). Run in color, they naturally 
present jewelry merchandise much 
more attractively than regular black 
and white insertions. A wide variety 
of merchandise was featured in the 
ads, running from watches to pin-up 
lamps, and from rings to pressure 
cookers. 


> 
EWELERS interested in develop- 


ing new markets for their mer- 
chandise would do well to cast a 
careful eye on the puppet situation. 
At least one marionette we know 
of has a tidy fortune in jewels of 
“her” very own, and there doesn’t 
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seem to be any reason why the idea 
couldn’t spread. 


The “Incomparable Lucigarde,” a 
3.ft. puppet owned by 22-year-old 
Duke Alden, and recently seen in 
the movie “Holiday for Strings,” has 
a collection of jewels valued at 
$10,000. In addition to some topaz 
clips, the dancing dummy owns a 
large opal which floats in oil in a 
sealed crystal framed in white gold. 
This was presented to “her” by what 
our informant terms “a foreign po- 
tentate” when the act was playing in 


Cuba. 

As though the 10-grand collection 
of jewels wasn’t enough, “Lucigarde” 
managed, at a recent night club en- 
gagement in Windsor, Ontario, to 
wear even more gems—diamonds 
loaned by Birks-Ellis-Ryrie, Ltd. Two 
policemen were on hand during the 
performance, not so much to guard 
the jewels, we suspect, as to accent 
their value. 

The gems, according to “Luci- 
garde’s” owner. make “her” appear 
more lifelike. Other devices used, 
besides gems, include “real” finger- 
nails, eyelashes. etc. 


e © 


NE of the most extraordinary 

jewelers’ advertisements we’ve 
ever seen appeared in the Oneida, 
N. Y., Daily Dispatch two days be- 
fore Christmas, sponsored by a 
jewelry firm a thousand-odd miles 
away. 


The half-page ad, which certainly 





wasn't an attempt to sell any mer- 
chandise, bore a timely Christmas 
illustration of a holly wreath and 
bells. The message, in large type, was 
simple: 

“To Oneida, Ltd., and To All The 
Silversmiths, A Merry Christmas and 
Our Thanks for Making America’s 


Finest Silverware.” 


The ad was signed, at the bottom. 
“C. N. Hetzner Jewelry Store, Peru, 
Indiana.” 


go © 


WE MENTIONED, in this depart- 
ment’s October effort, a letter 
which had been received asking for 
the name of a firm manufacturing 
“necklaces from baby’s teeth.” The 
entire matter was termed “blood- 
thirsty” and, we felt, justifiably so. 


Now, however, we are in receipt of 
a note from a reader who assures us 
that “baby’s teeth” aren’t at all grue- 
some. ““Baby’s tooth’ shells.” she 
writes, “are to be found in any shell 
house. They are a very hard snail 
shell, mottled gray and white in color. 
The apex resembles a baby tooth, 
hence the name.” 

Continuing (and becoming consid- 
erably more morbid, we feel) our in- 
formant said: “There are also ‘bleed- 
ing tooth’ shells—a cream to brown 
mottled shell, the apex of which re- 
sembles a bleeding tooth. This shell 
is far more beautiful than ‘baby 
teeth.’ ” 

At first this information seemed 
reassuring, particularly in view of the 
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"Mind if | try it out with a few spitballs?" 
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fact that the writer offered to supply 
both of these types of shells. How- 
ever, upon looking at the letterhead, 
the whole business seemed sinister 
again. There, in large letters across 
the top of the page, was “ 
Clinic and Hospital”! 


© © 
ILLIAM KASSELL, the well- 


known engraver who, a few 
years ago authored “A Short Course 
in Engraving” in this publication, 
was recently the subject of a “profile” 
biography in the Washington, D. C., 
Times-Herald. 

In addition to remarks on the 
jewelry school situation (remarks 
which, incidentally, agree with JC-K’s 
stand as taken in “Education or En- 
terprise?” in our September issue and 
“Look Before You Learn” in this 
issue), the article reveals that Mr. K. 
entered the business world at the age 
of 11, as errand-boy for a drug con- 
cern. Five years later he went with 
the Gorham Co., on New York’s Fifth 
Ave., there learning the designing 
and engraving trade. This appren- 
ticeship was a rough deal, apparently. 
involving scrubbing floors, cleaning 
cuspidors, washing windows and 
other annoying tasks, all for $3 a 
week. Afterwards he was employed 
by Black, Starr & Frost, Macy's and 
a number of other large stores. — 

Currently, Mr. Kassell lives in 
Washington and devotes himself to 
teaching, writing books and speaking 
on the air. He can boast of one ac- 
complishment few other people can: 
he has visited the grave of every 


U. S. President. 
© © 


dine City Fathers in Omaha, Neb., 
are extremely careful about “gift 
horses” or, more precisety, “gift 
clocks.” 

A local jeweler recently requested 
permission to install $25 electric 
clocks (presumably bearing a brief 
advertising message) in any public 
offices that needed them. 

Cautious to an extreme, one Com- 
missioner feared that other firms 
might get the same idea and city of- 
fice walls would be groaning under 
a spate of clocks bearing advertising 
messages. 

Accordingly, the Omaha Commis- 
sioners took “time out” to consider 
the matter, with no report on prog- 
ress yet. 
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Silhouette fashion figures with the “new look" set the 
dress up idea in this display. Individual lapel pins 
are shown on small pedestals with other pieces on floor, 


Windows For the Goming Month 


Theme: 






ZL 


Easter is dress up time for your windows, too, So 


key vour displays to the “‘new look’’ for spring. 


6é RESS Up! It’s Spring! It’s Easter”... This 

copy theme for the suggested Easter display 
here should also be the theme for all store and window 
decoration and maintenance this month! 

Because seasonal changes in merchandising appeal 
are felt somewhat less in the jewelry store than in shops 
which supply such items as women’s dresses and millin- 
ery, many jewelers seem to do little about keeping their 
displays and general store atmosphere in key with the 
current season. Spring, particularly, is a romantic, 
happy and stimulating season, c-edited with producing 
all sorts of unpredictable moods in the populace, includ- 
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by VIRGINIA DIXON 


ing an almost uncontrollable urge to buy something: 
The ladies particularly, are apt to come home with any- 
thing from a new pocket handkerchief to a whole new 
Spring outfit. Why not see to it that many of them 
invest in a new piece of jewelry? .. . or remember their 
sweethearts with an Easter gift? . . . or ‘brighten their 
Spring dining tables with new silver or china? 
Put a bit of Spring in your window and watch the 
eager response to it! Your dark winter color schemes 
and heavy fabrics now seem dull and drab. Recover 
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or repaint backgrounds in light, bright colors . . . apple 
green, coral, pale yellow . . . even rose pink. Substitute 
light textured materials for your heavy velvets and 
velours. Use merchandise and:decorations a little spar- 
ingly to give a feeling of airiness and space. Fixtures 
of glass and lucite also help to give this\feeling. Make 
use of bright Spring flowers and plants .. . real or arti- 
ficial. Be sure that everything—background, decorations 
and merchandise—looks as immaculate as a new daisy! 

And don’t neglect to carry this cheerful atmosphere 
right through the door and all through the store. A 
thorough seasonal overhauling . . . a good old-fashioned 
Spring cleaning . . . of cases and table displays should 
be as much a part of your yearly program as your buy- 
ing or stock-taking! Fresh .backgrounds in cases and 
counters, displays which tie in with the windows, table 
settings designed for Spring entertaining . . . none of 
these should be overlooked. 

The Easter season offers a number of selling sugges- 
tions particularly appropriate for the jeweler. The smart- 
est of Easter outfits is flattered by the addition of jewelry. 
Much has been said about the effect of a new hat on 
feminine morale, but just as much could—and should— 
be said about the tonic effect of a lovely new piece of 
jewelry! The custom of exchanging gifts at Easter is 
one that should be encouraged. Many people welcome 
the suggestion of more enduring gifts than flowers and 
candy for this holiday. 

Easter breakfast and Easter dinner both call for some- 


MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Silhouette display 
Material 


Poster board or velour paper and 
cardboard for silhouettes 


2 yds. sheer fabric and 4 yds. 


ribbon for swag 
Artificial flowers 
Hand lettered poster 


2 yds. net ruffling for poster 
edging 


Hat display 


| yd. fabric for covering hats 


Miniature hat boxes 


Artificial blossoms 


Doll 


Source 


Art supply store 


Department store 


Department store 
Showcard writer 


Department store 


Department store 


5 and 10 or Men's hat 


store 


Department store 


Borrow from Toy shop 





thing special in the way of table setting. And don’t 
overlook the romantic implications of Springtime! Show 
your wedding and engagement rings with a bit of senti- 


ment. 


For the first Easter display illustrated, silhouette fash- 
ion figures are featured on pedestal elevations against a 
background swag of pastel fabric and ribbons caught 

(Please turn to page 200) 


The Easter bonnet being the symbol of new spring toggery. 
hat cutouts on small stands serve to accent jewelry here. 
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Don’t forget she has ear's, too! 


vertising is making more and more women in your 


OU KNOW without being told that your silver- 
town eager to own America’s Finest Silverplate. 


ware customers listen to the radio as well as 


read magazines. For increased silverware volume, identify your 
Yet there is only one nationally advertised sil- store with the silverplate your customers re 


verplate today that reaches your customer through — about, hear about, and want to buy! 


her ears as well as her eyes: 


It’s 1847 Rogers Bros. And “1847's” unique 
and powerful combination of (1) nighttime 


radio and (2) big-space magazine advertising _ 
+s one big reason why “184%” is in greater 1847 ROGERS BROS. 
demand than any other brand! 


With “The Adventures of Ozzie and Harriet” on OAmuni ea OF, ft ofl bite, 


the CBS network Friday nights; with brilliant color, 


full-page ads appearing regularly in LIFE and 
LADIES’ HOME JOURNAL, 1847 Rogers Bros. ad- The International Silver. Company, ! eriden, Conn. 
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WEDDING 
ANNIVERSARY 
LIST 





AVE you ordered your supply of this new wedding 
anniversary gift list booklet? 

As we said on this page last month, it can be the means 
of creating a lot of additional business for your store, 
and you should certainly take advantage of it. Market 
researches have repeatedly shown that people who are 
going to buy a gift welcome specific suggestions. Here is 
a book that establishes some one category of your mer- 
chandise as the “correct” and appropriate gift for most 
of the various wedding anniversary years, and through 
your imprint on the back cover, promotes your store as 
the place to buy it. 

Naturally, the wider distribution you give it, the more 
you will benefit. And thanks to the fact that the Jewelry 
Industry Council, which prepared the list in collabora- 
tion with all branches of the trade, is printing the books 
in big quantities, the consequent saving in costs enables 
you to buy them at a price so low that you can well give 
a Copy to everyone who enters your store and use it as 
an enclosure with every piece of mail you send out. 

As set forth in the order blank accompanying the sam- 
ple booklet which you received from the J ewelry Industry 
Council a couple of weeks ago, you can, if you are a 
member of the JIC get the. books with your name and 
address already imprinted on the back cover at a price 
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Put This Booklet 
To Work for You! 








Developed by the Jewelry Industry 
Couneil in collaboration with all 
branches of the trade, this new Official 
List of Wedding Anniversary Gifts means 
more business fqr every jeweler using it. 


of from 25% cents to 4 cents each depending on the quan- 
tity, and from 2 2/5 cents to 3 cents without the imprint 
if you prefer to do your own imprint. Prices to non- 
members are somewhat higher, but present non-members 
may obtain the benefit of the lower scale by signing and 
returning the membership pledge card with their orders. 

Also available at nominal cost are attractive counter 
dispensers, bearing an invitation to “take one,” in which 
supplies of the booklet may be placed on showcases to aid 
wider distribution to visitors to the store. 

Jewelers to whom advance proofs of the booklet have 
been shown in order to get their opinions, have, without 
exception, hailed it enthusiastically as a constructive step 
in creating more business for jewelers in general, and a 
valuable promotional aid to the individual store. All of 
them have ordered substantial quantities for their own 
use. 

Put this useful piece of advertising to work for you. 
Let it help you to promote jeweler’s merchandise as the 
right gift for the millions of wedding anniversaries that 
occur every year, and to bring people to your store to 
buy it. 

If you haven’t already sent in your order, dig out the 
order form and send it in today to the Jewelry Industry 
Council, 366 Fifth Avenue, New York. 
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First phase of the televised 
program showed Pearl Asen dis- 
playing replicas of large dia- 


monds and British Crown Jewels. 


Barr's main store is located on 
Philadelphia's Chestnut Street. 


Television Sells Jewelry 





by ANNA M. ROBBINS 





Philadelphia’s television public was recently 


treated to a dazzling gem display when Meyer 


Barr presented the *“‘Romance of Diamonds.” 


ARR’S JEWELERS AND SILVERSMITHS, having 
four large, modern jewelry stores in Philadelphia, 
with a main office at 1112-1114 Chestnut Street, became 
what they believe to be the first retail jewelry store in 
America to utilize the medium of television for advertis- 
ing purposes. In this new medium of television, new 
even for every other type of business using it, Barr’s 
naturally had to do their own experimenting, investigat- 
ing and creating in order to develop a method of using 
this medium in the most advantageous manner. While 
it is still too early to have any adequate test of the results, 
this report on the programs Barr’s have developed may 
serve as a map showing the newly-created road made by 
these pioneers in this field. 

Barr's whose Chairman of the Board is Herman H. 
Barr, has always been progressive in the field of adver- 
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tising. In Philadelphia, a city of over two million persons. 
America’s third largest trading area, Barr’s report that 
they do “one-third of all the jewelry store advertising 
in newspapers, more than the next four or five jewelers 
combined lineage”. In addition to using the pages of 
the Evening Bulletin, the Philadelphia Inquirer, the Daily 
News, and the seven major suburban newspapers, Bart's 
also uses rotogravure inserts in these papers. In the field 
of street car advertising this company has sponsored 4 
wide assortment of street car card signs which are care- 
fully planned in close cooperation with the national adver- 
tisers whose products their stores distribute. Barr’s are 
currently using over 600 street car cards in buses, elevated 
railroads, surface cars and subway vehicles. 

This is combined with direct-mail advertising. During 
the pre-Christmas season of 1947 over 200,000 Christmas 
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By Showing It 


catalogs were sent out. They consisted of a 16-page, 
tabloid size, rotogravure booklet illustrating nearly one 
thousand items of jewelry, watches, rings, silverware, ap- 
pliances, luggage, etc., that the four Barr stars were fea- 
turing. Prior to this, in the early Fall of 1947, 150,000 
pieces went out to Barr’s accounts explaining new credit 
regulations and liberalization of credit granting. Prior 
to this, in the late Spring, a rotogravure mailing of a 
16-page booklet went out to 150,000 customers on the 
regular mailing list promoting graduation, Father’s Day, 
and June Bride gifts. Mr. Barr estimates that nearly one 
million pieces of mail advertising annually are sent out 
lo regular customers. This is a constant reminder to 
their accounts of the continual changes in jewelry designs 
and the addition of new styles and new lines to Barr’s 
large assortment of jewelry. 

In the field of radio, this company uses the facilities of 
the two major broadcasting companies seven days a week. 
They sponsor a 5-minute news broadcast over a Columbia 

(Please turn to page 202) 


Mr. Barr lectures on diamonds, 
pointing out the various grades. 
Note television camera at left. 


Right—Miss Asen displaying the 
Royal Crown Jewels of England. 












Left—tThree stages of the Barr tele- 
vision program: Left, Pearl Asen; 
center, Mr. Barr; right, Mrs. Barr 
who modeled the diamond jewelry. 










Mrs. Barr models various items of 
diamond jewelry as Mr. Barr points 
out interesting facts about them. 


















































Window Suggestions 


For an Early Easter 


ASTER comes early this year—March 28—and right 
now is none too early to start laying the ground- 
work for your window displays for the important two to 
three-week selling period leading up to this event. The 
constant striving to keep windows at peak performance 
takes ingenuity and long-range planning and there are 
few jewelers who fail to realize this, especially if they’ve 
been in business any length of time. On the other hand, 
it’s not always necessary to strive for a new idea for a 
window theme when through the adaptation of a tried and 
proven idea to your own needs and setup, it is possible to 
achieve the results you desire. 

The accompanying photographs of Easter displays used 
by jewelers in various parts of the country last year show 
what can be done to make your windows do a selling job 
and may offer suggestions for you to adapt to your own 
uses in 1948. 

Everyone who passed the big modern jewelry store of 
Siltons, Los Angeles, was at once made conscious that 
Easter was approaching, and that here could be fourd 
gifts to suit every taste and purse. Similar settings were 
used for all of the eight windows. They were backed with 
curtains of green silk, and showed a white frame-work. 
flanked on either side by tall Easter lilies. At the top of 
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Theme of S. Jacobs Co.'s window, Minneapolis, Minn., 
was a piano keyboard with jewelry on the black keys. 


by W. B. STODDARD 


the stepped-up displays was a grotesque rabbit, of white, 
yellow, pink, blue or green, holding a long strip card 
“Look fashionable for Easter with a watch from Siltons.” 
Each window featured a different line—costume jewelry, 
diamond rings, birthstone rings, flatware, hollowware, 
watches, stationery and pen sets, and radios. In the win- 
dow featuring pensets and cigarette lighters was a card 
“Initials engraved free.” Their watch window displayed 
watches for both men and women, and also straps and 
bracelets, which could be purchased separately if desired. 

LeRoys, Los Angeles, was another jewelry firm that 
used a similar setting for their entire bank of windows, 
featuring watches, rings, diamonds, costume jewelry, sta- 
tionery and pens, silver, radios and photo supplies. The 
windows were floored and backed with a combination 
of lavender and deep blue. Against the blue background 
was a set of white organ pipes tipped with gold, and an 
ornately carved candlestick holding an electric taper. 
Calla lilies were used for decoration, and strips of white 
ribbon, lettered in gold, called attention to watches, etc., 
as Easter gifts. 

Every housewife is delighted to receive additions to her 
(Please turn to page 204) 
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Gold-tipped organ pipes and a tall candle 
provided effective background for Easter 
displays at LeRoy’'s in Los Angeles, Calif. 


Articles of a religious nature including 
prayer books and rosaries were featured 
by Wm. Beers store in Stockton, Calif. 














Hollowware, presided over by a grotesque 
chick. dominated the Easter window of the 
Parmelee-Dohrmann Co., Los Angeles, Calif. 


The window displays shown 


on these pages were found 


highly effective last year 


and should provide ideas for 
An amiably smiling rabbit dominated all of 


your promotion this year. Silton's windows in Los Angeles, last year, 
, this display being given over to watches. 


Crystal tableware, dominated by a majes- 
tic bunny. were among the items displayed 
by the Basset firm in Santa Monica, Calif. 
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we ti Le Interior of the Bunde & Upmeyer store in 
, : — Milwaukee, Wisc. Note the clock on rear 
wall, surmounted by firm's coat of arms, 
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Twofold Selling Plan 
<“=\ Widens Store’s Scope 
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by SILVIA SCHUSTER 
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HIGH quality store in a budget priced neighbor- 

hood is what you might call the Bunde and 
Upmeyer Company at 633 N. Plankinton Avenue, in 
Milwaukee. It is set right in the heart of the busy down- 
town shopping district where the men and women who 
have to watch their budgets go to look for the best values 
fcr their money. 

So Mr. Louis Bunde, the head of this firm, has skill- 
fully adapted the policy of this sixty-seven year old con- 
adie ahaa cern to suit both those customers who can afford the 
unde pmeyer advertisements finest in jewelry and silverware, and also to those who 


invariably mention the fact that : ' ; 
their budget plan is available. need time payment terms. This flexible way of meeting 
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Bunde & Upmeyer, Milwaukee, Wisc., directs its appeal not only 
to those who ean afford the finest in jewelry and silverware 


but, also. to customers who may require time payment terms. 


his customers’ needs is one of the reasons for the con- hollowware pieces. The next longer window leading oul 
tinued growth of this store. to the Arcade’s main exit on Plankinton Avenue, a 

The newspaper ads which Mr. Bunde places in the three-angled one, is devoted to incidental jewelry such as 
city’s top newspapers all contain a mention of this time interesting lapel pieces and bracelets and brooches, as 
payment plan. This is a special setup whereby those cus- well as a few watches. Everything is laid out in as order- 
tomers who ask credit are checked up by the Marshall and ly a manner as possible, giving window shoppers a chance 
Isley Bank. If this bank okays the person’s credit stand- to see each item easily without being distracted by too 
ing, Mr. Bunde extends the terms that person wants. much other merchandise on display. 

Another way of catering to his customer’s convenience The first long window on the Plankinton Avenue side 
lies in the free parking lot which is situated directly is always decorated with a central theme in mind. Some- 
across the adjacent alley to the store. This fact, too, is times it is given over to silverware, at other times to 
mentioned in all the newspaper ads since a parking lot pearls, and still other times to silver hollowware. This 


window is close to twelve feet in length and is set rather 
low so that people going by can look over everything 
shown at a glance. 

This unity of display is an excellent selling trick for 
(Please turn to page 205) 














This long window on Plankinton Avenue is 
always decorated with a single theme in 
mind. In this instance it is silverware. 


downtown is a decided convenience to shoppers, and Emphasis in the 
especially to these who drive downtown. Bunde & Upmeyer 
This newly-remodeled store is easy to find. It is set in sterling ads is 
soaps on quality. The 

one of Milwaukee’s most famous buildings, the Plank- budget plan and 
inton Arcade. This historic landmark is a mecca for out- free parking are 






Ster) 


also mentioned. mite 
or 










of-town visitors as well as for Milwaukee shoppers. A 
long inside promenade is lined with shops, both medium- 
priced and exclusive firms, so that any needs can be 
satisfied. 
_ Bunde and Upmeyer have one entrance facing this 
nterior shopping block, and one facing the busy traffic 
treet. Thus all its windows are valuable for displaying 
goods and attracting customers. Starting with the 
smaller windows facing the Arcade, Mr. Bunde and his 
window decorator devote them all to different merchan- 
dise so as to give passersby a complete idea of what the 
store handles. 

The two smaller windows on either side of the hall 
entrance show fine leather goods as gifts and individual 
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Youthful charm of Joan Leslie, Holly- 
wood star, is emphasized by her "young 
jewelry, in this case a gold choker, 
dome ring, and wide bracelet. Pieces 
are all notable for their simplicity. 
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Mona Freeman, above, wears a double 
strand of pears, perennial favorite 
of all women and especially the teen- 
agers because of their versatility. 


by JUANITA SAYER 


Teen-Age Jewelry 
Should Appeal to Youth 


EEN-AGERS offer the jeweler a tremendous poten- 

tial market; a market too important for any jeweler 
to overlook. Developing this potential into actual sales 
offers him an important source of new revenue and a 
marvelous opportunity to create patronage that will last 
for a lifetime. 

Today’s teen-agers are in the mood for jewelry, but they 
need special counsel and jewelry in keeping with their 
clothes, budgets, and youthful individuality. One of the 
most fashion-conscious groups in America, they accept 
new styles with an enthusiasm that is hard to beat and 
they have created quite a few interesting vogues of their 
own. They welcome style advice and counselling even 
more avidly than older women. 

Teen-age fashion is big business. Fashion magazines 
published especially for the younger set have met with 
phenomenal success. Virtually every department store in 
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the country has its own teen-age shop, regular fashion 
shows, and make-up and charm counselling for the girls 
from low to high teens. When ready-to-wear stores have 
presented such shows at the schools, they have played to 
full and responsive audiences that include both girls and 
boys. 

These youngsters are spending from 25 to 100 per cent 
more on their wardrobes than their mothers did at the 
same age. And even though some of them are inclined 
to follow the mob in picking their styles, many of them 
have quite a flair for the individualistic, according to 
Charles LeMaire, head of wardrobe at 20th Century-Fox 
Pictures. He says, “Today’s young woman dresses in 
far better taste and has a far more refreshing, distinctive 
look than the teen-ager of yesteryear.” 

However, Designer LeMaire believes that there should 

(Please turn to page 200) 
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Perfect example of youth wearing dia- 
monds is young Anita Gordon, star of 
the Edgar Bergen radio show, who wears 
a dainty lavaliere-type diamond neck- 
lace on a slender palladium chain. 


Plain gold jewelry, devoid 
of excessive ornamentation, 
such as worn by Joan Leslie, 
below, is a perfect comple- 
ment to the popular sweater 
costume worn by teen-agers. 





Young fashions are big business today 
and jewelry with a youthful appeal 
has a definite and important part in 


this merchandising picture. 


Sole jewelry affected by Mona Free- 
man, Paramount Pictures star, here. 
is the sterling safety pin adorned 
with a pair of tiny sterling shoes. 
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Nothing is ever “too mueh trouble” at Van 


Scoy’s where the young owner’s policy of 
being ‘just as anxious to make a friend as 


a sale’? is paying dividends in sales volume. 


Not only have Van Scoy’s concessions to veterans won 
him the support of G.I.’s and their families, variously 
estimated as constituting from 20 to 30 per cent of the 
total population, but they have also reacted favorably 
upon non-veterans, who reason that a jeweler who is 
willing to give such good treatment to veterans cannot 
be such a bad fellow after all. 

Van Scoy repairs watches of service amputees free of 
charge because he thinks such disabled veterans deserve 
it and because it is good advertising. So far amputees 
have not taken unfair advantage of the offer by bringing 
in watches belonging to relatives and friends. It is true 
that many of the veterans are not confined to wheelchairs 
or beds. Often a man apparently sound of limb will 
tap his artificial leg to show that he is disabled. In a 
few instances free repairs have been given to those with 
other types of disability, such as partial sight. Free ser- 
vice constitutes only a relatively small part of total repair 
business and Mr. Van Scoy thinks it not only inexpensive 
advertising but the most humanitarian type of publicity. 


Location Handicap 


In a recent Van Scoy advertisement the effect of the 
veteran discount on purchases was explained thus: 
“Vets: Did you ever stop to think that you are actually 
in business with me? You ARE! Every time you make 
a purchase with me, I RETURN TO You OveR ONE-HALF 
OF THE ACTUAL PROFITS, so that you are making more 
on it than I am. I do this because I THINK You DESERVE 
It and I realize the smaller profits and more customers 
makes for better business any day of the week.” 

The simplicity which characterizes Van Scoy’s store 
interior is reflected in its newspaper advertising. Illus- 
trations and cuts are never used. Neither are prices of 
any merchandise quoted. Advertising men would classify 
it as institutional, even though it is almost unheard of 
for a store which stresses low prices to have sufficient 
restraint to avoid mentioning them. 

Actually the store’s ads are not overshadowing as 
much as might be thought by more spectacular looking 
jewelry ads because they are always spotted on the first 
page of the second section of the newspaper where other 
advertisements of similar typography and layout are 
grouped. 

(Please turn to page 206) 
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Inverted ad, above, printed over one 
right side up, made certain that mes- 
sage would be read whether or not the 
reader turned paper. Unsuccessful at- 
tempt to locate “Mr. Veteran's Friend” 
after three weeks resulted in boosting 
reward to $125, plus a 17-jewel watch. 
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Diamond Niche 
Builds 


Ring Volume 


BSERVING the embarrassment of many young war 
veterans shopping for rings for forthcoming en- 
gagements and nuptials, R. J. Estey, Estey Jewelry, Sac 
City, Iowa, provided a private niche reserved exclusively 
for these customers. 

Result: The Estey Jewelry has become a port of call 
for young men contemplating marriage. Sales of rings 
to young men have quadrupled since the booth was in- 
stalled six months ago. 

“Youths who didn’t flinch under the fiercest battlefield 
engagements have a natural reticence when it comes to 
matters concerning wedlock,” said Mr. Estey. “Especially 
in small cities and towns where the gossip grapevine is a 
lively means of communication do young men prefer to 
make ring purchases unseen by possible newsmongers. 
They appreciate the privacy we offer. Such a retreat is 
a definite asset in smaller communities.” 

Six feet square, the diamond room is located at the 
front of the store, and is accoutered with curtains which 
are drawn when the room is in use. When not used, the 
curtains remain open, and shoppers who pass the display 
may stop and examine the diamond case in the room. 
Fifty per cent of the store’s shoppers do stop and look. 
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Engagement and wedding ring 
business has quadrupled at 
Estey’s, Sae City. Iowa 

since they installed private 


niche for bashful swains. 


Private diamond corner at Estey's 
is equipped with glass-top case, 
leather covered swivel chairs and 
curtains for when room is in use. 


Estey's shares floor space with the Hobby 
Shop; an ideal arrangement in a small com- 
munity, according to Mr. Estey. Each one 
benefits from traffic pulled by the other. 


by G. R. LOWEN 


The diamond case in the room is of lustre maple and 
is outfitted with two attractive, leather-covered, swivel 
stools. General illumination in the room is dim—but a 
strong diamond light is suspended directly over the case. 
Dim over-all lighting helps lend an air of privacy to the 
den, believes Mr. Estey. 

Show-cased on black velvet display pads are diamonds 
ranging in price up to $400, including diamond set 
mountings and wedding rings. Only first-quality rings 
are carried by the firm, and the jeweler states that rings in 
well-recognized brands sell most readily to war veterans. 

Majority of the rings the store sell go to young men 
and the sales volumes on diamonds outstrips sales of all 
other items at Estey’s. Volume of stone mountings to 

(Please turn to page 208) 
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A diamond spectacle 
of surpassing brilliance 
and world-wide interest 








Diamond necklace presented to Princess Elizabeth by the Government of the Union of South Africa on her twenty-first birthday 





DIAMOND JEWELRY DESIGNS [n addition to some of Princess Elizabeth's 
diamond jewelry, there will be rings, bracelets, necklaces, clips, ear- 


Many world-famous diamonds, in- rings, and other jewelry pieces submitted in an all-Britain design 

cluding some belonging to Princess competition. With leading diamond designers and manufacturers 

Elizabeth, will be the central feature participating, this display will present many new ideas in diamond 

in the diamond jewelry display jewelry fashions . . . what is more, these designers and manufacturers 
arranged by De Beers. will offer all “competition” pieces for sale at the exhibition. 

At the . P ; : . 

; FREAK DIAMONDS [he only collection of its kind in the world . . . this 

British Industries Fair group of fascinating pieces includes an actual gold nugget with two 

May 3rd to 14th diamonds in it, as found . . . and diamonds in odd shapes and colors 


in the Jewelity Section . .. some so rare as to be beyond valuation. 


National Hall of Olympia, London CUTTING INDUSTRY A dramatic display will show the evolution from 
the rough diamond to the finished brilliant. 











INDUSTRIAL DIAMONDS § [he multifarious uses of the industrial diamond 
will be highlighted in this exhibit. The part played by industrial 
diamonds in the manufacture of every-day articles will be emphasized. 


An opportunity to see the latest developments 
ONE DAY'S PRODUCTION FROM ONE MINE An actual day’s production, 


in O industries of the ' ) pigpiiap 
ne of the great industries of the unsorted, from one South African mine will be on exhibition. A 


world. . .diamonds. The importance of similar day’s production, sorted, will show the comparative rarity of 
diamonds in fashion and industry. . . gem stones. 
in rini , , ; 
formative facts concerning diamond mining, THE WORLD'S LARGEST UNCUT DIAMOND The Woyie River Diamond of 
cutting, and manufacturing will all be featured 770 carats found by the Sierre Leone Selection Trust in 1945 and 
in this great exhibit. Plan now to attend. never before placed on public exhibition. 
(Advertisement) 


FOR FEBRUARY, 1948 165 








The Ride Was On Him! 


Birthday offer of 23-year old Danis Jewelry Co., New Bedford, 


Mass., to pay the bus fare of any customer who visited store 


on its anniversary. brought out a new group of customers. 


by HENRY GALUS 


e¢ BUST charge it to us.” 

No, that is not an average customer and his 
wife talking to a jewelery salesclerk. Uniquely, it is the 
salesclerk talking to the customer! And for several days, 
a factor of appreciation and perhaps curiosity had 
brought a new group of customers to the Danis Jewelry 
Company, in New Bedford, Massachusetts. 

In commemoration of its 23rd anniversary in business 
in the south end of that industrial city, Danis Jewelry 
offered to pay the bus fare of any customer from any 
part of greater New Bedford, who made a purchase in 
the store during the anniversary sale. 

“Many persons will be reluctant to accept your invi- 
tation to visit your store during a special sales event like 
an anniversary celebration,” said Harry Danis, proprie- 
tor of the company, which is located in the heart of the 
south end business area. “A lot of people will say, ‘Well, 
maybe that store has some real bargains to see, but why 
should I travel all the way down there when I can go 
to our own jewelry store around the corner’.” 

After the first three days of the “refund offer,” Mr. 
Danis saw no reason why the appeal might not be 
stretched to cover even those townships without the city 
limits. The idea was “not brilliant,” he claimed, but 
just an elaboration upon an already good idea. 

Yet, the proprietor was only being modest, according 
to Mrs. Danis, who acts as store manager. For she re- 
counted that previously unseen faces appeared during the 
sales event from such outlying townships as Acushnet, 
North and South Dartmouth, Fairhaven and others. The 
Southeastern Massachusetts area is thickly settled, a fac- 
tor which had been taken into consideration when Mr. 
Danis sought some means to gain new customers in those 
districts, looking forward to the 23rd anniversary. 

“The object—the real object—of a major sale,” he 
explained, “is not just to sell more to your regular cli- 
ents. Your aim should be to sell more to more people.” 
“T’ve been in the jewelry business for forty years. That’s 
no record, of course. But in forty years of dealing with 
different types of people—or just people—you should 
be able to learn that most clients like a special consid- 
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eration of what they have to go through in order to 
get to your place of business. A housewife may like 
the saving due her from that toaster you’ve advertised, 
but she hesitates taking advantage of it because she has 
to come all the way down here to get the saving. She. 
may say to herself, ‘After all, the saving won't be so 


> ve 


great when I deduct bus fare’. 

Mr. Danis went on, “So that’s the point you go to work 
on. Insure the full saving for her; despite her having 
to travel for it, she'll welcome the opportunity.” 

Mrs. Danis mentioned that in one case the bus fare, 
which was deducted from the purchase price of an item, 
ran to $1.25, which was large when compared to the 
appliance bought—the profit made on it. “However, it 
was worth it,” she smiled. In the particular case, Danis’ 
was gaining two birds with one “refund” stone, one 
being the immediate sale, and the other and more im- 
portant was that a new customer had been gained and 
introduced to the wide variety of stock the store main- 
tains. 

“If that same woman returns here soon, to pick up 
an item which she remembered seeing and which ap- 
pealed to her at the time, her purchase will level off 
any loss borne previously.” 


Needless to say, there had to be one stipulation in the 
refund-fare offer. Many persons visited the store with- 
out making purchases. It was impossible to grant a 
refund in such cases for obvious reasons. A definite 
loss would have been the result of the promotional plan. 

How great a boost in sales were noted? “It was very 
satisfying,” said Mr. Danis, “and I was confident of that 
from the start, but the true tabulation can’t be taken 
until several weeks have followed such an event. The 
real effect of your having won new friends—and I'm 
not only speaking of business—always comes some time 
after you and he or she have met. 


“But there’s one thing about which you can be sure 
in business. As long as you take a step forward, a step 
that can be called progressive, you’re going to keep your 
customer friends.” 
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R oNson OPENS 1948 





With the Biggest Advertising Campaign in “Lighter” History! 
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Half pages in black and white . Look for spectacular RONSON advertising in this great 
Half pages in four colors list of mass, class and home publications: LIFE— 
SATURDAY EVENING POST—NEW YORKER— 
Full pages in black and white VOGUE—ESQUIRE—MADEMOISELLE—GOOD 
; HOUSEKEEPING—BETTER HOMES & GARDENS 
Full pages in four colors —BRIDE’S MAGAZINE 


..» AND RONSON LIGHTER NECESSITIES 


advertising in these top mass circulation publications: LIFE— 
SATURDAY EVENING POST—and AMERICAN WEEKLY ... 


every month ... February straight through June. 












_ 
RONSON’S 


66 Zim 
Zs » @&) | RADIO 
SENSATIONAL 2 : Slucitlivve” PROGRAM 


COAST TO COAST NETWORK 


This record-breaking show will continue to direct millions of customers every week to 
Ronson dealers for purchases of Ronson Lighters and Ronson Redskin Lighter Necessities. 


On 225 stations of the Mutual Network ... every Saturday night (Sunday nights Pacific Coast). 


UNPARALLELED SALES . 
STIMULUS LIKE THIS, 
PLUS OVERWHELMING 
PUBLIC RECOGNITION 
OF RONSON PRODUCT 
SUPERIORITY IS YOUR 
ASSURANCE THAT: 


THERE ARE NO OFF-SEASONS WITH |\ONSON 


WORLD’S GREATEST LIGHTER 
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Press, it’s lit! 


\ 
’ Release, it’s out! 





= 


Safely out the instant you lift your finger 





RONSON ART METAL WORKS, INC., Newark 2, N. J. 


FOR FEBRUARY, 1948 











Triple Remodeling 
Keyed to Selling 


In the New Year 


if may seem inappropriate to connect the name Olsen 
and Ebann with the term “wholesale,” because this 
Chicago firm with 10 jewelry stores in the Middle West 
is famous as a retail jewelry enterprise. 

However, the term is completely justified—not in 
connection with jewelry selling, but with their program 
of store modernization. For during the month of No- 
vember Olsen & Ebann staged reopenings for three of 
their completely remodeled stores: in Anderson, I[nd.: 
the Lake View district of Chicago and Kokomo, Ind. 

The first of these openings was in Anderson, Ind., 
early in the month. The Olsen & Ebann store, in Ander- 
son since 1921, reopened in a completely new garb, top 
to bottom. Although newspaper editorials are usually 
reserved for airing the editor’s views on politics, local 
history and outstanding current events, the new “O & E” 
store so impressed the Anderson Herald that an extensive 
editorial was written around the event. Under the cap- 
tion “Congratulations Olsen & Ebann,” the editor ob- 
served that the new store “is as unlike the old one as 
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Exterior of Olsen & Ebann's 
new Anderson. Ind.,_ store. 
Note the extremely deep lob- 
by which provides a maximum 
number of items on display. 


Interior view of the store, All 
display cabinets, wall cabinets, 
etc., are finished in dusty wal. 
nut and the floor is laid with 
a special type of rubber tiling, 





your 1950 automobiles are unlike the old Model T Ford. 
Unlike in everything except the one factor that means 
success—dependability.” 

The newly-remodeled store features a modern front of 
rich simplicity faced with black structural glass framing 
plate glass windows set in modern aluminum moldings. 
The door, which permits an unobstructed view of the 
interior, is of Herculite tempered glass. Above the en- 
trance is a high intensity white neon sign superimposed 
over white porcelain lettering, beneath which is an alu- 
minum awning. The floor at the entrance is of terrazzo 
marble. 

Windows, which are brilliantly lighted, are finished in 
dusty walnut—a material which has been used through- 
out the store. 

The interior of the greatly-enlarged Anderson store 1s 
floored with custom made rubber tile. On each side of 
the store are table-high glass display cabinets, behind 
which are deep wall cases, also finished in dusty walnut 
and recessed into the walls. The center of the store is 
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rinciples 


and 





rotits 


The basic principles behind every transaction are all-import- 
ant both to buyer and to seller. We realize that no order, 
no matter how large, can show us a profit unless we make a 
pleased customer. Conversely, every sale, no matter how 
small, becomes profitable when we know the purchaser is 
coming back to buy from us again and again. 


The realization of these fundamental facts has shaped our 
selling policy for Victoria Simulated Pearls. We promise you, 
now and always— 


QUALITY MERCHANDISE, the finest simulated pearls, 


properly priced to meet all quality competition and 
offered in a wide price range to fit all budgets. 


QUALITY ADVERTISING, a large national campaign, in 


leading magazines and newspapers and on radio net- 
works, to reach the people you want to sell. 


UNUSUAL PACKAGING. The famous Victoria Jewel Box 


attracts customers, makes it easy to sell them, both 
for gifts and personal use. 


DEALER HELPS, counter display cards, folders, mats, 


etc. to help you sell. 


LIBERAL MARK-UPS. The Victoria line gives a wide 


profit margin to retailers. 


VICTORIA is the finest name in Pearls. Wise retail 
jewelers are featuring Victoria; not only for simu- 


lated pearls, but for Start-O- Pearl Orientals and 
Cultured as well. Get in touch with us NOW. 


éf . -\W 
PEARL CO., LID. 


a division of S. Nathan & Co., Inc., 610 FIFTH AVE., NEW YORK 20, W. Y. 
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of Tomorrow,” the store staged its grand opening on 
Nov. 21. 

In all three cities—Chicago, Anderson and Kokomo— 
identical full-page newspaper advertisements of an insti. 
tutional nature proclaimed the opening of the new stores. 
Headed “Grand Opening” in large script letters, the ads 
featured seven line drawings of the various “O. & —” 
departments, such as diamonds, silverware, watches, cos. 
tume jewelry, repairs, etc. Supporting copy stressed the 
newness, convenience and comfort of the stores and, jn 
addition, mentioned the prestige of the firm which is 
nearly half a century old. 

In addition to the “Grand Opening” announcements, 
each store ran a full-page merchandise ad several days 


given over almost entirely to two large table-high dis- 
play counters containing costume jewelry. 

The ceiling of the store is of the new Acoustone ma- 
terial, which tends to deaden unnecessary noise. Light- 
ing has been recessed into this ceiling for general illu- 
mination (although display cabinets have their own 
source of light), and the store is completely air-con- 
ditioned. Architects for the new store were Peterson & 
Peterson of Chicago. 

Almost simultaneously with the reopening of the An- 
derson store, Olsen & Ebann’s Lake View store at 3306 
Lincoln, Chicago, was reopened after extensive remod- 
eling had been accomplished. In existence for over 30 


years, the store was doubled in size through acquiring 
an adjoining shop and adding it to the already-existing later. These, too, were virtually identical in the three 
premises. In addition to the increased size, the new cities, and illustrated a variety of merchandise which 


store boasted a complete new facade and a greatly en- would be available in the newly-enlarged Olsen & 
larged stock of merchandise. Kbann stores. Only the reference to the city, and the 


The third Olsen & Ebann store to be opened to the photograph of the store front, differed in each city. 
public in a completely renovated condition was in It would appear that Anderson, Ind., gave Olsen § 


Kokomo, Ind. Advertised as the “O. & E. Jewelry Store (Please turn to page 209) 


In November Olsen & Ebann opened three 
remodeled stores: one each in Anderson 


and Kokomo, Ind... and one in Chicago. 





Few remodeled stores rate a 
mention in editorial columns 
of local newspapers, but O&E 
received this excellent notice. 


and complete 


dern. 
“0 @ &” Jewelry Store 


we onal always im 1° 
be fires with the em 


by GEORGE GREENE 


This advertisement (right) 
appeared in all three of the 
cities where remodeled Olsen 
& Ebann stores opened. 





THE JEWELERS’ CIRCULAR-KEYSTONE 








RAYMOND ABRAHAMS 


Presenting a distinguished selection of diamonds... cut with consummate skill by master craftsmen... 


Nowe => oa UIThicil @-10) @=1-1-0 00 €- RORY, -3- oe) Maal ele) ac-lanemeleleneamy-igler-lamr-lale 
Belgian cutters, we are in a position to service your require- 
ments of all staple fine and medium quality cut diamonds, 
from melee to large important stones. Also a comprehensive 
variety of fancy cut, emerald cut, marquise, pear shape and 


For your stock or for special oh dal =) ane ii-lealelalei-y 

orders, write or wire us for a 

carefully chosen selection of 

loose diamonds or platinum : 

mounted jewelry to be shipped me, RAYMOND ABRAHAMS 

on consignment. Describe fully 

the quality and sizes required. 551 FIFTH AVENUE «+ NEW YORK 17, N. Y. 
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H. L. Stillman, of Augusta, 
Ga., has found his monthly 

prize drawing an effective 

means Of maintaining Store 
trafifie and sales volume 


im face of rising costs. 


L. M. Kaynard, manager of store, 
awards a contestant a choice of 
three prizes, usually a watch, 
ring, or some small appliance. 


Regularly Scheduled Drawing 


Builds Traffie. Maintains Volume 


by ROBERT LATHAM 


HE most important consideration of the jewelry 

merchant today is not so much aiming for sales 
increases, but maintaining the excellent volume of the 
past few years, according to H. L. Stillman, owner of 
Hill’s Jewel Box, 50-year-old jewelry store in Augusta, 
Georgia. 

“We are doing our best to off-set the threatened slump 
in sales volume by building up store traffic, enlarging 
our credit sales and providing a greater variety of items 
for the customer to choose from.” says L. M. Kaynard, 
store manager. “We feel that now is the time to get 
effective promotion of this kind under way, to prevent 
volume from slowing up, and to help us to keep pace 
with higher operating costs.” 

Hill’s Jewel Box keeps a close and accurate check on 
daily sales volume, and has found that the peak was 
reached in 1946, a decline in business in 1947. As “am- 
munition” to combat this, the store has extended its 
lines to carry nationally advertised small electric appli- 
ances, additional gift lines, more watch lines, and is 
advertising to develop more remodeling service, and a 
bigger volume in watch and jewelry repair work. 

Perhaps the most potent safeguard against falling off 
of sales is the novel “prize drawing” which Mr. Stillman 
launched in September. Under this plan, a prize draw- 
ing is held, according to the amount of registrants, once 
a month, or every two weeks, which gives customers who 
enter the store and fill out a registration blank an oppor- 





* 
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~ 


No strings are attached to drawing and this fact 
is given notice by signs placed around the store. 


tunity to win one of three prizes offered at each drawing. 

“This is a highly unusual contest,” Mr. Kaynard 
smiled, “inasmuch as there is nothing to buy, no guess- 
ing, no essay writing, or any other such requirements 
involved. The public quickly sees through any scheme 
which necessitates buying something in order to enter 
the contest, and usually gives them a wide berth. Under 
our plan, however, there are absolutely no strings at- 
tached. and the customer needs to register only once, 

(Please turn to page 209) 
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Precious Stone Rings of out- 
standing quality in exclusively 
styled Gold and Platinum 
Mountings to Retail from 
$25 to $5,000. ° 
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Write for special Spring 
selections of Gemstone Rings 





ROBINSON & SVERDLIK Ne. 


in Stones 





610 FIFTH AVE., Reckefeller Center, New York 
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View of the stage during the preview at the theater 
as Miss Steinam pins head band ‘on Miss Washington 
of 1947 who, with the 1946 winner, modeled jewelry, 


Diamond Promotion Accents 


Availability of Jewelry to All 


_ 


66 OVELY diamonds for you, at a price you can 

afford to pay,” was the basic idea that the Kay 
Jewelry Company wanted to register in the diamond 
exhibit which they staged recently in Washington. And 
judging from the reaction of the public as observed by 
store executives, they succeeded. 

Bringing together a group of handsome diamond 
pieces, including rings, pins, necklaces, bracelets and 
watches, totaling half a million dollars in value, the four 
day show was planned to: 

1) promote the prestige of the Kay Jewelry Company; 

2) explain the origin and manufacture of the diamond; 

3) indicate some element of diamond cutting and 
grading which makes one diamond more valuable than 
another; 

4) point out some of the stones used to enhance dia- 
mond settings and the ways in which they are best used; 

5) inform the public on the care of diamonds. 

Kay’s is a nation-wide organization of 76 retail stores, 
extending from coast to coast, and with the headquarters 
office in Washington. The company°was started 33 years 
ago in Reading, Pennsylvania, by Edmund I. Kaufmann, 
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by SUZANNE SHALE 


who still maintains a keen interest in the company, al- 
though the active head of the organization is now C. D. 
Kaufmann, who also directs the firm’s public relations 
activities. 

In the course of his work in the jewelry trade, Mr. 
Kaufmann soon discovered that the buying public knew 
very little about the stones they were purchasing—why 
two stones of the same weight should differ widely in 
price, and the major points to consider in evaluating 
them. It was all very well, Mr. Kaufmann felt, to have a 
customer come to a Kay store because he had confidence 
in the establishment and felt he would receive full value 
for his money. But he wanted to give his customers some- 
thing more. He wanted them to know why they could 
have confidence in the Kay stores—he wanted them to 
know the nature of the value they were receiving. So, 
about two years ago, in cooperation with the E. M. 
Rosenthal Wholesale Jewelry Company, Mr. Kaufmann 
developed the idea of the traveling diamond exhibit. 
Comely Suzanne Steinam, a graduate of Smith College, 
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DIAMOND 


The lines which mark the cut of a 
Circle of Light to-be are the work of 
craftsmen-artists. 


These men are masters of a skill known to 
very few: Behind them are years of 

study in diamond characteristics and 
diamond cutting. They set the stage for 
the manifold operations that result in the 
world’s most beautiful diamond .. . 

the brilliant, blazing Circle of Light 

... the diamond with a “signature” no 


a other can copy . . . the diamond with 


Sorfect beauty s nol bon... tts made...in vdmerica sales appeal no other can match. 





THE GUILD OF AMERICAN DIAMOND CUTTERS 
_an affiliate of 


BAUMGOLD BROS., INC. 


wees 27th STREET, NEW YORK Cl FEY, Nike 
Melee Plant: 305 East 45th Street, N. Y. CC. Los Angeles Office: 220 West Sth Street 


Diamond Tool Research Co. 304 East toth Street. N.Y. C. Trade Mork Wik Pot anneal 





Exhibit staged by Kay Jewelry Co., Washington, D. C., emphasizes 


that jewels are for everyone to wear and that price should be 


no deterrent to ownership with fine jewels to fit every purse. 


who had specialized in geology, mineralogy and the 
application of these studies to gems, as well as the history 
and lore of precious stones, was chosen by the Rosenthal 
Company to put on the exhibits, and the Kay organiza- 
tion contracted with Rosenthal for the services of Miss 
Steinam and the show in connection with their stores. 

The exhibit is tied, if possible, with the opening of a 
new store, or the reopening after remodeling of an al- 
ready established one. If this is not possible, it is simply 
announced as an institutional public service feature. 

The manner in which the show was staged and pub- 
licized by the Washington store is a good example of the 
technique employed in such cases. 





Suzanne Steinam, who is well versed 
in gemology, is in charge of exhibit. 


Miss Steinam and Joe Dorsch, master of 
ceremonies, at the microphone, the former 
is holding and describing a piece of 
jewelry which was then shown on models. 
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First in order was a preview of the exhibit in a cen- 
trally located moving picture house, with straight news 
announcements of this event. The theater chosen was 
Loew’s Columbia Theater, playing a re-issue of Greta 
Garbo and Melvyn Douglas in “Ninotchka”, which in 
Washington was drawing capacity houses. A billboard 


announcement stating that the preview would take place 


at 9:15 that evening stood in front of the theater all day. 
Both the billboard and the newspaper announcements 
explained that the jewels previewed in the theater would 
be on exhibit in the Kay store for four days, and that 
Miss Steinam would be on hand to answer any questions, 
as well as to demonstrate and explain the items on dis- 
play. This, of course, was also emphasized throughout 
the preview itself. 

Featured in the preview was modeling of the jewels by 
two local beauty contest winners, Miss Washington of 
1946 and Miss Washington of 1947. The whole show, 
lasting 15 minutes, was broadcast from the stage over 
WINX, a local radio station. Joe Dorsch, the live-wire 
master of ceremonies from the Special Services Depart- 
ment of WINX, together with Miss Steinam, gave the 

(Please turn to page 210) 
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The Magic Circle diamond that your customer buys is guaranteed. This printed 
guarantee form, handsomely done in two colors is a handy sales clincher for every 
jeweler and is offered without charge as part of the vast merchandising and promotional 
program behind Magic Circle diamonds. This guarantee adds prestige to your store 
and engenders greater faith and confidence for you and your customers as well as 
helping to make more profitable diamond sales. And, Magic Circle diamond, with its 


specially cut and highly polished girdle that adds extra brilliance and even gives the 
impression of greater size is an outstanding value...today and ALWAYS! 


If you aren't familiar with this most beautiful of all diamonds, write today 
for a memorandum selection. No charge or obligation, convince yourself 
just what tremendous diamond sales may be yours by featuring Magic Circle 
diamonds in your city. In addition, Magic Circle diamonds may be purchased 


loose or mounted. 


Magee Carole Diamonds are Created and Produced ty s 


THE RUDOLPH DEUTSCH coms 
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omething New 


The Old 





NONTINUING his theme of remounting stones from out-dated jewelry into modern set- 
tings, Sol Kaufman, jewelry designer, of 562 Fifth Ave., N. Y., shows how round stones 

from the old pieces shown in the light panel are embellished with baguettes and transformed 
into the smart platinum ring and clip shown at the right. Bottom panel shows the transfor- 
mation of old stones into an up-to-the-minute combination of clip and snake chain choker. 
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ImMpoRTERS of LAMONDS 
FINE QUALITY 








SINGLE CUTS 
FULL CUTS 
SWISS CUTS 


Abed Leinke 


62 West nb 2e/- 


NEW YORK CITY 19, NY. 
0614 
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of a Single Alement, Carbon, it is 
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Colorless diamonds are in gen. 
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Colorless or “white” Stone 

Divergence from the Pure white 
Standard is Usually in the direction 
of yellow and rownish Stones. 
this coloring matter due to minute 
Particles of (ron oxide. Breathing 
one diamond Often Shows its color, 
OV its lack of color. 

Loca} diamond hi 


















A least 


tnd floor Miami Say. Bldg, 
*5 8. Main St., Dayton, oO, 


Number two of » Peekly secles 
‘Copsright 1946, 
—. — > een 


iL institutional advertising , b 
SIICCKESSFUL institutiona iminated y 
peg-wenben preeeromnanenes spear eal: 
for ae O., jeweler, ee 4 a national 
sorte emer in the form of recognition by 

d dividends ization. - 4 9 
wise ing research ars “Diamond Points,’ —_ 
advertising ighted series entitled, d, although small in 

The copyr! 1 Herald and, a iderable 
Journa , ted a consider 
in the Dayton by 64”), it attracted f offering 
" n ’ e ot O 
size (one column ” th ough Werst’s devic ith sound “Diamond Points" 
f attention thr ether wit Diamon 
amount o facts about diamonds tog 
c 
little-known fa 











oe ~ ep 


ads used by Werst 
devote major “4 
phasis to —_ 
about gems, _ 
brief paragrap 
about his business. 


; ; ds ap- 
a a from the reproduction of the a 
As can be s 


format was use a 

is page. the same “Diamond Points. 
pearing “a ae ache a sen mama the owner 
Mg o b Tine ‘the statement tha ‘amond, two para- 
we tie ally-known Vanderbilt i aee paragraph 
of the nation diamonds, one s lling 

facts about has been se 

graphs 7 t the fact that the Werst firm and, finally, the 
a = ds in Dayton for 25 years 

e diamon , 
fin ’s signature at the bottom. from world diamond 
wereld red in the series range isin of the term 

pr n2erg eo a consideration of the orig 

tion 

produc 


, E 
-KEYSTON 
’ IRCULAR K 
(Please turn to page 212 THE JEW 








180 





mporters of GENUINE ZIRCONS, 


the only stone house specializing exclusively in GENUINE 


ZIRCONS. We have available for immediate delivery any 
quantity of beautiful blues and whites in all sizes. Qualities for 
every grade of jewelry from Sterling to Platinum. Original 


Kolacms colamentt-elelammttaasy 


JAMES A. DRILLING COMPANY. "© 465% 
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Physical Properties Used in the 


Determination of Jewelry Stones 





3. Specific Gravity (Parti) 


» the reader will have deduced, the determination 
of specific gravity is one of the time consuming 
methods of determination favored by the theorist and the 
connoisseur but usually of so little practical use to the 
professional jeweler that he is not justified in wasting 
time upon it. The distinction between the two jade 
minerals, nephrite and jadeite, and of some tourmalines 
and precious topaz are the only ones in which it is of 
importance, if we exclude the collectors’ gemstones. There 
are other determination methods of more or less applica- 
tion, 2 few of which we shall mention. 

First we might speak of a chain balance, adapted to 
mineralogical uses by Dr. Harry Berman of Harvard and 
known as the Berman Balance, fig. 1. This is a simple 
and sensitive device for weighing stones, with an arrange- 
ment on the balance arm for weighing the same material 
in air and in a liquid. The regular Berman Balance works 
only in the range of 0 to 75 milligrams, too low for most 
gemstones worth testing (1 carat equals 200 milligrams) , 
but a special model has been made operating in the range 








Fig. 1. Berman Balance, a simple and sensitive device 
for weighing stones. A special model has been made for 
jewelry stones, operating in the range of | to 5 carats. 
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by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


of 200 to 1000 miligrams (1 to 5 carats). Since the range 
of any one chain balance is limited, and to cover all 
stones one would have to have a whole series of these 
expensive balances, it is not a very practical solution, un- 
less one has many determinations to make. It is unques- 
tionably the easiest and fastest accurate method of getting 
density determinations available today. However, the 
jeweler would have to specify the weight range desired 
and place a special order to get a suitable balance. For 
mineralogists the Berman Balance range is fine. 

Next we might speak of the heavy liquids. There are 
many sorts of liquids in addition to water, and gravity 
might be determined in relation to them and corrected 
to the reading for water. The Berman Balance normally 
is used with toluene, a light liquid, and the results cor- 
rected to make allowances for this. Toluene is lighter 
than water and is preferable because of the greater ease 
with which small grains sink in it (get wet) and the re- 
duced trouble with bubbles. There are many liquids 
which are heavier than water, and some that are as heavy 
as the jewelry stones we want to test. These are known 
as heavy liquids; with proper mixtures one could make 
up a series to give accurate determinations of almost any 
likely density. Since the liquids are expensive as well as 
messy, however, we usually make a series of stages in 
which the stones will either sink or float, and thus sepa- 
rate groups. With a properly chosen set, a sequence could 
be made, of about four liquids, which would distinguish 
between all the confusing stones. 

Bromoform is the cheapest and lightest (and pleasant- 
est) of the heavy liquids. It is CHBr; (carbon, hydrogen 
and bromine). At room temperatures it has a density of 
2.88; higher than some of the common jewelry stones, as 
will be seen by the table. It can be diluted with alcohol 
(and freed of it again by adding water and shaking). An 
ideal first step for a set of heavy liquids would be some 
slightly diluted bromoform in which beryl just sank, and 
on the surface of which the quartz group and lower stones 
would float, fig. 2. 

Next in convenience, but considerably more expensive, 
is methylene iodide, CH2I2 (carbon, hydrogen and 
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bardinal Diiaments are Fine Liamentlt 


The Cardinal Principles of Fine diamonds... color, clarity, proportion and brilliance 
...are guaranteed in a Cardinal Bonded Diamond Ring. A reputation for quality 
that has been built and maintained for more than 60 years. Each 
Stone in a Cardinal Bonded Diamond Ring is selected 
with the greatest care. . . then mounted in 
modern settings of the finest 
precious metals... 





BONDED DIAMOND RINGS 


NATIONALLY ADVERTISED IN LEADING MAGAZINES 
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Fig. 2. Permanent "heavy liquid" bottle designed by 
Dr. Pough has flared ground glass top. Stainless steel 
spiral spoon remains permanently in the bottle and, in 
addition to conserving the contents, simplifies the re- 
moval of any stones which may have sunk to the bottom. 


iodine) which has a density of about 3.33 and hence, will 
just about float jadeite jade. Since this is too great a step 
from bromoform’s top, it would be best, if we were mak- 
ing up a set, to dilute the methylene iodide with benzine 
or toluene to make a stage with a gravity around that of 
tourmaline 3.03). This would float beryl, nephrite, tur- 
Guoise and lapis (stones which had sunk in our first 
bottle), and permit blue topaz, kunzite and jadeite to 
sink. The pure methylene iodide would then float all the 
lighter stones, plus the tourmaline, jadeite, kunzite, and 
euclase, while peridot, diamond, sphene, precious topaz, 
spinel and corundum sank. 

Lastly, we would have to turn to an unsatisfactory and 
poisonous heavy liquid, known as Clerici’s solution, or 


thallium malonate CH2(COOT)». (carbon. hydrogen, 


Fig. 3. The author (left) 
observes a demonstration 
of the Hawkins Density Gel 
Column, conducted by its 
inventor, Dr. A. C. Haw- 
kins. Inset shows detail 


of the Density Gel Column. 
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oxygen and thallium), a clear liquid with a gravity of 
4.25. It can be diluted with water to reduce its gravity 
to any desired point, so all of the transparent heavy 
jewelry stones could be separated with it. An ideal soly. 
tion would be one around 4, in which corundum would 
neither sink nor float, while zircons sank and diamonds 
floated. However, the expense and the hazards of Clerici’s 
solution make it a questionable tool for the jeweler who 
rarely needs gravity tests for identifications. 

The recently described and marketed Hawkins density 
gels are an ingenious modification of an idea of the 
writer’s which should give fairly accurate density deter. 
minations. The writer has long wanted to experiment 
with a Density Column, a glass tube filled with a viscous 
liquid, such as a dense mineral oil, and time the rate of 
fall of a mineral grain or cut stone through a distance 
of about three feet. It would seem to be possible, once 
a series of rates of fall with known stones at known room 
temperatures had been made to make fairly accurate 
gravity determinations of equi-dimensional grains. How. 
ever, a double valve arrangement would have to be 
worked out to avoid draining the tube to recover each 
stone. 

The Hawkins gels are based on the same idea, with 
the exception that the gels are so viscous that ten inch 
tubes are sufficiently long to separate two sinking stones. 
Specific figures cannot be determined, but an unknown 
stone can always be compared with a known stone of 
roughly comparable size and a relative gravity figure 
obtained. This is usually sufficient, and the stones can 
be recovered simply by inverting the container so that 
they sink again to the top and are fished out before they 
can sink again. The other Hawkins system, using small 
jars and noting the rate at which the stones sink beneath 
the surface is equally indicative. Fig. 3. 

As will be surmised from a perusal of this account 
of methods of density determination, specific gravity is 

(Please turn to page 212) 
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Good Will 


Barry’s, Elkhart, Ind., puts 
two cents in parking meters 
for overparked local shoppers: 


reaps goodwill a thousandiold. 


by CAL JENSEN 


66" MINHE best two-cent investment in good will and ad- 

vertising that I’ve ever made,” is the way that 
Samuel B. Pliskin, owner of Barry’s Jewelers, 529 5. 
Main St., Elkhart, Ind., sums up results of a “good- 
neighbor” policy he adopted following the introduction 
of parking meters in his city. 

While the idea is not a new one (see December, 1946, 
JC-K, page 206) it is new to the city of Elkhart and its 
people. Here’s how the plan works: 

When any member of Barry’s five-person personnel 
chances to be out on the sidewalks, enroute to the bank, 
out to lunch, and on other errands, he keeps an eye 
peeled for the red tags on parking meters denoting ex- 
piration of a motorist’s parking time. His next step is 
to drop two pennies in the meter, which extends the 
parking time by 24 minutes, and slips a blue tag under 
the windshield wiper of the car. The tag reads: “Your 


186 


oS Sar 


ih a a a ae ae 


An employee of 
the Barry firm 
affixes a card 
to windshield 
of a parked car, 
Grateful auto 
owners become 
staunch Barry 
customers as gq 
result of plan, 
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This card is placed on windshields 
by Barry's employees after two cents 
has been put in the parking meter. 


Parking Time Was Up. It has been extended 24 minutes 
by courtesy of Barry’s Jewelers, 529 S. Main Street, tele- 
phone 4200.” 

Since the idea was first placed in operation late in the 
summer of 1947, it has had some remarkable effects. 
“There have been many actual direct purchases by folks 
who came in solely as a result of having received our 
tag,” Mr. Pliskin stated. “Nearly all come in to say 
‘thank you’ sooner or later, and this is invaiuable in get- 
ting them acquainted with our store. And a surprising 
number of such folks come in and offer to repay the 
two cents we deposited. These offers are turned down, 

(Please turn to page 216) 
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Paris Designs Offer 


Wide Kange of Appeal 


VOLUTION in style, combined with an abundant 
fantasy and variety to meet the taste of both so- 
phisticate and conservative, characterize the above group 
of designs selected from the latest issue of the Parisian 
jewelry design quarterly, L’Officiel de la Bijouterie & 
Accessoires. 

Of particular interest are the rings in the bottom circle 
which show two distinct trends in contemporary ring 
design, each equally appealing in its own way. The evo- 
lution of the ring watch into a richer article for semi- 
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formal and formal wear is significant in its new possi 
bilities for the jeweler. The novel bracelet watch with 
its hinge and lock theme is also an interesting example 
of the many new designs presented in the current edition 
of “L’Officiel” whose New York office is located at 41 


Union Square, West. 
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Effective Windows 


Particularly outstanding among the 
several Bates' windows was a bridal 
window, left, showing matched wed- 
ding and engagement ring sets. Win- 
dow below, promoted idea of giving 
silverware as a Christmas present. 





Key Interest in New Store 


IGHLY effective window displays, expertly con- 

ceived and executed were, in part, responsible for 
the opening-day success of the new Bates Jewelers, at 
Ninth and F Streets, N.W., Washington, D. C. Six police- 
men on special duty were required to manage the crowds 
attracted by the event and form them into queues to 
await their turn to enter the store. 3 

The banks of carefully-designed windows in the low 
background design, facing both streets, served a double 
purpose on the opening day. First, they served as mag- 
nets to attract the attention of the public. Secondly, 
once people had to line up awaiting their turn to enter, 
the windows afforded an excellent view into the store. 
thus maintaining initial enthusiasm. 

The designers of the windows arranged a basic uni- 
formity in the displays by utilizing fine grained blonde 
wood throughout as background screens and in the 
square and triangular display racks. Advertising legends 
which varied from window to window were in biege 
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by M. O. WAUGH 


letters on a black background, each being framed in 
gracefully curved blonde wood. The windows were car- 
peted throughout in a basic fine weave gray of pleasant 
texture, and all display boards and stands for small items 
of merchandise combined black velvet with turquoise— 
a combination which proved to have eye-attracting pow- 
ers. 

Such details, combined with the modern use of plate 
glass and only small dividing lines between the windows 
accomplished a light, clean, brilliant effect which made 
the store stand out among its neighbors in the area. 
This feeling of up-to-dateness in the window design car- 
ried over into the store itself with the result that the 
windows promote not only the items on display but, 
also, the establishment itself. 

Beyond the natural unity of the overall design, each 

(Please turn to page 212) 
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LinpE Synthetic Sapphire 
and Ruby are identical in 
physical and chemical 
properties to natural gems 


Synthetic Star Sapphire 





WITH A *“NATURAL’’ STAR 


Science has now reproduced the phenomenon 
of nature that causes the star to appear in sap- 
phire and ruby. The first public announcement 
of this achievement was made on September 
24th of this year. 

This is a real star—a "natural" star in every 
sense of the word, because it's inherent in the 
stone. 

In beauty, color, and sharpness of asterism, 
these synthetic star sapphires and rubies are 
comparable to the finest nature has given us. 

Only to the jeweler equipped for examina- 
tion are these gems distinguishable from nat- 
ural stones—to the naked and unpracticed eye 


they are not discernible from natural gems even 
when placed side by side with those of col- 
lectors’ quality. 

LINDE Synthetic Star Sapphires and Rubies 
are not mass-produced—that is why they vary 
in size, shape, and color, just as do the natural 
stones. Essentially a product of the laboratory, 
they are, and will continue to be, available only 
in limited number. 

Natural star sapphires and rubies compar- 
able to these superb LINDE synthetics command 
such high prices that they are far beyond the 
reach of most people. But LINDE synthetic 
stones offer the same lasting beauty within a 
moderate price range. 





LINDE Synthetic Star Sapphire and Star Ruby are distributed by 


Max Duraffourg Gem Company 


576 Fifth Avenue, New York 19, N. Y. 
Cable Address MAXDURAM ° Telephone BRyant 9-4161 








Chime Cloeks Offer Answer 
To Many a Gift Problem 


Sundman’s, Denver, Colo... recommends them for anniversaries, 


wedding gifts. ete.,. and has found the response gratifying. 
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HIME clocks for the mantel, parlor, etc., are an un- 

usual specialty which has brought a consistent 
stream of traffic the year around to Ivan E. Sundman, 
proprietor of Sundman Jewelers, Denver, Colo. 

Mr. Sundman, long-established as a “neighborhood 
jeweler,” feels that chime clocks are one item that many 
jewelers have overlooked in the pressure of competitive 
selling. “Except for a few long-established furniture 
stores, most customers tell us that they are unable to find 
chime clocks in the better-price brackets anywhere in 
the city,” Mr. Sundman pointed out. Now, most people 
like chime clocks, and almost everyone can remember 
the decorative clock in the center of the living room man- 
tel,” he continued. “Therefore, we carry them all the 
way up to $50 and $75, keep a display continuously on 
view in the window, and leave it up to the endorsement 
of satisfied customers to send us new prospects.” 
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Ivan Sundman shows a 
mantel clock to a cus- 
tomer in his Denver 
store. Many brides- 
to-be select — styles 
which are later sug- 
gested to gift givers. 


by ROGER LONG 


“Except for the short period during the war when not 
enough clocks were manufactured, we have always been 
able to maintain a full-size stock of three nationally- 
known manufacturers,” Mr. Sundman said. 

‘In normal times our rate of turnover is about twice a 
year, but during and since the war, clocks have been mov- 
ing just about as fast as we can get them. In other words, 
there is no problem of dead or slow moving stock with 
a good line of clocks. Only occasionally is it necessary 
to advertise clocks, when stocks get above a certain per- 
centage. 

Ninety per cent of them are sold as gifts from husband 
to wife, or are purchased by people who have furnished 
their homes in period styles, and desire a clock as the 
setting-off touch.” 

One case at the rear of the store, consisting of five 

(Please turn to page 215) 
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NO. 80152—RETAIL $3.95 NO. 80153—RETAIL $4.95 NO. 80154—PLAIN $4.95 





STANDARD AUTOMATIC, STANDARD AUTOMATIC, NO. 80155—ENGINE TURNED 
SMOOTH POLISHED NICKEL. ENGINE TURNED, POLISHED $6.00. PLAIN SMOOTH 
YOUR COST $2.37, LESS 2% NICKEL. YOUR COST $2.97, POLISHED OR ENGINE 

CASH DISCOUNT LESS 2% CASH DISCOUNT TURNED NICKEL. BOTH 


AUTOMATIC. $2.97 OR $3.60, 
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The Ad-Viser 





-.-. Radio Advertising 


by IRVING SETTEL 


Twelfth in a series of articles designed to help retail 


jewelers in doing a better advertising and promotion job. 


HE use and popularity of radio advertising has 
steadily increased among retail jewelers during the 
past few years. Along with other promotional media, it 
has proved its worth in stimulating sales of merchandise. 
In some cases, it has proved superior to other forms of 
advertising (including newspaper and direct mail). 
These instances can probably be traced to radio’s unique 
personal contact with all classes of potential customers. 
Important too, is the fact that the public generally con- 
siders all broadcasting “newsy” in one form or another. 
Latest styles, special sales and offers are almost always 
considered welcome news to listeners. In addition, the 
excellent good will value of radio advertising is an im- 
portant point in its favor. 

As far as direct selling is concerned, it is certainly 
simpler to listen to a sales talk than to read one. Reading 
takes effort and understanding. The persuasive and 
pleasant voice of a trained announcer is easily more 
convincing to thousands of attentive ears. Its effective- 
ness is almost incalculable. 





PROBLEMS OF THE RETAILER 


A retailer deciding to use radio as an advertising 
medium is confronted with many problems. Solving 
these problems intelligently can mean the difference 
between success and failure. Let us try to answer some 
of the basic questions he may ask: 

Which station should I use if there is more than one 
in town? 

If there is but one station in town, selection, of course, 
is predetermined. However, many communities support 
two or three. In this case, there are several factors which 
will influence your choice. Among the most important 
include: 

1. Which station covers the territory you desire to 
reach? Ask each station for a Field Intensity Map, which 
is supplied free by all stations and which show the areas 
reached. Sometimes, a station in a neighboring city 
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covers desired territories better than the one in your own 
town. 

2. Which station reaches your own type of audience. 
Very often, one station is more popular with certain 
groups than others. For example, some may cater to the 
working class while others may appeal to the higher 
financial groups. Here too, the station can supply infor- 
mation which will serve as a guide in choice. 

Which times of the day are most desirable? 

Sometimes, you will not get much of a choice of time 
with a certain station. As a matter of fact, availability of 
desirable time may be the determining factor in choosing 
a station. However, assuming that a choice is offered, it 
is well to remember that the hour is of great importance 
and should be carefully considered. Try to coordinate 
the timing of your broadcasts with the shopping habits of 
your town. The following table of group popularity of 
hours may be used as a general guide. 

From 6 A.M. to 8 A.M. .. Men (before work) 
From 8 A.M. to 6 P.M. _ Housewives 
From 4.30 P.M. to6 P.M... _ Children 
From 6 P.M. to 11.30 P.M... Men and Women 
Sundays, Mornings and Evenings 

Men, Women and Children 

In about 85 per cent of the homes in America, there 
is always someone at home who can listen to the radio. 

Another important factor which will determine the 
choice of time for a program will be adjacent and com- 
peting shows. Before signing a contract for time, care- 
fully study a station’s programs. Try to obtain times 
between popular shows in order to capture the audience 
which has been listening or has just tuned in to listen to 
a show. In addition to building up your own audience, 
you will get the benefit of additional listeners. Another 
consideration should be simultaneous programs on com- 
peting stations. There may be stiff competition for listen- 
ers during that particular time. 

(Please turn to page 216) 
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cience’s amazing ingenuity has the country has more than matched 
achieved a modern miracle — the production—and 1s ever increasing. 
synthetic reproduction of natural 
stars shining from the depths of 
velvety-blue sapphires and rich red 


We are utilizing our every facility 
to satisfy the mounting retailers’ 
needs in synthetic star sapphires 
rubies. and rubies set in typically beautiful 
Church-designed rings for men and 


women. 


These synthetic star sapphires and 
rubies have every beauty and qual- 


ity of Nature-formed stones — in ol 
fact, are indistinguishable to all but Church. and 
experts — yet cost mere fractions of Whi 
natural star stones. MANUFACTURING JEWELERS 


Since their introduction, demand 2 Garden Street, Newark 5, N. J. 


for these star beauties throughout Member American Gem Society 
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by R. A. LYNCH 


Luggage is so arranged in the 
Sunshine store that some 27 
different styles may be shown 
to the customer. Large pieces 
are shown on the floor, smaller 
ones atop various displays. 


Ample Space Is Essential 


To Display Luggage Properly 


Sunshine’s luggage department. Denver. Colo., is arranged for the 


eustomer’s convenience. Matched sets are displayed and individual 


WELL-OPERATED luggage department has many 

advantages for the jewelry store in addition to 
direct profit, according to Louis Sunshine, head of Sun- 
shine Jewelers, Denver, Colorado. 

“We went into the matter seriously before adding 
luggage to our lines,” Mr. Sunshine pointed out, “gather- 
ing suggestions from manufacturers, querying our cus- 
tomers, and determining the factors which make this mer- 
chandise successful. We began thinking about luggage 
simply because many customers asked for it, and be- 
cause in our small leathergoods department, we have for 
some time carried makeup boxes and larger leather gift 
items which sold effectively. The upshot of the study 
was that luggage would fit admirably into the store.” 

The basic requirements of successful luggage mer- 
chandising, Mr. Sunshine found, were first, ample space 
for display both inside the door and in windows, with- 
out crowding aside more standard jewelry lines. Second. 


a certain amount of training for salespeople was required” 


(Please turn to page 218) 
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components sold as ‘open stock’, paving the way for future sales. 














— 


A small travelling case is shown to a customer by 
one of the sales personnel inthe Sunshine store. 
Note the raised display for medium-sized luggage. 
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| EXCLUSIVELY WHOLESALE 


Now is the time to bring your stock back in balance. You can do this quicker and 
more satisfactorily if you use the ALLEN CATALOG and send us your order. 


This new 1948 catalog has a comprehensive listing and illustrations of Diamonds, 
Rings, Watches, Jewelry, Plated Silverware, Sterling Silver Clocks and Novelties 


from which to make your selections. 


Keep this catalog convenient at all times throughout 1948. The use of it in the 
purchase of merchandise will bring profit and satisfaction to you. 


AVAILABLE TO ESTABLISHED RETAIL JEWELERS ONLY 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 
10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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Use of Native Stone 
Makes Pleasant Faeade 





Y utilizing native building stone, natural-finish red- 





wood and mahogany plywood, Stratford’s Jewel- 
ers, Newton, N. C., have managed to create an eye-catch- 
ing store front with wide appeal. 

The store, which is not extremely wide. has a pair of 
display windows, one on either side of the entrance. 
Almost perfect cubes in shape, these windows have glass 
on two sides and project. somewhat. from the building 
proper. The rough textured stone of the exterior finish 
is carried right into these windows, thereby accentuating 
the minutely detailed jewelry appearing therein. 
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by VICTOR LUCAS 


Combining natural-finish redwood 
and mahogany plywood with rugged 
native stone achieves an unusual 
effect. Display windows project 
somewhat from sides of the lobby 


An arehed entry which goes 
through to the interior 
ereates an unusual effect 
for Stratford’s Jewelers 


in Newton, North Carolina. 


The entrance to the store, gracefully curved down- 
wards from the facade to the doorway, is formed of 
molded redwood shapes brought down to form the head 
above the door. This, together with the stone areas 
which are carried on into the store through the doorway, 
serves to unify the project effectively. 

Metal trim surrounding the display windows, as well 
as that on the custom-made door, is satin finish alumi- 
num especially fabricated for the job. 

Conception and execution of this unique store front 
was accomplished by Design Associates. of States 


ville. N. C. 
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the ring that attracts... 





Patent Pending 









the ring that sells... 








the Multi-Purpose Ring... 








Friendship ... Guard .. 
...Wedding...for ladies and men. 


... A mew creative concept in rings, truly 


ingenious in design. . . faultless 


NO SIZING PROBLEM 
It is flexible and expands smoothly to give 


perfect fit and comfortable wear. 


Available in two widths...and three sizes, 
(covering 3% to 11)...In yellow, white 


and pink 14 Karat solid gold. 


Regular band..25.00 Wide band. . 32.50 


Keystone discounts 
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WINDOWS FOR THE COMING MONTH 
(From page 149) 


with Spring flowers. Costume pins are featured on smal- 
ler pedestals and other jewelry is displayed on the win- 
dow floor. An egg-shaped poster trimmed with a net 
ruffle carries the copy—‘‘Dress Up! It’s Spring! It’s 
Easter!” The figures can be outlined on colored poster 
board and cut out, or velour paper can be mounted on 
heavy cardboard for a softer finish. Be sure to follow 
fashion models of the current mode with the new longer 
skirts and at least one with the “ballerina” silhouette— 
full:ankle-length skirt. A few lines in contrasting color 
will be needed to indicate arm holes, skirt fullness. and 
so forth, but they need not be detailed in outline. Use 
light, dainty fabric for the swag drape so that it will 
hang gracefully. If you have plaster column elevations, 
they would look smart, but almost any simple cylinder 
elevation will do the trick. 

Since the Easter bonnet or hat is for some reason the 
symbol of new Easter toggery, hat silhouettes are used 
for holding costume pins in the second display. Simple 
cut-outs can be made from heavy cardboard and covered 
with fabric. Little painted wooden “hat stands” can be 
improvised to support hat and attached jewelry pin. 
The miniature hat boxes are used as “elevations” and 
as centers for jewelry groupings on the window floor. 
These boxes can be made up from light weight cardboard 
or the miniature boxes that some hat shops sell can be 
covered with colored paper. Or try the “5 and 10” for 
candy favor boxes. If you can,find a particularly cute 
and “dressed up” dolly for this window, she will add 
interest, but she should be a beauty! And she must 
have a hat! Artificial Spring blossoms are scattered 
across the background with the copy scroll—‘New Jew- 
elry—gay as your Easter bonnet!” 





TEEN-AGE JEWELRY SHOULD APPEAL TO YOUTH 


(From page 158) 


be more jewelry created especially for the young girl. 
jewelry designed to emphasize ‘her youth and at a price 
that she can afford to pay. He feels that the jeweler is 
in an excellent position to recommend to her the kind of 
jewelry which is best suited to her age and which will 
provide the perfect complement for youthful attire. 
whether it be sweater and skirt or the first black date 
dress. 

“Il have always contended that older women should 
dress to show off the important pieces of jewelry that 
they possess, and that their wardrobes must serve as a 
background for fine gems and good costume pieces.” he 
says. “On the other hand, the young girl should dress 
io show off her youth, for the charm of youth is the all- 
important thing. Thus. great simplicity should be the 
keynote of her jewelry. The young girl who decks her- 
self out in a lot of cheap but fancy baubles to trv to give 
the impression of being older and sophisticated will only 
be laughed at. She gains no point in trying to be more 
than her age.” 

One of the toughest problems the jeweler faces in sell- 
ing to the teen-age. crowd is to convince them it is better 
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PARTIAL LIST OF B. P. & M. WHOLESALERS 


SOUTH ATLANTIC 
DISTRICT OF COLUMBIA 


Forrest E. Peters, Inc. 
918 F Street, N. W., Washington 


MARYLAND 


J. Engel & Co., Inc. 
Baltimore St. & Hopkins Place 


Max Kohner 
21 W. Baltimore St., Baltimore 


Albert S. Smythe Co., Inc. 
5 Hopkins Place, Baltimore 


GEORGIA 


Ewing Bros. 
§ Plaza Way, Atlanta 


EAST SOUTH CENTRAL 


ALABAMA 


Standard Jewelry Co., Inc. 
2113 First Ave. North, Birminghaimn 


WEST SOUTH CENTRAL 


TEXAS 


B. M. Hammond Co., Inc. 
111 W. Commerce St., San Antonio 


Hill Bros. 
3021/2 Main Street, Houston 


Keystone Jewelry Corp. 
Chronicle Bldg., Houston 


Taylor & Co., Inc. 
Sterling Bldg., Houston 


Tynes Co. 
912 Commerce Street, Dallas 


MOUNTAIN 


COLORADO 


The Argenzio Co. 
University Bldg., Denver 


UTAH 


Decker Jewelry Co., Inc. 
107 W. 2nd Street, Salt Lake City 


Movitz Co. 
622 Beason Bidg., Salt Lake City 


PACIFIC 


CALIFORNIA 


A. |. Hall & Sons, Inc. 
San Francisco, Los Angeles 


Joseph Korsen Co. 
220 W. Sth Street, Los Angslies 


Morgan & Allen Co., Inc. 
150 Post Street, San Francisco 


M. Schussler & Co., Inc. 
75C Post Street, San Francisco 


Phillip Wolman & Co. 
315 W. 5th Street, Los Angeles 


OREGON 


Butterfield Bros. 
3rd & Alder, Portland 


WASHINGTON 


Simon Golub 
1417 — 4th Ave., Seofttle 


1. Lachman & Sons 
1504 — 3rd Ave., Seattle 


Balance of list will follow monthly. 
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to own a few good pieces of jewelry that can be worn 
well with any outfit, instead of many cheap trinkets. 
LeMaire says that jewelers must put over this point in 
order to lure the bobby-soxers from the 5-and-10-ceni 
stores and like establishments. 

What kind of jewelry is best suited for the young miss? 
LeMaire likes to see them in pearls, slender gold chains 
and dainty lockets, and strikingly simple gold bracelets 
and rings. He says that for the young girl from the pig- 
tail age to high school graduation, earrings are usually 
taboo, unless she is of Latin descent and has pierced ears. 
Ideal for girls of all ages are hair ornaments, such as gold 
or silver barrettes and combs trimmed with seed pearls 
or precious metals. 

Compacts and wallets styled with youthful appeal are 
sure to make a hit with parents as well as offspring for 
gift giving. Small gold or sterling pins to fasten at the 
throat of a blouse or to adorn scarves and ribbons worn 
under blouse and suit collars are another good young 
idea. Pins and brooches for the young should be in sim- 
ple themes, and the smaller they are, the better, says Mr. 


LeMaire. 





TELEVISION SELLS JEWELRY 
(From page 153) 


Broadcasting System featuring such commentators as: 
Quincy Howe; Joseph C. Harsch; and Winston Burdett. 


They find it pays to sponsor these broadcasts over station 
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Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET 






of Gems 


WCAU in addition to some spot announcements at care. 
fully selected times on KYW, “the second largest station.” 

With the advent of television, Barr’s are now using 
practically every means of commercial advertising avail. 
able, except sky writing, to maintain a well-balanced ad. 
vertising program hitting all types and classes of people. 
Their convenient, central location makes it possible fo; 
them to take complete advantage of the large numbers 
and varieties of customers ioe by such an advertising 
program. They first went on the air Monday, September 
22, "1947. on Station WPTZ Philadelphia, which is the 
Philco Television Station, “the first television sta‘ion ip 
America.” Barr’s hold a 13-week contract for a weekly 
half-minute spot announcement at 7:59 P.M. preceding 
the National Broadcasting Company television news reel 
that is relayed from New York to Philadelphia. This time 
was carefully selected to cash in on the “pulling power” 
of the news program following, and to reach a great num- 
ber of different types of people because of the hour. 

Thus far, in their spot announcements, Barr’s have 
plugged watches of the principal, name-brand companies 
who have been able to supply film. The programs also 
have featured a film on diamond rings, diamond merchan- 
dise scenes supplied by a well known manufacturer, and 
gift items, during the pre-Christmas season. Myer Barr. 
eldest son of Herman H. Barr, the founder, solicited 
16mm motion picture film from many of the major 
national advertisers manufacturing and distributing prod. 
ucts sold in the Barr Stores. With the various films he 
developed programs. 


- 


e NEW YORK CITY 
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A typical television announcement starts with a scene 
of an advertising clock with the name of Barr’s Jewelers 
quite largely placed above and below the dial. The hands 


show the accurate time, with a sweeping second hand , 

turning over the face of the dial. Then, after a brief 

perusal of the time, a young lady is shown inside of the 

company store, being waited upon by one of the sales- 

men. This is followed by a selection from the films sup- 

plied by the manufacturer of the item being shown to 5 others. 
the customer in the preceding picture. This scene takes 

about eight seconds. Next comes a closeup of the store 


watch counter showing dozens of the latest watch models 
of the manufacturer being plugged on this particular 
broadcast. Then the moving picture scene shows a close- 











Importers 


up of the Agency Seal of the watch manufacturer. Then f 
motion pictures of the exterior of each of the four Barr’s Oo 
Philadelphia Stores, with running commentary announced ad 
from the studio. A typical television layout is as follows: H a Mm O Nn S 
ELAPSE TIME SCENE COMMENTARY COPY in all 
00 :00 Wall clock with the We bring you now the 
to name of Barr's, using correct time, courtesy of y I Z F S 
00 :06 the company signa- Barr's, Philadelphia's qual- 
ture, cut "Barr's" ity jewelers and _ silver- 
above on upper part. smiths .Visit Barr's for and 


of the dial and Philadelphia's largest se- 
"Jewelers" bottom lection of (a well known 
part of the dial show- brand of) wrist watches. 
ing the correct time. 


SHAPES 


to 160 frames may be 
shown to black fade- 
out. 


(00 :06 Scene of the name Slogan of the product Memorandum Selections Upon Request 
to and slogan of trade- 
00 :07 name to be featured. 
(00 :07 Scene of Rodeo The watch ... that times 
to the world's championship 
00 :10 rodeo and other events. 
00 :10 Scene of close-up of The four Barr's jewelry 
to stop watch. stores are headquarters 
000 :12 TO sas 
00 :12 Scene of the seal of A complete selection of 
to the trade-name com- (the brand name) wrist 
00 :13 pany. watches and pocket 
watches. 
Continue with: Here are the 4 modern 
00 :13 Movies, which com- jewelry stores of Barr's in 
to mences with a view Ne gi o> — 
00 :19 of Barr's Chestnut St. arr's at 1112- estnut ° ° 
store front, showing Street. Fine Diamond Jewelry 
approximately — 168 occasionally purchased 
frames at 24 frames ; r 
per second. at Sacrificed prices. 
(00 :19 Movie will now shift ... then the Barr store in 
to to view of Barr's Upper Upper Darby at 28 South 
(00 :24 Darby store showing 69th Street. 
approximately 120 
frames. 
(00 :24 Movie will shift to . next Barr's in German- 
to view of Germantown town at 5600 Germantown 
724 :28 store, of which about Avenue. 
120 frames will be 
shown. 
00 :28 Movie will shift to ... and then Barr's Jewelry WH | T ft L ANY E I O T H t = S 
to scene of Frankford Store in Frankford at 4650 Diamond Importers & Cutters 
700 :33 Store, of which 120 Frankford Avenue. 48 WEST 48TH SI..N.Y.C. BRYANT 9-01223 


Convenient terms always 
available. 












































No advertising of this advertising program has been 
considered necessary, but like all good paid advertising 
media this one offers publicity opportunities too. A 
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Waltham Watch made available by the manufacturer was 
presented to the “Queen For A Day” on Thursday, Octo- 
ber 13th, on the radio and television broadcast of this 
show. 

On Monday, Dec. 8th, Meyer Barr and Miss Pearl 
Asen of the Barr Company appeared as guests on the 
Philadelphia Electric Company’s “Television Matinee.” 
This show is on the air from 2 to 3 P.M. each Monday. 
Twenty minutes is devoted to cooking, 20 minutes to 
movies in a light, comedy vein, and an equal amount of 
time to a spot for a guest. On this occasion he gave a 
lecture designed to place before the public information 
quite strange to most jewelry buyers, namely Diamond 
Grades, and other information pertinent to buying. The 
talk was illustrated with charts and drama was added 
with the showing of exact replicas of the British Crown 
Jewels. On this program exact merchandise for sale in 
the Barr Stores was not shown, but tremendous value lay 
in the prestige and publicity gained by such an appear- 
ance on television according to one spokesman for the 
store. 

As in all other forms of advertising, plenty of tie-ins 
with the store were arranged, such as the appearance of 
pictures taken during these television broadcasts in the 
show windows of the Barr Store on Chestnut Street. 





WINDOW SUGGESTIONS FOR AN EARLY EASTER 
(From page 154) 


tablewares so the jeweler who features quality china. 





crystal and silver—especially individual pieces—is sure to 
do a nice business prior to Easter. Crystal is less fre. 
quently publicized than either silver or china, so Bassets, 
Santa Monica, Calif., gave it the spotlight when calling 
attention to tablewares for Easter. The stepped up win. 
dow was floored with billows of pink silk, and had a 
three-panel screen of pastel hues, flanked with tall crystal 
vases holding spring flowers. In the center of the display 
was a big white rabbit with pink ears. Large fruit dishes, 
candelabra, sugar and creamer, plates, cups and saucers 
were shown. 

The Parmelee-Dohrmann Co., Los Angeles, had three 
windows with similar backgrounds calling attention to 
silver, crystal and china respectively. Attached to a large 
ivory hued frame was a large butterfly, fluted fans of blue 
and green paper, and tall grasses dyed in many pastel 
hues. A card on the china display said “Put the joy of 
spring on your Easter tables with floral decorated china.” 
In the silver display there was a small table set with tea 
service. while on the floor were silver candelabra with red 
tapers, a tea service, and a number of pieces of hollow- 
ware presided over by a grotesque chick. A card down 
front observed “Table Charm Forever with Sterling Sil- 
ver.” In the silver department was a table set for a formal 
Easter dinner, with sterling silver, Fostoria crystal and 
Lenox china. Silver candlesticks held tall white tapers, 
and in the center was a silver bowl filled with jonquils. 

The S. Jacobs Co., Nicollet Ave., Minneapolis, Minne- 
sota, keeps the public aware of gift jewelry, tying it in 
with special days throughout the year, in attention-catch- 
ing window displays. 
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* * * THE FOREMOST QUALITY LINE * * x 


ROSENTHAL 


Manufacturing Jewelers Since 1905 
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LADIES’ PLATINUM 
RING MOUNTINGS 





SEMI-MOUNTED 
RINGS 


WEDDING 
RINGS 


G&G KAPLAN 


New York 19, N. Y. 
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Their Easter window last year suggested a piano key- 
board, of which the background was yee in a soft, off- 
white shade of grosgrain silk. The black keys were of 
velvet. Both shades brought out the beauty of the jewelry 

ieces Which were deheged on them. Silver candlesticks 
with white candles gave height and variety. 

The window was themed “Song of Easter.” The music 
staff in the background was cut from wallboard, painted 
black, and suspended by invisible wires. 

Only a few jewelry pieces were displayed but these 
were of distinctive beauty, with diamond settings in rings, 
bracelets, pins and watches. 

The window was designed by Hodge and Biederman, 
display artists of Minneapolis. 
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TWOFOLD SELLING PLAN 
(From page 157) 





the idea gets driven home and inspires many impulse 
sales. 

Two small, curved-front windows on either side of the 
street entrance show individual silver items which are in 
a class by themselves. Often one of these is devoted to a 
civic affair, such as the Red Feather Community Fund 
Drive, or Red Cross appeals. So this touch of good citi- | 














zenship has helped build up the solid reputation of this 
old Milwaukee firm. 

One more long window completes the display space of | | — 
this store. The back wall of this window is left open so | | | When you get a call for fine pearls — 
that passersby can look right into the store and see the | , 
activity going on inside. And there is usually much of 
that, for the store was recently enlarged to twice its for- 
mer size. A small balcony now houses the main office, a 
coat room, and the air conditioning unit. 

The main floor is laid out with fixtures so as to give 
an impression of roominess. Here the customer can re- 
lax with plenty of elbow room. The display cases run 
along the walls with the merchandise bathed in a beam 
of light thrown directly downward from the 150-watt spot- 
light bulbs set into the recessed lighting pockets in the a 
very high, accoustically-treated ceiling. | 

The sixty feet of wall cases with their all-glass fronts 
display silver items, and those along the west wall where 
Miss Alma Upmeyer, daughter of one of the original 
founders, sells the world-famed patterns which this store 
handles, show trays and flatware place settings. 

Right before the winding walnut stairs that lead up to 
the little balcony stands a display case for clocks and | 
weather instruments. A repair department nestles into 
the rear corner of the store, and two desk-type cases 
show fine pen and pencil sets near the center of the store. 
A small room off to one side is one that Mr. Bunde calls 
the “Diamond Room.” In here he transacts all business 
connected with the diamond part of his business, using 
the latest and most modern instruments available. 

Another point of pride with Mr. Bunde is the fine por- 
traits of the original founders, W. H. Upmeyer and L. W. 
Bunde, painted by the eminent artist, Armin O. Hansen. u 
which are hung prominently on the walnut wall. Til 

All of the fixtures in this store are of natural walnut, | F 
designed along strictly modern lines and thus matching | | wee 
the long, sleek lines of the outside windows. a 

There are eight people on the selling staff, many of 


don’t lose the sale because you have 


none in stock. 


Phone, wire or write D’Elia for a com- 


plete memo selection of necklaces or 





individual pearls. Air express or air 


mail will bring them to you over night. 
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Wabash Ave. 





A watch of unsurpassed accu- 
racy to satisfy the require- 
ments of any demand, appro- 
priate for all occasions. 


Each ALTON watch is beauti- 
fully cased, timed and boxed 
in U.S. A. 





Send for Our Latest 
Illustrated Price List 


Weksler & Goodman, Ine. 


CHICAGO 3 
ILLINOIS 


5 South 














206 


whom have been with the company for a long time. As 
a matter of fact, three assosciates have been with this 
firm over thirty-five years! They are Carl A. Hahn. 
Harry P. Manthey, and Fred Gillomen. All three began 
as errand boys, and are now officers in the company. 

As Mr. Bunde puts it, “When you keep a staff so long, 
they are bound to grow right along with the company. 
And it proves how substantial that company is. People 
get to have more confidence in a firm when they see 
friendly, familiar faces there every time they go 
shopping.” 

Several other practical ideas which this firm carries 
out includes the use of a little cart set with trays upon 
which the jewelry containers can be placed for a quick 
trip to the storage vault every night. In this way, this 
cart saves many steps, for before, the staff carried the 
small trays to safekeeping by themselves. Now, however, 
this cart takes everything in one trip. 

Another idea was placing the Bunde & Upmeyer crest 
around the large clock on the wall. Customers naturally 
looked up to see the time, and this made it a natural spot 
for effective advertising. Still a third idea was to display 
the “Buy jewelry from your jeweler” plaque in the win- 
dows and in every newspaper ad. A card boosting their 
credit plan is also effective in the window. 





PROMOTION OFFSETS LOCATION HANDICAPS 
(From page 16T) 


Their success lies in constant repetition of such basic 
policy statements as: “Because of the complete elimina- 
tion of unnecessary overhead I am able to offer you 
BETTER JEWELRY AT Lower Prices than would other- 
wise be possible through the ordinary methods of jewelry 
distribution. Every item is UNCONDITIONALLY GUARAN- 
TEED with reasonable care to give satisfactory service.” 
And the stronger and more specific declaration that “If 
you (a veteran) can buy the same diamond elsewhere, 
quality for quality, within 25 per cent of the price you 
pay me, I will refund your money gladly, plus 10 per 
cent. Other ads are headlined “I Handle Only the Finest 
Diamonds” and “Best Diamond Buys in Town.” 

These are interspersed with advertisements which 
show a flair for showmanship, as witness an ad purposely 
printed upside down to attract attention, a contest offer- 
ing a prize for the best letter telling what the writer 
thinks is the reason for Van Scoy’s rapid growth, and 
the offer of a reward for finding a man who walks the 
streets as “Mr. Veteran’s Friend.” 

The upside-down ad appeared immediately over an- 
other of the store’s ads which was published right side 
up. This guaranteed that a Van Scoy message would be 
seen whether or not the reader “fell” for the inverted ad. 
The latter said that “If you turn the town upside down 
when shopping for jewelry like you turned the papers 
upside down to read this ad, you will find that by com- 
parison, Van Scoy “The G.I. Jeweler’ definitely has high- 
est quality jewelry at lowest possible cost.” Public 
reaction to the innovation was good, with numerous cus- 
tomers and friends remarking about the stunt. 

Offered as a prize in the letter-writing contest was a 
17-jewel 14k gold watch. Letters were limited to 50 
words. In true Van Scoy style, the store did better than 
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‘t advertised and awarded two watches at the conclusion 
of the contest. Indicative of the far-flung clientele of 
the store, both winners lived in suburban towns. One 
letter mentioned that “There’s no need for high-pressure 
sales talks at Van Scoy’s, as his prices and merchandise 
speak for themselves. It’s wonderful to enter a store 
where you aren't talked into purchasing an article.” The 
other prize-winner wrote: “Van Scoy’s realizes that a 
purchase of jewelry is an IMPORTANT purchase. There- 
fore, they give every customer the same careful, courte- 
ous help in selecting his choice. Nothing is ever ‘too 
much trouble’ at Van Scoy’s, where they are as anxious 
to make friends as to make a sale.” 

The store used a six-inch by four-column ad to an- 
nounce a reward of $100 for the identification of Mr. 
Veteran’s Friend. This campaign will run until the man 
is tracked down in conformity with rules which specify 
that the inquirer must ask him: “Can you tell me where 
Van Scoy ‘the G.I. Jeweler’ is located?” To this the 
man will reply, “No, I can’t.” Then the contestant must 
say, “Well, you should. He has been giving 20 per cent 
off to veterans for a year now, and is located on the 
second floor over the Sun Ray Drug Store on South 
Main St.” 

The man will say, “Tell me more, that sounds good.” 
If the inquirer then asks, “Are you Mr. Veteran's 
Friend?” the man will show an identification card and 
escort the lucky person to the Van Scoy store where the 
reward will be paid, then to a photographer where the 
winner's picture will be taken for the newspapers. 


To be eligible for the reward of $100 it was specified 
that a person must have made a purchase at the store 
since a date a few days before the contest started. If he 
didn’t qualify as a recent customer, he would receive 
$50. After three weeks the maximum reward was 
boosted to $125 plus a 17-jewel wrist watch for a recent 
customer, or $75 in merchandise for a non-customer. 

Succeeding ads gave various clues concerning the ap- 
pearance of Mr. Veteran’s Friend and the area in which 
he would be during certain hours. 

Despite one or two close calls he has so far escaped 
identification. Not only is the stunt arousing widespread 
interest, but it is also impressing upon the public the 
name, location and policy of the store. 

Supplementing newspaper advertising, Van Scoy’s also 
uses bus cards and has a radio program over WIZZ, a 
local FM station. 

Visible evidence of the success of Van Scoy advertis- 
ing and merchandising policy is seen in the store in- 
terior, where the original 200 square feet of space has 
been doubled and attractive new display cases and fluo- 
rescent lighting installed. Sales and service personnel 
has been increased until now there are four other per- 
sons besides Mr. and Mrs. Van Scoy. 

Further proof of the success of the somewhat unusual 
features of Van Scoy’s promotional efforts is the fact 
that the store is talked about in a favorable way. To be 
talked about is one of the chief aims of Van Scoy policy, 
says Tommy Van Scoy. People have been known to visit 
the store for the sole purpose of seeing what Mr. Van 
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Scoy looks like. their curiosity aroused by the store’. 
unusual advertising. Recently an American Legion Post 
adjourned its meeting early so that members might 20 
downtown to look for Mr. Veteran’s Friend. Occasion. 
ally the store receives advertising from an unexpected 
source. such as occurred recently on the radio program 
of a competitor. Questioned by the announcer as to her 
favorite jeweler, a woman declared she always patron- 
ized Van Scoy’s. 

Van Scoy’s square deal policy is more than a talking 
point. It enters into all phases of the store’s business, 

“! try to treat everybod, fairly and honestly,” Van 
Scoy says. “To me that is one of the most important 
parts of the jewelry business. Before I went into busi- 
ness I had a few unsatisfactory dealings with retail 
jewelers, so I know what I am talking about. In every 
trade there are a few men who are willing to take ad- 
vantage of those less well informed than themselves. 

“Not only do our customrs receive ethical treatment. 
but I insist upon it myself when buying from wholesale 
jewelers. If a man offers me questionable goods, I walk 
out of his establishment.” 


DIAMOND NICHE BUILDS RING VOLUME 


(From page 164) 


older customers is also climbing, however. Mr. Estey is 
the store’s ring specialist and the intelligent advice he 
gives young men seeking rings has been no small factor 
in the rising profits in this line since the store was estab- ° 
lished in 1937. 

“Take Your Girl to a Movie.” is the title of a onetime 
popular song many young men heed, believes Jeweler 
Estey. In sparking diamond sales at his store he makes 
generous use of screen advertising. Many romances, 
nurtured by hand-holding in the balcony of a local movie 
house, have blossomed into marriages. The firm is taking 
advantage of the opportunity to implant into young minds 
the idea that when the time comes, the Estey Jewelry is 
well equipped to serve them. 

For only $210 per year, the store is allocated several 
moments of screen time which is utilized solely to feature 
the large ring selection, the name brands, the privacy, and 
the competent advisory service the store furnishes mat- 
riage-bound couples. 

Estey’s would make a creditable showing, physically, 
in a town of 3500 residents—which is the population of 
Sac City—or in a city of 32,000. Walls and ceiling in 
pastel green tints, wallcases and showcases of light maple. 
and the oak-finished floor, are features that combine to 
produce a handsome background for merchandise. The 
building is on the main street, which doubles as a U. 5. 
highway. 

In conjunction with the jewelry, a gift and hobby shop 
is operated in the same building by Ruth and Harry Lau. 
The gift shop is under separate management with the 
jeweler and the gift shop owners sharing the overhead. 
It is a highly satisfactory arrangement. Traffic generated 
by the jewelry includes many potential gift buyers. And 
vice versa. 

The man-and-wife gift merchandising team conduct 
their department with big-city tactics, attending gift shows 
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‘n Chicago twice a year, and stocking a wide assortment 
of giftwares ranging from fifty cents to $25. Business 
avitates to the shop from a 25-mile radius. 

“We make a strenuous attempt to avoid stocking the 
sort of thing found in drugstores and variety stores,” said 
Ruth Lau. “It is a policy our customers appreciate.” 

Crystalware, pottery, linens, lamps, pictures, stationery. 
paper items, ereeting cards and books are included in 
the selection of the shop. 

“Gifts and jewelry are two specialty lines, each requir- 
ing specialized sales assistance,” said R. J. Estey. “Where 
your operation is small, and you haven’t the trained per- 
sonnel required to give giftware the proper sales tech- 
nique, I think the policy of leasing out space to separate 
management is a convenient, profitable compromise.” 





TRIPLE REMODELING KEYED TO SELLING 


(From page 170) 


Ebann its best press reception on the opening of the new 
store. In addition to the editorial comment already cited, 
the Anderson Herald contained, also, a number of news 
articles on the new store and, shortly before the opening, 
nearly a full page of congratulatory advertisements spon- 
sored by the various firms taking part in the moderni- 


zation. 


——_— 


PRIZE DRAWING BUILDS TRAFFIC 
(From page 172) 


after which he can get a new ticket every time he comes 
into the store for deposit in the drawing box.” 

The tickets, which customers deposit, are of the two- 
part sort, with a space for registering the name, address 
and telephone number on the top half, and a removable 
stub at the bottom with a duplicate number. Entrants 
may come into the store at any time, and are issued one 
ticket, which they fill out and deposit in a convenient box 
on the diamond counter. After this, Hill’s Jewel Box 
personnel “take them on tour” of the store, pointing out 
new lines of nationally advertised merchandise, the excel- 
lent stock of diamonds and fine jewelry carried, changed 
inventory, special services offered by the store, etc. 
“We quite frankly let people know that the object of the 
prize drawing is merely to build traffic and to acquaint 
more people with our store,” Mr. Kaynard said. “Since 
we are a few blocks removed from the major downtown 
shopping center, our overhead is not as high as other 
stores, which permits us to devote more space to side- 
lines.” 

The regularly scheduled prize drawing has been widely 
publicized by Hill’s Jewel Box by means of newspaper 
advertising, window displays, and colorful signs just in- 
side the store entrance. In addition, the store sponsors 
two radio spot announcements a day, mentioning the 
prize drawing on each. As soon as a prize is won by 
any registrant, the name is announced over the air, which 
Mr. Stillman and Mr. Kaynard have found invariably 
stirs a rash of new visitors to the store. 

As outlined above, the drawing occurs once a month 
or every two weeks, according to how rapidly the box 
is filled up. In one two-week period, for example, 2,000 
tickets were deposited, quite ample for holding the draw- 
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ing at the end of fourteen days. Actual drawing for the 
prize is done by an Augusta City Councilman, or some 
disinterested official with a public following. 

Prizes awarded are any one of three items. usually a 
watch, a ring. or a small electric appliance. “We give 
the customer a choice of whichever of the three she 
wants, and present it to her handsomely packaged, with 
the compliments of the store.” Mr. Kaynard said. “This 
has been the major reason for the excellent response we 
have always had. Making a ceremony of announcing 
each winner over the radio usually has won the good. 
will permanently of the winner, and seldom fails to 
bring in telephone calls from people who want to know 
how they may enter the contest.” 

Visitors to the Hill Jewel Box are invariably surprised 
to find that their participation is merely a matter of 
filling out a card, according to Mr. Kaynard. “Actually, 
the cost of printing the tickets. the cost of the prize 
itself, signs, radio program, etc., is about the same as an 
equivalent amount of newspaper advertising,” he pointed 
out. ‘We consider these expenses actually negligible in 
view of the return. We have kept a close comparison 
between the number of people attracted in by this system 
and by newspaper advertising and find that the results 
are preponderantly in favor of the gift drawing.” 

Net results, after two months of operation, are making 
the Hill name vastly better known in Augusta with many 
new people drawn to and attracted by the well-arranged 
store, and considerable publicity. according to Mr. 
Kaynard. 





PROMOTION ACCENTS JEWELRY FOR ALL 
(From page 176) 


show real punch and got enthusiastic audience reaction 
in the theater. This, along with the radio reaction, was 
reflected in the good attendance at the exhibit. 

Dorsch’s leads provided Miss Steinam with the oppor- 
tunity to introduce and describe the stunning jewels, 
which caused the audience to gasp as they sparkled and 
cleamed in the spotlight. Along with her descriptions of 
of the bracelets, rings and other jeweled adornments, 
Miss Steinam added bits of lore about them. such as the 
origin of the wedding ring. or the meaning of the term 
“Marquise diamond” and the proper pronunciation of 
the word “Marquise”. 

The following day the exhibit opened in the Kay store 
on 7th Street, in the heart of the downtown shopping 
area. This store has the customary counter showcases 
along each side of the room and a display case near the 
center of the shop opposite the entrance. 

The exhibit pieces were displayed in the showcases at 
the right of the shop. On the wall in back of the jewelry 
exhibit hung a series of pictures tracing the story of the 
mining and preparation of diamonds. Directly in back 
of the center showcase was a medium height table dis- 
playing the various pieces of cutting equipment and two 
cases carrying scale models of world-famous jewels. Next 
to this table was an electric cutting and polishing ma- 
chine, the operation of which Miss Steinam demonstrated 
upon request. 

As people came in to see the exhibit, Miss Steinam 
explained the entire process involved in preparing dia- 
monds for use. Calling attention to the pictures on the 
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wall in back of the exhibit case, Miss Steinam explained 
that the mining location shown was South Africa, 
“where, she said, “most of our diamonds come from. 
The pictures highlighted the type of terrain where dia- 
monds are likely to be found, how much of an area must 
be mined before gem bearing ore is found, how much 
ore must be mined to derive a gem, and how much time 
and work must be put into the stone before the finished 
jewel gets to the market. — _ 

Throughout her talk, Miss Steinam repeatedly empha- 
sized the durability, intrinsic value, beauty and proper 
care of diamond jewelry. 

Included in the exhibit jewels were pieces of gem- 
bearing rock, including aquamarine, tourmaline, garnets 
and emeralds. Comparing the quantity of the gem found 
in the ore with the amount of rock that must be mined 
to produce it, the rarity and the consequent value of gem 
stones was graphically demonstrated. Even more dra- 
matic was the contrast, which Miss Steinam carefully 
pointed out, between a bit of rough gem stone embedded 
in a chunk of rock, and a specimen of the same gem, now 
polished and cut to shimmeringly reflect every ray 
of light striking it. Visitors were invariably struck with 
the miracle of the transformation. 

Miss Steinam constantly encouraged the visitors to 
try on the jewelry. “Don’t be afraid of them,” she en- 
couraged the shy housewife. “They were made to wear.” 

“Oh,” said one such little lady, “I wouldn’t dare wear 
a bracelet like that,” referring to a piece set in platinum 
with rubies surrounding the large central diamond. This 
bracelet was valued at $120,000. “But no,” remonstrated 
Miss Steinam. “Diamonds are to wear . . . to enhance 
your attraction . . . to make you pleased with your ap- 
pearance, and your husband pleased with you. Jewels 
aren't bought to be stored away in a vault Buy what 
you can afford—and wear them.” 

An added feature which proved very effective in draw- 
ing people to the exhibit. was three half-hour broadcasts 
from the store, with customer participation. WINX’s 
Joe Dorsch handled this program too, skilfully manipulat- 
ing his questions and comments to bring in visitors’ re- 
actions to the gems and descriptions and explanations of 
them by Miss Steinam. For instance, one pleasant young 
lady was encouraged to try on two different diamond 
rings. Responding to her excited “oh’s” and “ah’s,” 
Dorsch jokingly said, “I’ll bet you’re even afraid to ask 
the prices.” 

“Almost.” answered the young lady. 

Whereupon Miss Steinam came in, saying, “Actually 
this one ring is not so expensive. The reason for that is 
because it is an old mine cut. This cut is rarely used 
now. It is valuable in fine antiques, but modern cut in 
diamonds produced today brings out the qualities of the 
stone so much better that most old mine cut diamonds 
have a lower market value.” 

Miss Steinam was also able to point out trends in 
Jewelry fashions. Indicating the cover watch mentioned 
above, she said, “The old is always new. Here is a re- 
vival of a style popular about 30 years ago, which has 
proved the advisability of joining beauty with utility.” 

This fine exhibit, with its glamor of beautiful adorn- 
ments, and its fund of interesting and useful information 
about gems, serves a two-fold purpose for the Kay 
Jewelry Stores. First and foremost it is a public service 
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SYNTHETIC STONES 








Ruby Cushions 
Garnet Octagons 
Kunzite Ovals 
Alexandrite Antiques 
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linking the name “Kay” with diamonds, and in addition, 
in emphasizing that jewels are for everyone to wear , ,. 
that there is a fine jewel in each price bracket . . , the 
Kay Jewelry Store introduces a personal note. It is, in 
effect, telling the public that it is ready to serve the indj. 
vidual need and want in fine jewels. 





ADS COMBINE GEM LORE WITH SALESMANSHIP 
(From page 180) 


“carat”; from calculating the cost of a diamond to the 
origins of diamond-cutting; from the Cullinan and Van. 
derbilt diamonds to those qualities which determine 
diamond’s value, etc. The facts presented in the series, 
while certainly not new to the average jeweler, are fre. 
quently enlightening to most newspaper readers and are 
certainly written in an interesting, concise style. 

In addition to attracting a considerable amount of 
attention in Dayton and building much good-will for the 
Werst store, the ad series also appealed to the National 
Research Bureau, a Chicago firm which specializes in 
analyzing advertisements. In fact, the series appealed to 
this organization to such an extent that it devoted an 
entire page in its bulletin “Advertising Trends” to a lay. 
out of Werst’s ads. Twenty-six of the “Diamond Points” 
ads were reproduced in the bulletin under the heading, 
‘Successful Institutional Jewelery Series.” 

Since the National Research Bureau’s bulletin is re- 
ceived by every daily newspaper in the United States, 
Wert’s ads have become well-known to a large percentage 
of the Fourth Estate. As a result of innumerable inquiries 
from newspapers and jewelers interested in the series, 
Mr. Werst contemplates syndicating his “Diamond 
Points” advertisements nationally. 





IDENTIFYING GEMSTONES 
(From page 184) 


a nuisance to find and rarely necessary. There is no 
system without its objection. The determination of spe- 
cific gravity either takes an excessive time, requires ex- 
pensive accessories, or gives results lacking in precision. 
Determinations are only possible with loose, unset stones 
or mineral grains. This is at variance, but a pleasing 
variance for once, with the usual dogma that density and 
hardness are important tests into all the ramifications of 
which the jeweler must go before he can identify a stone. 
Fortunately, we rarely need to know the density, if we 
must determine it then we must, but then at least, we 
will know that it was time well spent. Normally, we can 
avoid the time consuming gravity tests and concentrate 
on the simpler constants. 





WINDOWS KEY INTEREST IN NEW STORE 
(From page 190) 


window in the Bates store was set up as a unit present- 
ing a particular type of goods. 

The silver window, for instance, was particularly in- 
spired. A blonde wood screen, topped with a molding 
of garlands made of gilded fir branches and discreet, 
small colored balls of the Christmas tree variety, out- 
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lining a window, which gave the effect of a large and 
delicately elegant Christmas card. Groupings of flatware 
and hollowware, chinaware and tea accessories, mounted 
on low standards, led up to a blonde wood cherub with 
vilded curls and a quaint three-stringed pink and gold 
harp which dominates the design of the window and 
gets the “gift idea” across most effectively. 

At either side of the entrance to the new Bates store 
the windows have been given slightly different treat- 
ment to adapt to the curved-front surfaces which go in- 
ward from the street to the recessed entrance doorways. 
These windows are matched in effect but differ in detail. 
Each starts from a generous pyramid of small, separately 
placed jewelry pieces and culminates in a tall, graceful 
mannequin which gives point and meaning to the dis- 
plays. 

The window on the left has a background of white 
rayon satin with a diamond-figured pattern in the weave. 
This backdrop is trimmed with synthetic gold and silver 
fir branches tipped with golden balls. The tall, graceful 
figure is a fair-haired bride gowned in swirling white 
satin. Featured on the train of the bridal gown are 
small boxes holding matched wedding and engagement 
rings—diamonds in beautiful settings carried exclusively 
in Washington by the Bates firm. 

On the right of the entrance is a gift window which 
featured costume jewelry. Here also the background is 
white satin set off by a standard bearing two white light- 
ed candles and silver leaves tipped with turquoise. The 








mannequin figure is a graceful interpretation dressed in 
cherry red velvet, with the “new look.” The tiny hands 
hold out small gift boxes tied with ribbon. At the base 
of this pyramid the jewelry pieces are shown on small 
black velvet bases with fastening bands of turquoise, 
making a colorful though restrained presentation. This 
is primarily a,crimson and gold window, in contrast to 
the white and silver of the bride window, but part of the 
skill of the designer appears in the balancing of color 
touches. In the silver bride window, the golden hair re- 
peats the “gold” note of the gift window; and in the 
crimson window the background leaves of silver and tur- 
quoise with the white candles, reflect the theme of the 
bridal window. 

In addition to its effective windows. the Bates firm 
uses both newspaper space and radio time, and is off 
to a gratifying start. It isja unit of the Reliable Stores 
Corporation of Baltimore, and in its large departmen- 
talized floor spaces will feature, in addition to the main 
offering of fine jewelry, silverware, luggage, and some 
appliances. Record and photograph studios are placed 
so as not to distract from the main jewelry counters, 
and all displays are diagonally arranged to encourage 
flow of customer traffic from one side of the establish- 
ment to the other. 

Milton Berger, well known throughout the jewelry 
trade, is the manager of the new store. Window de- 
signs ;were done under his direction and in cooperation 
with Irving Bertush of New York. 
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Can You Help Me? _ 
My Display Problem Is 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display 
will be answered in this department each month by Miss Vig. 
ginia Dixon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry field. Mise 
Dixon is already well known to JC-K readers as the author of 
many stand-out articles on jewelry store display. 
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ILL you please suggest some sources for natural 
looking spring blossoms which I can use in the win. 
dow and in the store? C.M.R. 


Answer—There are a number of good sources for 
such flowers in New York. Try the L. J. Charrot Com. 
pany, 36 West 37th Street; Arts and Flowers, 43 West 
56th Street; Colonial Decorative Display Co., 70 West 
40th Street, or Bonafide Display and Decorative Com. 
pany, 61 West 37th Street, all New York City. Artificial 
forsythia, dogwood and apple blossoms are available 
wired on to natural branches which give a very realistic 
effect. 


OW do you feel about the question of showing prices 

on merchandise in the window of a conservative and 

high class jewelry store? Since returning to work in the 
store from army service, I have felt that such window 
pricing was a necessary part of store merchandising, but 
the older members of the firm feel that it cheapens the 
appearance of the window. Is custom changing in this 


regard? P.M.K. 


Answer—I think there has been a very definite change 
in custom in this regard in recent years. The blatant 
price promotion posters in which some stores indulge 
are of course cheapening to any jewelry store, but prices 
can be shown neatly and attractively and most certainly 
are a part of-the selling story which is being told in the 
window display. Many, many people have a very exag- 
gerated idea of the price range of merchandise in the 
average jewelry store. They will go to a department 
store or specialty shop without hesitation for many items 
which are purchasable at the jewelers simply because 
they assume that jewelers price tags are always marked 
out of their reach. The only way to overcome this feeling 
is by constant and consistent showing of prices with a 
wide variety of items in the window, so that comparison 
is easy. It is also an excellent idea for such price cards 
to carry such descriptive information as—“18 karat 
gold,” “sterling silver.” “17 jewels,” “hand tooled leath- 
er,” and so forth, so that the reason for the price when it 
is substantial, is qiute evident. Price signs do not need to 
be conspicuous and as long as they are neatly made and 
of appropriate size they will never look cheap, but they 
should be there to answer the interested customer's ques- 
tion of “how much?” which practically always precedes 
the purchase. 


SHOPPING NOTES 


This year’s Easter eggs will be unbreakable—at least 
there is a display variety that is guaranteed to be hard 
without boiling—regular hen size. packed in 12 assorted 
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Faster colors to a box and not much more expensive than 
the real thing! Write Charm Craft, 334 Lackawanna 
Avenue. Scranton 3, Pa., for these wooden numbers. 


A short time ago, a jeweler wrote to inquire for ways 
and means of preserving fresh flowers in the window. 
Some suggestions were made and now another answer 
has just come to light . . . Res-Ro Process Powder. pro- 
duced by the Amsco Company, Le Center, Minn., dis- 
solves in solution to coat the flower petals with an invisi- 
ble and flexible layer of plastic. which they say will pre- 
serve the blooms almost indefinitely. 


Norton Centerpieces. 119 West 24th Street. New York 
11. N. Y., are offering extremely realistic looking plastic 
flowers. Roses and orchids seem to be the house specialty. 
but others are also available and all in a variety of lovel 
colors. These posies can even be washed! 


With the stronger rays of Spring and Summer sunshine 
on the way. it might be good to give a thought to trans- 
parent sun shades for preserving the colors of your dis- 
play fabrics and what “‘fadeable’ merchandise you have 
on display. Two companies offer such enthusiastic recom- 
mendation for their products that it is difficult to judge 
respective quality without trial. The Sun Shade Com- 
pany, 781 Chancellor Avenue, Irvington 11, N. J.. have 
the new “Infra-Shade” made of a material developed by 
the Celanese Corporation of America. It filters both 
infra-red and ultra-violet rays and is said to give 100 per 
cent visibility, and at all times eliminating color dis- 
tortion. The problem of tearing seams and edges is elimi- 
nated with a new plastic binding. The Transparent 
Shade Co., 501 N. Figueroa Street, Los Angeles 12. Calif.. 
offer their exclusive “Infra-Chem” transparent shade. 
They will send you on request a 20-page booklet describ- 
ing its unique protective features. 


For those stores interested in glass and plastic elevation 
units, look into the “Rigid-Grip” units of the Manchester 
Plastic Corp., 4059 Chouteau Avenue, St. Louis 10. Mo. 
These consist of glass shelves both round and rectangular. 
held together in a variety of positions by plastic supports 
with a sturdy clamping device which allows for varia- 
tion in glass thicknesses and guarantees a solid unit. 
Shelves and supports are interchangeable so that you can 
build units to fit various display needs and change them 
frequently. 


If you are planning an anniversary promotion or need 
any historical pictures you will be interested in the Bett- 
mann Pictorial. Published periodically by the Bettmann 
Archive, 211A East 57th Street, New York 22, N. Y.. it 
is a four page folder presenting a gallery of historical 
prints such as are available from them for promotional 
use. A selection of prints on almost any conceivable sub. 
ject will be sent on approval. 





CLOCKS ANSWER TO GIFT PROBLEMS 
(From page 192) 


shelves in a glassed-in wall case, is devoted to beautiful | 





—— —— ee 





chime clocks, which include marble-cased models. polished | 


hardwoods, but little or none of the “gingerbread” plastic 


or metal styles which have been appearing on the market 
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BRIGGS, BATES ann BACON 
FINE cotp ritteo JEWELRY 


bears these famous names 
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BRACELET 


ORIGINAL EXPANSION BRACELET SINCE THE ‘90S 
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SPRING ACTION BRACELET 
IN AUTHENTIC ANTIQUE DESIGNS 


BRIGGS, BATES ano BACON 


For Men 


THE BEST IN THE WORLD FOR THE MONEY 


@foTg-s10) Meo bat-sabilela Mm commel-sicll Molale MB ilil- Mm Zola © 
manship is built into all Briggs, Bates and 
Bacon jewelry. It will pay you to see your 


wholesaler, today. 


SALES OFFICES 
W. A. ROBERTSON 


150 POST STREET, SAN FRANCISCO, CAL. 


FRANK D. NEWBURGER 


29 EAST MADISON ST., CHICAGO, ILLINOIS 


VV. H. DENNIS & SONS, Ute. 


169 YONGE ST., TORONTO, CANADA 


BRIGGS, BATES anon BACON CO. 


ATTLEBORO, MASSACHUSETTS 
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KINGSLEY 


WORLD'S FINEST 


MONOGRAMMING MACHINE 


STAMPS EVERYTHING 





Including 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches | 
Napkins | 
Xmas Cards 
Gift Items | 


Right in your | 
own sfore 








WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 


Write for Catalog and Ideas 
on Monogrammed Promotions 


Kingsleg 





EASY TO OPERATE 


STAMPING MACHINE CO. 


ROLLYWOOD 286, CALIFPORBIA 
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PACKAGE IN DISTINCTIVE JEWELRY BOXES 








Luxurious, satin lined, spring hinged, fancy cases made of 
metal, covered with simulated leather or velvet. Also, beau- 
tifully styled boxes made of gleaming plastic. 





We will be pleased to serve you. Our packaging 
designer is always at your service for special problems. 


GENERAL CASE CO., INC. 
WAPPINGERS FALLS, N. Y. 
N. Y. Office—1150 Broadway—Murray Hill 6-4660 














in the past several years. Chaste, simple designs are by 
far most popular, according to Mr. Sundman, who says 
he finds that there is very little price resistance if the clock 
offered has soft melodious chimes, an 8-day movement, 
and a reasonably close adherence to period lines. 

The average inventory consists of 24 clocks in the three 
brands, two or three of which are always displayed in the 
window. Occasionally small display cards are used 
which point out “The chime clock is a perfect wedding 
sift—it will keep the recipient remembering you for a 
lifetime,”’ etc. 

Many chime clock sales originate at the watchmaker’s 
desk, Mr. Sundman’s watchmaker pointing out the dis. 
play at the rear of the store whenever a customer brings 
in an heirloom clock for repairs. “A lot of people tel] 
us that they remember with nostalgia the grandfather's 
clocks which were used in the hallway around the tum 
of the century,” Mr. Sundman smiled. “While the ornate, 
rococco styles of that age will not sell today, a more 
simple reproduction of the grandfather clock in a mantel 
model appears to be most in demand at present.” 

The Sundman store, located close to one of South Den. 
ver’s most popular residential districts, makes a real issue 
of presenting the chime clock to prospective brides who 
come into the store for sterling flatware, china, stemware, 
etc. While few brides usually want to spend the $50 to 
$75 required for the better models, almost invariably 
there will be someone on the wedding guest list who will 
be glad to provide just such a gift. Therefore, every 
bride is asked to look over the clock selection and pick 
out the one she would most like to have—the store mak- 
ing no promises, but merely pointing out what a beauti- 
ful gift it will make. Almost every bride is glad to make 
such a selection, and the wedding clock gift provides the 
perfect solution for wedding guests in a quandary as to 
what to give. 





— 


GOODWILL FOR ONLY TWO CENTS 
| (From page 186) 


of course, in a polite manner, for it means that we have 
made another friend,” Mr. Pliskin concluded. 

In addition to these highly satisfying results, the plan 
evoked editorial commendation of the local newspaper 
and was the subject of several interesting-incident news- 
paper stories. It is the intention of Mr. Pliskin to con- 
tinue the novel good-will builder throughout the year 
as a definite part of his advertising and store promotion 
program. 


THE AD-VISER 
(From page 194) 


Which shall I use, a sponsored show or a short com- 
mercial spot? 

This problem will invariably present itself. You are 
interested in attracting a large audience and selling your 
wares. Radio stations offer between 5 and 30 minutes 
(sometimes an hour) for shows of entertainment. In ad- 
dition, they offer and sell time for one minute or less for 
commercial announcements between the shows of adver- 
tisers who are not competitive with you. The spots, being 
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shorter are less expensive and therefore can be used fre- 
quently. Retailers have used as few as 10 and as many 
as 100 spots per week. On the other hand, a quarter or 
half-hour show can build a substantial and loyal audience 
who will listen to your sales talk attentively. Which is 
better? It is a difficult question to answer because it de- 
pends upon the individual jeweler and his town. Frequent 
spots (about 120 to 150 words for one minute) inter- 
spersed throughout the day may do the job in some 
towns and for some jewelers, better than others. Most 
successful retailers use a carefully weighed combination 
utilizing both spot announcements and sponsored shows. 


How much money should be spent on radio adver- 
tising ? 

Radio budgets, like other media, are usually based on 
specified percentage of sales. This too, however, varies 
greatly in the field. Some jewelers devote their entire 
advertising expenditure to radio while others limit the 
amount to only a small part of the total advertising bud- 
get. A series of test runs will generally give you yous 
answer. 

Who will write my radio copy and how personalized 
will it be? 

It must always be remembered that radio copy is writ- 
ten to be heard — not read. When you purchase radio 
time, copywriting specialists are generally supplied free 
of charge. These people write your commercials to suit 
your problems. Therefore, it is wise to follow your pro- 
erams closely, to send your station frequent changes 
corresponding with current merchandising themes and 
promotional necessities. Close contact by the retailer is 
essential for it is he who knows the pulse of the business 
Try to obtain an announcer with a pleasing voice and a 
salesman’s personality, one who knows your store and 
policies. This is essential to a convincing sales talk. 
Having more than one voice will add interest to our com- 
mercials and color to the broadcast. 


How can I coordinate my radio advertising with store 
merchandising ? 

1. The merchandise offered on your program must be 
properly displayed and readily obtainable in your store. 
Your sales clerks should know the content of your show 
and commercials and should make reference to them in 
sales talks. 

2. Always keep a check of the items offered on the 
radio and the extent of its sales. Accurate records will 
assist you in planning next year’s budget. Use your own 
sales record. 

3. Change your copy themes with changing business 
conditions. Emphasis should be placed on creating imme- 
diate sales. Special buys, offers, “give-aways” and other 
promotional ideas can be used. 

4. Always listen to your own program and commer- 
cials. Ask your friends and neighbors for opinions. 
Constantly check for errors and effectiveness. Make the 
show flexible to changing business conditions. 

Radio can do a tremendous selling job if handled 
properly. It is up to the individual retailer to exploit this 
medium to the fullest extent. Next month. we'll offer some 
novel ideas which can be made into successful radio 


shows and commercials. 
(To be continued) 
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Trifold No .28-499 $45.00 
Dozen—Leather lined—change 
pocket—gold plated frame. In 


red, brown, black and green. 






Tiny Mite No.15-938 $22.50 
Dozen—Billfold, change purse 
and key ring. In red, brown, 
black and green. 







ee Merzpouch 

= &£No.15-928 $33.00 

aul Dozen—Lizard covered frame. 
Leather lined with two separate pockets 
for compact and lipstick. Hand shirred 
as only our craftsmen can do it! 









AAS 


QUALITY 


104-6 N. 63rd St., PHILADELPHIA 39, PA. 
225 FIFTH AVE., NEW YORK 10, N. Y. 
PARKER HOUSE, BOSTON 7, MASS. 





KOINTELLER”, “STREAMLINER", “SAFTI- 
itch motif in personal leather goods. 
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SPACE ESSENTIAL TO LUGGAGE DISPLAY 


(From page 196) 


to present it intelligently, and on both a practicable ang 


aii ( \) a gift basis. Third, he determined, there is just as strong 


tg 
(i 
\ 


4 


a brand preference in luggage as in watches, cigarette 
. lighters, etc..—and it was essential that a nationally. 
Ag D £ f ) advertised. well-accepted line be carried. Lastly, the idea] 
‘3 ) luggage market was determined as one remarkable for g 
MEG. CO ; . " ient” 
Be ° large percentage of “‘transient’ customers. 


Ye ) 2 os 
Se 


All of these fundamentals have been answered in the 
merchandising program which the Sunshine Jewelers 
have developed. First. the luggage department is consid. 
ered as an extension of the small leathergoods department 
and customers are led naturally from considering a bill. 
fold all the way up to a pullman case or two-suiter bag. 


roT Luggage and small leather goods are now displayed side. 
CREATORS OF THE FINEST by-side, with the small leathergoode gift department often | 

e ( [ [) : F [LE 1) a point from which luggage sales are suggested and 

JEWELBY ~ “Luggage has broadened our gift market amazingly,” 


Mr. Sunshine said. “Almost every customer who comes 
in to purchase a gift of some kind and is puzzled as to 
what to buy, eventually winds up at the small leather. 
goods counter, where it is a simple matter to point out 
a wide variety of some 27 styles of luggage. and to point 
out that everyone needs it at some time or another. We 
Sold through selected wholesalers only use the slogan that luggage is a gift which keeps on 

viving, and have been able to put over many sales on 
that basis.” 

The space consideration, one which balks many jewel- 
ers in the luggage field, has been answered in the design 
of the Sunshine store, which incorporates a huge 8x7 
| foot window, 8 feet deep, at the right of the store devoted 


to luggage alone. With this adequate space, it is pos- 
COCKTAIL RINGS sible to show from 6 to 18 pieces of luggage without 
crowding and without the admittedly bad effect which 
comes from displaying luggage amid jewelry window dis- 


plays. All window promotion of luggage in the Sunshine 
store is done exclusively at this point. 


9-11 FRANKLIN ST., NEWARK 2, N. J. 




















“We find that many of our customers have formed the 
habit of glancing at the luggage window and suggesting 
it to their friends, simply because the display is so 
large.” Mr. Sunshine said. “With so much space, we 
can work out tasteful displays. without the _piled-up 
atmosphere which destroys much of the eye-appeal of 
luggage.” 

Luggage inside the store appears in a bank display 
along the top of the rear wall cases, and most important, 
on three movable platforms, each large enough to ac- 
commodate three fortnighters, or two-suiters, which may 
be spotted anywhere the store desires. During the eve- 
ning, one of these platforms is rolled up behind the front 
door, to form an effective. spotlighted display. The 
policy in interior display, as well as the window, is to 
show complete ensembles consisting of hat and shoe box, 


OVER 250 DIFFERENT STYLES _ two-suiters, fortnighters, pullman cases, train cases. and 


makeup boxes, all in the same pattern. 
WRITE FOR CATALOGUE ' Sunshine Jewelers have arranged with nationally- 
famous luggage manufacturers to supply a balanced in- 
OL AND JEWELRY CO ventory which permits them to “open stock” the entire 
° luggage line. Thus, if a customer cannot afford to buy 
87 Nassau St. New York 7, N. Y. 














all pieces in the enesmble at one purchase, he may never- 
_ theless be sure of obtaining the extra pieces in exactly 











218 THE JEWELERS’ CIRCULAR-KEYSTONE 

















the same pattern at any time desired. This one fact has | 
encouraged many people buying luggage for themselves 
to make the purchase at the store, according to Mr. Sun- 
shine. . 

“Everybody needs luggage at one time or another,” 
he pointed out. “So we use a lot of suggestive selling. 
Even if the customer is visiting the store only for watch 
repair. to buy costume jewelry, etc., we always point out 
the luggage department, and offer him the same type of 
terms which he uses for jewelry purchases for luggage. 
This has resulted in many additional sales, and during 
the back-to-school season sold almost a complete turnover 
of luggage for school students. We get much transient 





trafic from mountain-bound tourists who find they need 
extra luggage for their trip as well.” 


Although the Sunshine Jewelers are not a “credit | 


store” in the usual sense of the word. Mr. Sunshine has 


found that a budgeted time-payment plan has proven a | 
strong asset in merchandising luggage. Surveying the | 


downtown Denver market, he found that although there 


are many luggage stores and department stores carrying | 
luggage, none of them had a credit-purchasing arrange- | 
ment. Therefore, the store has been able to sell luggage | 
successfully to many people who could not afford to pay | 


for the merchandise in one lump. 





Whole Store Is Show Window 
Customers standing on the sidewalk in front of the 
new Sanders jewelry store in Cairo. Ga., would almost 
swear that they were inside. 


at 


Buy. 


Geena. 
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Waist-high displays, topped by plate-glass windows, permit 
sidewalk shoppers in front of Sanders Jewelers, Cairo, Ga., 
to feel that they are actually inside of the shop. 


Instead of conventional window displays the store has 
waist-high counter-type displays, while the space usually 
devoted to merchandise in other store facades is nothing 








| 
| 


| 
| 


more or less than plate glass. As a result, the customer | 


can see deep into the store and, because of the low dis- 
plays, feel that he is already there. 
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These STAR FEATURES make it EXTRA 


easy for YOU to merchandise: 

w A 100% Polished Diamond. 

vv More Light Reflecting Surface. 

vy New Cutting Process Makes the Diamond Seem 
Larger. 

yx Mounted In Original Distinctive Settings. 

vy Available in Platinum, Yellow Gold and White 


Gold. 
CALL WIRE WRITE 
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Wholesale Jewelers Electrical Distributors 
Lynch Bldg., Jacksonville 2, Fla. 
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Better Selling For Better Profits 


Part IV: Gear Your Selling to Your Customers. 


NE of the best ways for jewelry stores to meet the 
increasing tempo of competition, along with high 
overhead and taxes, is through better salesmanship. This 
calls for all-around effort, as indicated in this statement: 
“He who works with his hands is a laborer; he who 
works with his hands and his head is a craftsman; he 
who works with his hands, his head and his heart is an 
artist; and he who works with his hands, his head. his 
heart and his feet is working the true promotion way and 
will successfully sell the commodities of mass produc- 
tion tomorrow.” 

With plenty of money still jingling in the consumers’ 
pockets, the months ahead will be good for most jewelry 
retailers . . . and extra good for those who know how to 
plan and sell competitively. 

You can enjoy a highly profitable, productive period— 
or you can miss the necessary steps to insure it and then 
the postwar era (that “world of tomorrow” we dreamed 
up) will never be what it might have been for you! Here 
are some of the steps: 





1. FIND OUT WHY PEOPLE BUY. 


To remove the guesswork from your type of selling. 
analyze your customers and merchandise and find out 
why people buy. 

Start with yourself. Why do you buy a certain item? 
Next, why do other people buy it? Perhaps there is no 
one reason. Most people are motivated by various rea- 
sons but some of them will be the same as yours, and 
these “average reasons” are the ones to use most in your 
selling. Ask 100 people the same question and the best 
sales points will be common to about 75 out of the 100. 

If you think it is easy to tell why people buy certain 
products, take a look at the widely divergent answers 
youll get from any such question. 

You may feel inclined to minimize this point and say. 
“IT know why my customers buy jewelry or watches or 
silverware or other items in my stock.” But do you? 
Try putting the reasons down on paper. Whose opinions 
yours or your customers? 

Ask questions, dig out key reasons. examine your 
customer’s needs and. the uses to which he will put your 
products . . . then you'll know how to make an effective 
sales approach. 
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by BRIANT SANDO 


Sales Counsellor 
Louisville, Ky. 


This method often brings out facts so obvious they 
otherwise would be overlooked or taken for granted— 


like the things other people see when they look at you 
but which escape you. 


2. SALESMEN ARE MADE, NOT BORN. 

Everybody that works in a jewelry store or department 
should be considered as a salesman. At least the poten- 
tial is there. 
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When geared to fit the customer, your sales 
talk becomes more pleasant and profitable. 


The old statement that “salesmen are born,” isn't 
heard much any more. And it is well. For the truth is 
that good salesmen usually are made, not born. Envi- 
ronment is more important than heredity. 

Of course, it helps to be born with the natural attri- 
butes of salesmanship—a good voice, pleasant person- 
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To the wholesale and retail jewelers of America: 


Sincere Shank You 


FROM THE MAKERS OF A.S.R. LIGHTERS 








Shank you for the fine cooperation extended to us in the 


past year. The A.S.R. Lighter was a dramatic success story in 1947, 





far exceeding our hopes, anticipations—and production facilities. 


4a ad 

ey, ‘ . . : , 
| Shank you for your patience and understanding while we 
continue to complete delivery on 1947 orders. We have installed 
additional equipment, trained more workers in our careful way of 


| doing things. Our production capacity is being greatly increased. 
= - 7 & “ 


Shak you —w advance — for your continued support in 
1948. Soon. verv soon. well have new designs to submit for your 





| inspection. These we will advertise extensively and promote 


ageressively. Yes, 1945 will be a banner vear. 


And finally, just a plain, old-fashioned thank you, to you, from us, 


WL Re ane 


President 
American Safety Razor Corp. 


N E W Brooklyn 1, New York 
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LIGHTER 














A.S.R. CORPORATION—MAKERS OF PRECISION PRODUCTS 
Gem Razors and Blades ¢ Star Razors and Blades e A.S.R. Surgeon’s Scalpels 
A.S.R. Carpet Weaving Accessories ¢ Ever-Ready Shaving Brushes e Fine Cosmetics 
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ality, stick-to-it-iveness—but there is more to being a 
superior salesman than meets the eye. 


3. ANALYZE YOUR CUSTOMERS. 


A good plan is to divide your list of customers into 
three classes—casual, medium and good. Then try to 
step up each customer one notch into the next higher 
bracket. 

This sounds easy but it requires a lot of doing . .. and 
it is capable of making your total sales show a sensa- 
tional increase. 

Just think what it would mean, at the end of the day, 
if you could sell one more item to every second or third 
customer! 

Size up your customers as they come along. Learn 
to “peg” various types . . . what they like and don’t like, 
how much they expect to spend, etc. Observe what they 
wear, how they act, watch what they are interested in as 
they go through your sales room or plant, and find out 
all you can by talking to them as you show them around. 

After a while you may become an expert on human 
nature—and that always helps! 

Remember, you are engaged in an industry that ap- 
pears attractive and profitable—and that always brings 
in men with ideas and push. One of these fellows may 
come along and shove you into the background if you 
don’t keep a jump ahead. 

Perhaps you're thinking, “Yes, but I am already estab- 
lished and well known in my community.” That is not 
a permanently good answer. 

What restaurant, clothing store, service station, hard- 
ware or grocery store do you patronize? The one that 
is newest, cleanest, gives the best service, and has the 
“know how,” don’t you? Well, your customers will do 
the same. Think that over and try to stay ahead. 


4. KEEP UP WITH ALL NEW FACTORS. 


Many things about the postwar era have not turned 
out as expected, but one phase is running according to 
the book: There are new trends, new desires, new age 
groups, new wage groups, new markets everywhere. 

The alert jewelry retailer and his assistants keep up 
with all these changes .. . in fashions, in style, in design 
and price. They know the latest and best things—and 
the reasons why—and are prepared to pass them along 
intelligently to prospects and customers. 

They know that every day a new crop of people reach 
the right age for some of the items they are selling. Men. 
women and children are constantly changing in age and 
in desires—and this factor alone presents a constantly 
broadening field for your salesmanship. 

It pays to watch the trends in your community .. . 
shifts in buying habits or customer’s preferences . . . as 
well as changes in the actual merchandise available on 
the market. 


5. MAKE THE MOST OF ALL ADVERTISING CAMPAIGNS. 


Tie in your own sales efforts with all the national ad- 
vertising you can—magazines, radio. outdoor. etc. All 
these help to make your local job easier. 

Notice how the good salesman for a manufacturer or 
distributor carries with him samples of all the latest sales 
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promotion material, dealer displays and merchandising 
paraphernalia. By the same token, an alert retailer of 
jewelry and kindred lines uses these same items and ties 
in to them his window or counter displays, his local 
newspaper ads, hand bills or spot announcements. 

Watch all kinds of advertising for lines like you are 
selling. See what the other fellow says and does—you 
may learn something useful. 


Size up your customers as 
they come along and tailor 
your sales talk to fit. 





New ideas, new leads on markets or customers, new 
tips on changing conditions . . . all should be watched 
in your industry’s trade papers, your manufacturer's 
house organ, your trade association’s publicity and con- 
ventions. You can draw something from all these founts 
of knowledge. 


6. INSURE YOUR FUTURE BY SUPERIOR SERVICE. 


If your building or stock of merchandising should be 
destroyed, casualty insurance would cover the loss and 
probably pay for the replacement. But what of your 
customers ? 

Just as you invest in insurance to protect your tan- 
gible assets, so should you insure that most valuable 
asset of all—your customers. 

If you’d lose your customers you'd have to start all 
over again .. . so try sales training and good will to 
insure yourself against customer losses from the indiffer- 
ence of people in your organization or through the con- 
stant pull of competition. 

If you or your helpers are careless, the customer natu- 
rally becomes careless about where he buys next. Every- 
body likes to do business with people who are friendly 
and appreciative, and show it. 

Train everybody in your establishment to start insur- 
ing your customers when they make an inquiry or a pur- 
chase. Be helpful, considerate, courteous. Business goes 


where it is asked, and stays where it is appreciated. 
(To be continued) 
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IN PLAYING CARDS 


To help you sell more playing cards at a substantial 
profit in: 1948, Western Playing Card Co. offers the most 
talked about .. . the most complete line. 
For your customers wanting inexpensive decks, 
for your customers desiring ‘‘limited editions’, there 


is a better Western Playing card for them all. 





Guild Line now features plastic Se" AD eae 
coated cards boxed in clear wy | “a 
crystal plastic cases. Designs from 
Guild's Gallery of Distinguished 
Art. Retails ot 1.75 per double deck. 
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Deluxe Hostess Line now comes 
in handsome new gift type 
boxes, cellophane wrapped. 
Assorted designs. Doubles retaii 
at 1.00; singles at 50c. 





e*ee@#e#s 







Colortone Line in smartly styled 
designs and gilt edges. New, 
beautiful gift type boxes, 
cellophane wrapped. Doubles 
retail at 1.40; singles at 70c. 
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American Artists in Miniature “Limited Editions” 
packed in gift type boxes with clear plastic cover. 
Double decks of faithfully reproduced replicas of 
American artistry. Retails 2.00 per double deck. 
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in addition to the above five spectacular numbers, the Western 1948 
line includes nine other profit producers. Write today for new catalog. 


WESTERN PLAYING CARD CO., RACINE, WISCONSIN 


DIVISION OF WESTERN PRINTING AND LITHOGRAPHING COMPANY, WORLD'S LARGEST COLOR LITHOGRAPHER 
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: American Artists Line the aristo- 
¢ crat of playing cards, now in a 
eS > * jewel case package of clear crystal — 
. plastic. “Limited Editions” of the — 
» loved works of famous American — 
* artists. Double decks at 3.50 retail, 
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Exterior view of one of the four stores in the Sorg chain. 


Four Store Chain 





Modernizes With 


Four Point Program 


by C. L. JAMES 


O remodel and modernize . . . or to retain the status 

quo? That is the problem, induced by post-war 
jewelry-buying trends, confronting retail jewelers in hun- 
dreds of cities and towns the country over. What is to 
be done by the jeweler in the medium-sized and small 
communities to stop the loss of business to the big cities? 
What can he do when his logical customers, those residing 
in his home town and in the nearby rural community, 
succumb to the feeling that only a metropolis, now within 
easy driving distance of most anywhere, has more to offer 
the shopper ? 

These are the questions which confronted the firm of 
Sigmund Sorg, operators of three better-than-average 
establishments at Elkhart and Goshen, Ind., and Bloom- 
ington, Ill.—all cities in the small to medium size class. 
To come up with the right answers, the management be- 
gan several years ago to do some heavy thinking about 
this matter, and planned a course of action. 

Briefly, the program decided upon was a four-point 
plan, which may be enumerated about in this way: 

1. Yes, modernize and enlarge each store to big-city 
up-to-dateness and attractiveness, inside and out. 

2. Supply new and unusual merchandise and service. 

3. Devise more effective arrangement of store displays. 

4. Direct all advertising and merchandising efforts to- 
ward firmly establishing the jeweler as a professional man 
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Meeting big-city competition 
was the problem of Sigmund 
Sorg, and this four-way 


program was his solution. 





This interior view of a Sorg store shows its 
extraordinary depth. Gift section is in rear. 





Close-up view of typical giftwares section in 
one of the Sorg stores. Note lighting effect. 


whose counsel in the selection of gift and jewelry mer- 
chandise is expert and trustworthy. 

The program was not easy to execute, and was beset by 
many an obstacle before the triple re-opening in October, 


(Please turn to page 229) 
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“Something NEW under the SUN” 


The NEW REC-SOL MASTER RUBBER MOLD 
offers you a NEW SERVICE starring Three 
New Ways to Economy — 


SAVE TIME 
SAVE EFFORT 
SAVE MONEY 


Profit from our years of ex- 
perience with our short-cut 
to economy. 


, 
Ween 
y 


. FISHTAIL 


NO MORE ll fl QGgume&, a. mA. 
? Sa - \ / 1/5 Karat to 
HEADACHES  _g— ' Rf 2:12 Karat 


: inclusive 
No more expensive, hand-made originals. 4 oS : , a #B PRONG 
Our expert designers and skilled craftsmen : Ao. 1 Kevet eee Me 
hand-cut the originals from which the Rec- eS. inclusive 
To) MB Cot1C-y am a 000 0) of: a) Co) Co fob d- Merete le (- kd) 0% _— 
mold is pre-tested and guaranteed. Yes, ABOVE DESIGNS CAN BE HAD WITH #C... MIRACLE 
GUARANTEED for PERFECT PERFORM. EITHER -A, -B, OR -C SETTINGS 1 10 Karat to 1 Karat in- 
ANCE. No fuss... notrouble... you receive ian takin 
only the Master Rubber Mold from which 
you make your wax patterns and you're DETACH THIS COUPON AND MAIL NOW! 


ready for casting. 
We sincerely believe that the Rec-Sol Master 


Rubber Mold offers you superior perform- fg MASTER deal 93 Nessa tiees 
ance, but it is said ‘’seeing is believing’... - MOLD 


choose the ring you like and we'll send you MAKERS eles ae. 4 pe ee New York 7, N. Y. 

the mold on approval... ‘see’ how easy ; 

it is to handle, and you'll “believe” in its 

New Economy. 
od FREE TRIAL .. . 1 would like to try your mold for Ring Design 

|e Tod oD 5 C-Lomtero) MB \/ Co t-11-) ae 305 0) f=) am Co) Le MB T-MB o) @- Ent ttt re 


ol) fo) fateh ab ele ME ol) am Colello) & amet sle ME AU lotdeteli-1-10 MB Lo) 4 ———— Setting, to hold a kt. Gem. 
perfect performance as long as the rubber ; 
lasts (indefinitely, if properly handled). ‘m i . . . send more information. 


New designs are continually being created 


by specialists who know style trends. Write, FILL IN AND ATTACH TO YOUR 
wire or phone for further listings of our LETTERHEAD AND MAIL TODAY 


many varied styles of Duets and Ladies and 
Gents rings. 
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LOVELY LOCKETS 
AND CROSSES... 
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OMPLETE your Easter and 
Spring jewelry selection with 
these dainty Mother and Daughter 
Lockets and Crosses by “Hall of 


Providence.” 


The Lockets are available in 1/20- 
12K Gold Filled, Sterling, and Gold 
Plated Metal. Crosses are 1/20-12K 
Gold Filled, Engraved, Embossed, and 
Plain. 


Locket styles include large, medium 
and baby hearts and rounds as well 
as large books, and artfully combine 
hand engraving, embossing, and en- 
gine turning with mother-of-pearl, 
genuine diamonds, crosses, cloisonné, 
and 3-tone coloring in an unlimited 
choice. 
RETAIL PRICES RANGE FROM 69¢ TO $5.95 


Ask your wholesaler to show you the Hall line 
which also includes... 


® WATCH BRACELETS ® HOOP EARRINGS 


© MATCHED BRACELET AND LOCKET SETS 
FOR LADIES 


© “DOLLY-DEB” SETS FOR CHILDREN 
SOLD THRU WHOLESALERS ONLY 


s. of 


. 
Fil 
NN . a 
Manufalerg fee - 
85 SPRAGUE STREET e PROVID 








COMPANY 





PROVIDENCE 


19 Since 1935 
CE 7, RHODE ISLANS 
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The Book Shelf 


For the Clock Collector 


American Clocks and Clock Makers. By Carl W. Drepperd, author of 
“Primer of American Antiques” and “First Reader for Antique 
Collectors.”” Published by Doubleday & Company, Inc. 312 pages, 
400 illustrations. $4.00, postpaid anywhere in U. S. A., by Book 
Department, Jewelers Circular-Keystone, 100 East 42nd Street, New 
York 17, N. Y. 


NDOUBTEDLY most of our readers are more inter- 

ested in selling new clocks than in collecting old 
ones, and this book by Carl Drepperd deals entirely with 
the old. But to any who question giving space here to a 
review of a book about old clocks, let us say that we are 
soing on to suggest using it as a first step by a jeweler 
toward developing a new branch of his business; to study 
old clocks, and buy them, and sell them to collectors—a 
business so far generally and very oddly neglected in our 
trade. Remember, the clock collector is usually a man 
who has made a fortune in some other field than ours, 
who may spend a sizable chunk of it occasionally on a 
rare clock, and less of it oftener on clocks that are old but 
not particularly rare. 

There has been in recent years, all over the U. S. A. a 
great growth in the making of collections of all sorts of 
rare books, of objects of art or ancient use, or what not. 
This is good; it is one of the signs of increasing culture 
of the people in a young and prospering nation, a phe- 
nomenon very well known in sociological history. Among 
the objects that lure collectors, timepieces have long been 
important. Four centuries ago, the Emperor Charles the 
Fifth of Spain actually quit his throne to devote most of 
his attention to his vast collection of clocks. Later kings 
of many lands “and noblemen besides,” have fallen under 
the same spell, and are known to have owned many more 
clocks than they needed for any practical use. In our 
own time, J. Pierpont Morgan and Henry Ford are only 
two of the many masters of achievement in great fields 
of the world’s work, who finally turned to collecting time- 
pieces, for whatever reasons made this a supreme pleasure 
to them. During the past decade, the number of collec- 
tors who specialize on clocks has been growing rapidly. 
Perhaps every one of these has non-collector friends, to 
whom the devoted zeal of the collector is a puzzle, even an 
anxiety, and who may be seeking an answer to such a 
question as “why do clock collectors collect clocks?” This 
cannot be answered in a sentence or two. Not even by a 
psychiatrist, who deals in such problems, should the 
anxious friend consult him. Or, should the friend ques- 
tion the collector himself, he might even say that he credits 
his absorbed pleasure in his hobby, as insurance against 
ever having to seek the help of the psychiatrist for him- 
self! 


However, from the business viewpoint of the jeweler, 
the important thing is the existence of the urge to spend 
big money for rare clocks, on the part of so many collec- 
tors; and the point we are trying to make is that “thar’s 
gold in them thar hills” for those who learn how to find 
and dig it out. The jeweler, with old clocks coming in to 
his shop for repairs, should be the one above all who 
would study and become an authority on rarity and 
values, instead of defaulting in this to the dealer in an- 
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tiques. Think of all that may be gained, in buying old 
clo 
to them, and selling the old ones to collectors at greater 
profits than can ever be made on new clocks! The jeweler 
‘s in a unique position to become an authority and expert 
merchandiser in this profitable business. 

While no concise answer can be given the question of 
what human motivation underlies the passion for collect- 
ing, this reviewer believes that whoever reads the first ten 


chapters of Mr. Drepperd’s book will soon find himself | 
fairly bathed in the magic of the charm that surrounds | 
worthy old clocks, and will at the same time absorb a | 
great deal of the practical knowledge of them, that can be | 
transmuted into the astonishingly high prices eagerly paid | 


for rare specimens. 

“American Clocks and Clock Makers” has 312 pages, 
400 illustrations, a biographical list of some 3000 former 
makers, and an encyclopedic section on the details of old 
clocks and cases, including the very technical termi- 


nology used by professional authorities on antique cabi- | 


net-work, wherever this enters into the clock-collecting 
field. In the smooth-flowing story of the evolution of 


clockwork through the centuries, as details of the mech- | 


anism are referred to, the technical action and purposes 
of these are briefly explained, but correctly, and with 
charming literary imagery, very refreshing to one accus- 
tomed to the dry-as-dust language of most of our pro- 
fessedly technical treatises. This is true too of the writer’s 
lively style in dealing with matters other than mechanical, 


like the astronomical aspects of time, and the history of | 


the clockmaking industry. The hundreds of illustrations 
have been chosen discriminatingly, and are very skil- 


fully arranged to instruct the student on the chronological | 
period-types of case-design. We are aware that this is a | 


strong statement to make, but we feel justified in saying 
that this book is the best one so far published on its sub- 
ject. It has to deal with a multitude of items, but these are 
arranged in a structure so competently organized, that the 
book is educational besides informative, far above all others 
in its category. Summing up, we see in Mr. Drepperd’s 
book really a potential gold-mine for people in the retail 
jewelry business, if used for a start toward becoming an 
authority and a dealer in old clocks. 





Hobby of Watch Repairing 
Watch Repairing as a Hobby. By D. W. Fletcher, B.Sc.; published by 
Pitman Publishing Corp., New York and Chicago. 62 pages and 
index. 39 illustrations in text. Postpaid, anywhere in U. S. A 


$1.50, by Book Department, Jewelers Circular-Keystone, 100 ‘East 
42nd St., New York 17, N. Y. 


WATCHMAKER may read the title of this book with 

natural misgivings. It is a large order to say any- 
thing practically useful about all that is included in the 
subject of watch-repairing, in a book of 62 pages. One 
may feel like classifying it forthwith with the books that 
are made to sell such ideas (or, rather. to sell the books) 
as that: “anyone can paint pictures,” or play the violin, 
or what not. But this impression, we believe, will be 
modified by reading the book itself. Actually, it contains 
a lot of accurate information, very well stated and ar- 
ranged, in the descriptive aspect of watches, watchmakers’ 
tools, and simple repairs. 


Do not misunderstand this as suggesting anything like | 


an adequate treatise on watch repairing—not at all. The 
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CHRONOGRAPHS 
Pace the Progress 
of the World... 





Write for the Latest 


RACINE CATALOG 


Featuring Timers and 
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author is an amateur. and makes it clear that he addresses 
his book to amateurs, and in no sense to people who are 
aiming to make a career of horology. Because of this, 
besides the agreeably clear style of the writing and the 
illustrations, we may see more to admire, or for a watch- 
maker to purely enjoy reading, in Mr. Fletcher’s little 
book, than in one or two of the books of the past decade 
that profess to be serious treatises on practical watch 
work, but fail to measure up to their large pretensions, 
which the Fletcher book is too upright to make. We be- 
lieve it is a worthwhile little work, especially for appren- 
tice watchmakers, and in a few spots even for more ad- 
vanced workmen. 








Using Palladium 


The Working and Handling of Jewelry Palladium. Prepared and pub. 
lished by Baker & Co., Newark, N. J., and supplied without charge 
upon request. 


—— it contains only sixteen pages, this booklet is 
a thoroughly definitive handbook on the properties 
and working of palladium. 
‘ Its chemical and physical characteristics, including its 
7) y specific gravity, melting point, hardness, tensile strength, 
\ 5 ) and ductility are fully described, and complete instruc- 
tions are given for obtaining best results in melting, draw- 
ing, stamping, annealing, soldering, wire drawing, enamel- 
ing, and polishing. 

Every jeweler who works in palladium or is interested 
in knowing more about it, will find this booklet a highly 
useful addition to his business library. 









nationally 
advertised 


No. 5990 Cock- 'S 
tail Set — Shaker, 
tray and six 3 oz. 
cocktail glasses. 








New Edition of Reference Book 
Jewelers’ Pocket Reference Book (Second Edition), by Robert M. Ship- 
ley. 335 + XVI pages, 3%, x 5% inches. Cloth bound. Illustrated. 


Published by Gemological Institute of America, 541 So. Alexandria 
Ave., Los Angeles, Calif. $2.75. 


HE first edition of this book having been reviewed at 
lL ospita li ty sets a nd some length in the June, 1947, issue of JC-K (p. 254), 


4 + 
a detailed discussion of this later revision of the work 





table accessories seems superfluous. 
Basically, it.is the same book—namely, a compilation 


original edition, have now been added; some important 
additions have been made to the maps showing the sources 
of the various gemstones; and the diagram of American 


different. Lustrous quality chrome and 


| e | of various kinds of information relating to the jewelry 

abe vas WU ging, aiid fine business—but noticeably improved by the addition of 
liner in amber or om- considerable new material. For example, the showing of 

; — — Good reason why Krome-Kraft is currently active patterns of silver flatware is much more 
snapped up by discriminating host- complete; a number of names which were omitted in the 
a E esses and gift-seekers: it’s strikingly listings of jewelry periodicals, trade schools, etc., in the 






> No. 5450 Salt and fine hand-made colored glass are com- 


Eos nd bined in modern beverage and table watch sizes has been corrected. 

on-off holders. 2/,” services of startling beauty and utmost As stated in the original review, the book will, no doubt, 

high. Amber, Amethyst. tility, Patented holders protect the prove helpful as a handy compendium of much useful 
— a Se en data which would otherwise be available only by consult- 


° e ° , ex 
Send today for descriptions and prices ing many other volumes. 





of complete line. 


The Story of the Watch 


No. 5852 Wine Set — Ball-type A Matter of Time—The Story of the Watch. By James Remington 
38-oz. tilted jug, six 2-07z. wine 9 tf mg el Rog BA x 8 inches. 32 illustrations. Pub- 
en ee ee A* entertainingly written account of the development 
REPRESENTED AT THE GIFT SHOWS of timekeeping mechanisms from the crude devices 


of the earliest times of recorded history down to the pre- 
cise and highly styled watches of today. 

Since the book is intended fer the general reader, 
rather than the horologist or watchmaker, no attempt has 


Darter Brothers + 17 Crosby 5t., New York 
New York Showroom — 339 Fifth Ave. 
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been made to discuss the technicalities of clock and watch 
movements, though the story of their gradual evolution is 
excellently told in popular style. Particular attention 1s 
also given to the refinements in casing and styling that 
have taken place through the years, and especially since 
the introduction of the wristwatch. 

Specialties, such as the chronometer, the chonograph 
and the self-winding and water resistant watches, are also 
dealt with. 

The text concludes with a section on the making of the 
modern watch in which the operations in the Gruen fac- 
tory are taken as the example, and a bibliography and 
appendix are placed at the end of the volume. 

The author’s readable style and his ability to set forth 
in clear non-technical fashion the essential facts of a high- 
ly specialized subject are already familiar to jewelers 
through his previous books on other jewelry topics— 
“Fire in the Earth” and “Rings Through the Ages.” This 
new addition to his writings is fully up to the standards 
of his earlier performances. 


eee 


For the Student Watchmaker 


Questions and Answers for the Student Watchmaker. By M. Gonzalez 
Benitez. Published by Magonbe Globe Company, New York. 129 
pages, 234 illustrations. Sent postpaid, anywhere in U. S. A., for 
$5.00, by Book Department, Jewelers Circular-Keystone, 100 E. 42nd 
St., New York 17, N. Y. 


HE author of this book is Director of the Standard 
Watchmakers Institute, the horological school at 199] 
Broadway, New York City; and his book itself is evidence 
of Mr. Benitez’ ability to write clearly and to systematize 
subject-matter effectively for instructional material. These 
very facts, indeed, raise a question: whether it wouldn't 
have been better for the writer to have devoted consider- 
ably more space to the answers to the questions asked in 
the book; because in reading these answers, one cannot 
escape an unsatisfied feeling, because of things unavoid- 
ably left out, in attempting to cover so much ground in 
space limited to only about a hundred pages of text-matter. 
It is true that the author’s introduction very fairly sug- 
gests using the book along with other works that deal more 
completely with what is covered in these questions and 
answers. But doesn’t this suggest that it might be superflu- 
ous to read a too-sketchy book, as an adjunct to one or 








more others that are thorough treatises, on the same | 


subject ? 

While the writing is excellent, and this should be said 
also of the drawings used for illustrations. even a sym- 
pathetic reading of this book leaves us with an impression 
that for the price asked, the information given under the 
headings of the questions, ought to be fuller and thus 
more satisfying. 





FOUR POINT MODERNIZATION PROGRAM 
(From page 224) 


1947. Now, an even 35 years after the first Sigmund 
Sorg store was opened for business in Eureka, IIl., the 
three present-day units are retail standouts in their re- 
spective communities. Each incorporates an amazing 
number of advanced display and structural features—the 
result of diligent study and planning, and confidence in 
the future. 


Typical of the innovations is over all carpeting, in- 
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Creator of the Star Set Ruby Barrel Wedding Ring 


@ Watch Cases & Mountings to Order 
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stead of the usual linoleum. The first ten feet of floor 
area inside the front door in each store is covered with 
terrazzo to take the greatest wear. It was determined in 
advance that the type ef durable carpeting chosen would 
last longer, and the cost through the years, will be less 
than other types. The matter of selecting carpeting alone 
was gone into most thoroughly, and involved making 
three different trips to New York City. 

Similar thoroughness entered the choosing of walnut 
display cases. In addition, an architect was employed, 
and many jewelry authorities consulted in the matter of 
properly arranging the display fixtures and their contents. 

The arrangement, which is identical in each of the 
three stores, is as follows: on the left as one enters, is a 
convenient diamond room, adjacent to which is the dia- 
mond counter. Next are displayed ladies’ and men’s 
rings. The following fixture contains watches for both 
women and men and toward the rear are watch bracelets, 
men’s jewelry and leather goods. Wall cases behind the 
counter line, from front to rear, exhibit current specials 
in a round shadow box, pearls and dresser sets occupy 
another niche, clocks and watches in still another, fol- 
lowed by larger leather items. 

On the opposite side of the store, upon entering, the 
first counter contains perfume; next cosmetics; then cos- 
tume jewelry, four settings of tables for sterling and 
plated flatware selection. Wall cases include the round 
shadow box for perfumes, costume jewelry and compacts. 
Then follow four wall cases devoted to hollowware. 

To the rear of the main sales room is the china and 
glassware department. It is a direct copy of the Libbey 
Glass display in the Merchandise Mart in Chicago, and 
faithfully duplicates that remarkable display and soft 
lighting pattern. China is on one side of the room, and 
glassware on the other. In the center are four tables, each 
measuring eight by four feet. An elevated portion of 
the tables is used for specials. These are beautifully spot- 
lighted by lights in the ceiling which shine directly on the 
tables. 

Back of the glassware section is the service counter, 
and three feet back of that on the same side is the repair 
department. On the other side is the cash and credit col- 
lections section, with the office in the rear. In the case 
of the Elkhart store, the entire firm’s general offices are 
combined with the local store’s office. At Bloomington 
the office is upstairs. 

Possibly the most striking feature of these Sorg stores 
is the color scheme—all have dark blue sidewalls, with 
white ceilings and a gray curtain wall and a coral and 
rose to blend in with it. The china and glass section in 
each store has a coral and gray cast. 

Three types of lighting are used: fluorescent to give a 
good overall light and to brighten the store in general; in- 
candescent for lighting over the counters and to show fix- 
ture merchandise. Cold cathode light is used for extra 
richness in the front lobby and in the glassware depart- 
ment as backlighting. 


Almost as remarkable as the stores themselves, is the 
record of the members of the Sorg family in the manage- 
ment. Since 1944, when Sigmund Sorg, founder, passed 
away, his son Richard Sorg has served as general man- 
ager. Other sons active in directing the firm’s affairs are 
Earl, in charge of all repairs; Melvin, manager of the 
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Bloomington store; Nelson, manager of the Elkhart store, 
and Sidney, manager of the Goshen store. 

Carl Frautschi is the firm’s credit manager. And 
credit, the enigma of many a jeweler, is no problem with 
the Sorgs. It is granted wherever legitimate need exists, 
on a dignified basis, but is never exploited. 

To date the results of the Sorg 4-point program have 
been more than gratifying. At first it was feared the 
ultra. modern stores, with their carpeting and Fifth 
Avenue look, might result in hesitance of some local peo- 
ple to enter. But this was overcome by extending a wel- 
come to workers and others to come in their work clothes. 

The firm is thoroughly sold on the value of local news- 
paper advertising, and uses at least full page space in 
each of the three cities every week. Much of the space is 
devoted to copy designed to build prestige for the jewelry 
businss in general, and to invite the public to avail them- 
selves of the jeweler’s expert knowledge of what is proper 
in the matter of gift-giving for various occasions. Will- 
ingness to render unusual service in obtaining rare or 
hard-to-get items is also emphasized both through store 
policy and advertising. 

Many of the better-class families, attracted to the 
newly renovated stores, who formerly had never entered, 
express amazement at the metropolitan atmosphere and 
completeness of stock, and have become steady customers. 

Thus it is that the three Sigmund Sorg stores today are 
doing a volume of business, individually and collectively, 
that would be a source of pride for most any metropolitan 
establishments of similar size. 





Magnifier Shows Featured Ring 


A clever stunt which never fails to “stop traffic” for 
the Sunshine Jewelers, Denver, Colo., features a “‘Fea- 
tured Ring of the Week” mounted in an electrically- 
lighted magnifying-lens box in the main window. 

Lettered on the face of the glass is the word “Look!” 
in white letters, plainly visible from as much as a block 
away. From the sign a red ribbon leads to a counter- 
top magnifying box of the type with a 6-inch lens at the 
top and an electric bulb inside, illuminating a velvet 
tray. Each week, Louis Sunshine, head of the store, 
chooses a ring of one type or another for expert work- 
manship or unusual design and features it in the mag- 
nifying viewer. 

“We attempt to highlight samples from all ring stocks 
in this way,” Mr. Sunshine said, “including men’s rings, 
engagement rings, wedding rings, fraternal group rings, 
dinner rings, etc. Almost anything shown in this way 
is bound to attract attention, and often customers come 
inside merely to inquire what feature of the ring 
prompted us to place it on display in this way. This 
gives us a chance to demonstrate our large ring stock, 
and incidentally, to make a friend of the visitor which 
may transform him into an actual customer later on.” 

The idea was originally started as a means of intro- 
ducing a matched platinum wedding ring and engage- 
ment ring, but due to the high amount of traffic attracted 
has been continued ever since. 

Even people who have seen the display many times 
stop to gaze through the magnifying lens when the dis- 
play is changed, according to Mr. Sunshine. 
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Joseph Bulova School of Watchmaking 


EVERY WATCHMAKER 
SHOULD OWN THIS BOOK! 


This volume (8!/," x 11"— 
over 275 pages of illustra- 
tions, methods and anal- 
ysis) is a “must for the 
new watchmaker for infor- 
mation and instruction. The 
experienced man at the 
bench needs it for new 
techniques—yes, as a com- 
plete "refresher". 

















Heretofore restricted to use in the world fa- 
a — School - ae it is now 
available to every horologist at a 

price of only $5.00 


GIVE YOURSELF THIS FINEST OF GIFTS 
AND SEND ANOTHER COPY TO A FRIEND. 


Advance WATCH & JEWELERS’ 
SUPPLY COMPANY 


417 Seventh St. N.W. Washington 4, D. C. 


“Genuine Watch Materials” 
« 


Limited quantity—order at once—use blank: 


For the Bulova Book 


ADVANCE Watch & Jewelers’ Supply Co. Dept. B 
417 7th St. N.W., Washington 4, D. C. 


Please send, on 5-day approval 


BULOVA BOOK on WATCHMAKING fo: 


ee ee wee See eR ET et 
[) encl. $5.00 check or money order 


[1] charge (to rated accounts only) 
Money Back Guarantee 


WE STOCK ALL AVAILABLE TOOLS & SUPPLIES 


Overnite Airmail Service from the Nation's Capital 
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“Operation of a successful 
silver department ealls for 
a planned approach,” says Mr. 


Berner. “There is no ‘open 


sesame’ except hard work.” 


by FELIX A. BERNER 


Assistant General Manager 
J. B. Hudson Co. Jewelers 


Minneapolis, Minn. 


HE fine jeweler of yesterday must change his method 

of operation so that he may hold his position for 
tomorrow. Many fine jewelers regarded their silver de- 
partment as a “stepchild’—now, that all forms of “un- 
mentionable” competition have entered the field, he must 
get his house in order. We say “unmentionable” because 
most jewelers bury their heads ostrich fashion and hope 
this new competition will by-pass their community. 

In the past five years jewelers have been restored to 
solvency and hope to get in on the silver business simply 
because they have the money to pay for stock. There 
should be a realization that there is no open sesame ex- 
cept hard work. The present situation calls for a 
planned approach in either opening a new silver shop or 
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Sterling hollowware and flatware 
section at J. B. Hudson Co. Seen 
at right of picture is the cus- 
tomer control cabinet with more 
than 22,000 registrants on file, 
of which over 17,000 are active. 





Hudson's silver department consists of six divisions 
of which the plated hollowware section above, is one. 


cleaning up an old one, looking to development of the 
business through good selection and painstaking service, 
and to acquire a thorough knowledge of “silver through 
the centuries.” 

Being a jeweler by birth, and with seven years’ ex- 
perience as a store owner in a smaller city of 5,000 
population and 22 years with the J. B. Hudson company, 
and still learning more about the profession, I would 
suggest ae general procedure applicable to stores of both 
large and smaller cities. It is by no means 100 per cent, 
but it will help jewelers who have become silver con- 
scious and sense the importance of this division within 
their stores. 

First, connect with fine silversmiths, several or all 
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An artist prepares newspaper mats. During 1947, International of- 
fered 89 different mats—the most complete mat service offered by 
any line. Dealers put them to work—used over two and a half million 
lines of newspaper space! Use our mats to bring in the silver pros- 
pects in your town! 








Our specialists build a window display. Over 9,000 International 
Sterling displays were bought by dealers in 1947 through this “non- 
profit” display service. Experienced designers take your problems 
into consideration—plan displays to most effectively build traffic 
for your store. Bait your windows with displays for International 
Sterling—the brand more women want! 


WANT AN EXTRA SALES DEPARTMENT ? 


Use these International Sterling services! 


Ti whole problem of selling has grown more com- 
plex. Today you need all sorts of selling helps and selling 
skills to lure the consumer dollar. 


International Sterling offers you so many of these 
services that it’s like having a spare sales department 





—full of speciaily trained experts! Are you making full 
use of them? 


International Sterling 


THE INTERNATIONAL SILVER COMPANY, MERIDEN, CONN. 
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Photographing a new table setting. Inter- 
national provides a steady flow of the 
latest table-setting ideas — sales-clinchers 
with women who want to see “how will the 
pattern look on my table?” Over 5,000 pic- 
tures distributed in °47! Plus an idea book- 
let, “How to Catch a Woman’s Eye.” Let 
our table settings help you sell sterling! 


FOR FEBRUARY, 1948 


An International sales-training help gets a 
write-up! Printers’ Ink, one of the leading 
advertising trade magazines, acclaimed the 
value of our new booklet,“The Strategy of 
Selling Sterling.” Gives all vital facts from 
the manufacture of sterling silver to com- 
plete selling techniques. Supply your sales- 
people with a copy each! 


Special help for special occasions! If you are 
planning an unusual silverware event, 
write us for special display help. Fine pho- 
tographic blow-ups, distinctive displays 
and other material can usually be supplied 
for extra activity of this kind. 
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These small direct mail orders, 
of which several pages from one 
are shown below, are effective 
ammunition against door-to-door 
canvassers. Inside page shows 
selection of patterns; others aq 
list of pattern names by various 
manufacturers with price of each, 








members of the Silversmith Guild of America and other 
fine silversmiths of long standing, and get started right. 
The idea that there is not room for more than one line 
of sterling in smaller cities is erroneous. There is plenty 
of room for current sterling flatware patterns if each 
jeweler represents two or three silversmiths. Highly- 
styled sterling and patterns in the promotional class 
should be on an exclusive sales basis but to tie up silver- 
smiths in popular priced patterns does not work out, 
for all too many times the jeweler finds himself with an 
insufficient number of patterns. Obviously his commu- 
nity is not sterling conscious. Small stores are important 
outlets. The more business a smaller store does, the 
better -it is for the industry and the entire profession. 
Jewelers in smaller cities need help in merchandising 
and presenting silver in a manner befitting the name 
“sterling.” 

Secondly, clean up the personnel of the store. Sales- 
persons must enter into the spirit of silver amd its back- 
ground. There is no room in a silver department for 
those who are not interested to that extent, for it is im- 
portant that they register proper enthusiasm. There 
should be in every store a man or woman who has a 
thorough knowledge of silver. Every store should have 
an authority on period silver. This is a starting point 
in building an active silver business. 

He or she should appear before women’s clubs, busi- 
ness women’s groups, parent-teachers’ associations and 
others in educational programs which are an integral part 
of a well-rounded promotion of.all silver of all periods. 
The talks should incorporate correct information about 
silver and the industry’s background. Silver can be im- 
portant in every community ‘of culture. Interest can be 
stimulated through educational centers, particularly pri- 
vate and public schools. To enter this phase through 
family life is effective. Youth is interested in silver if 
the mother is. Mothers respond by seeing that daugh- 
ters begin silver sets early. 

Several stores have proof that this interest can be 

(Please turn to page 264) 
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*"Book-Like’ Wall Display 





Shows Many Sterling Patterns 





ALES, both of antique spoons, forks, etc., and of 
“fill-in” items in standard patterns of sterling flat- 
ware, have been considerably stimulated at Drosten’s, St. 
Louis, through the development of a novel wall display 
fixture. 

Drosten’s. somewhat hampered by limited floor space, 
has found display of such small items one of its serious 
problems. Very little case room was available, and the 
presence of a large number of individual diamond con- 
sultation rooms made it impossible to install another 
counter. 

The result was a novel “book-like” fixture developed 
by William Drosten, which has completely solved the 
problem by “putting sterling flatware on the wall.” This, 
as pictured, consists of two panels of rich walnut, 5 ft. 
high by 4 ft. wide, which are hinged, one behind the 
other, against the center wall on the left side of the store. 
The outer rim of the walnut panel has an elevated bev- 
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This wall display at Drosten's, St. Louis, Mo.., 
holds 120 different items of sterling flatware 
and a similar number on identical panel behind. 


by ROGER LOCKE 


eled molding, which prevents customers from acciden- 
tally dislodging any of the sterling flatware shown while 
passing this section of the wall. Across the front, run- 
ning from top to bottom, are six “display levels” which 
consist of extended notched strips of walnut, with various 
sizes and shapes of notches to hold a large assortment 
of sterling flatware pieces ranging all the way from soup 
ladles down to tiny salt spoons. With 20 notches in each 
horizontal row, the six rows can show as many as 120 
different pieces of sterling flatware, or the contents of a 
full-size case, in a space that projects only a few inches 
out from the wall. Merchandise so displayed includes 
ladles, knives, forks, spoons, butter spreaders, salad 
forks and various types of serving pieces, some of which 
are not yet back in production in some patterns. As a 
result, the display has a strong appeal for the customer 
(Please turn to page 266) 
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“Unit Sales’ To Brides-To-Be 





Put Everything In One Package 





Louis Christman, head of 
Burt's, explains the ad- 
vantage of "packaged buy- 
ing" to bridal prospect. 


by R. L. ATKINS 
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Burt’s, Atlanta, Ga., encourages prospective 


brides to seleet in advance the china, glass 


and silverware necessary for married life. 


A RATHER novel approach to bridal merchandising 
of sterling flatware, open-stock china and glass 
which has paid excellent dividends is “selling the whole 
thing as one transaction” at Burt’s Jewelers, Augusta, 
Georgia. 

Louis Christman, head of the store, feels that there 
is no practical sense in making sales originating on a 
bridal basis a long drawn-out affair. “Of course, we are 
not always successful in encouraging the bride to pay 
$250 or more at one time for the china, glass and sterling 
which she needs to start married life,” he said, “but by 
presenting the idea on this basis, we have persuaded a 
healthy percentage of our prospective brides to follow 
this plan.” 

Burt’s Jewelers, an up-to-the-minute retail organization 
on Augusta’s famous Broad Street, has made it possible 
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to sell a prospective bride and husband-to-be on the idea 
of “getting everything in one package” simply through a 
system whereby wedding guests, friends of the family, 
and other gift-givers come in, select from the patterns 
chosen by the bride, and pay for the merchandise in the 
standard way. “The big difference is simply that we then 
credit the bride’s account with the amount which the gilt- 
purchaser has spent, ” Mr. Christman said. “Here’s how 
the plan works. When we get a bride-to-be into the store, 
who wants to select sterling flatware, china, stemware, 
and other gifts, we immediately explain that if she wishes, 
she may buy the entire table setting or the complete in 
ventory for her china closet in one transaction—all to 
be delivered to her home simultaneously. Since the 
amount involved will often run upwards of $400, we 


(Please turn to page 266) 
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Fifteen designs in one, with each price showing : 
different fruit groupings, all in harmony with the | 
pattern outline... fifteen distinctive reasons for 
the extra selling power of Francis First, one of 
Reed & Barton’s outstanding sterling patterns. 


You — and millions of consumers — will see 
Francis First featured in our current advertising 
campaign — the most powerful in our history — 
including such leading magazines as Ladies’ Home 
Journal, Good Housekeeping, Mademoiselle, Charm, 
Glamour, Bride’s Magazine, Bride’s Reference Book, 
Vogue, Harper’s Bazaar, House Beautiful, House & 
Garden and Town & Country. 


Reed & Barton 
Herling Silver 








REED & BARTON, SILVERSMITHS, TAUNTON, MASS., SINCE 1824 


FOR FEBRUARY, 1948 | 239 





“T just cant seem 


to make up my mind — 
thanks for _@y the trouble.’ 


y4 








Goldsmith and S: 





luersmith Pradition Since 14640 


SOLID STERLING BY 


CB gan 
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Extensive surveys made among jewelry and department stores— 
and among actual purchasers of sterling—prove that consumer 


indecision at point of sale is one of the biggest problems in 


selling sterling. 


That's why Frank M. Whiting’s Sales Program for '48 is certain 
to help you sell quicker, easier, more profitably. Because this 


program has been designed to give women new assurance in 


purchasing sterling. 


It's based on the long-established but long overlooked fact 
that there's a definite relationship between a woman's choice 


of silver and her choice of all her home furnishings. 


To help you profit by this relationship, Frank M. Whiting ad- 
vertising for '48 will feature the advice of America's foremost 
decorators. They will relate Frank M. Whiting Sterling to a 
woman's entire decorative scheme — and give women the 
personal assurance of good taste that eliminates hesitation at 


your counter. 


This attention-and-action getting campaign will reach more 
than 35,181,111 potential purchasers of sterling—in the pub- 
lications which surveys show your customers read regularly. It 


will be backed with a series of colorful consumer booklets—each 


written by a famous decorator who will relate specific Frank M. 
Whiting patterns to specific types and periods of homes. 


This program has been built to answer your problems and your 
customers’ problems. Frank M. Whiting has done — and will 
continue to do — everything to help you. All you have to do 
is present this program to your customers properly. See your 
Frank M. Whiting representative for details. 


ANDB COMPANY 
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The Silwer Market in 1947 


Exeerpts from Handy & Harman’s 32nd annual review of the 


silver market. The full report, giving detailed statistics of the 


market. is available, on request, from Handy & Harman, N. Y. 


HE estimated total consumption of silver in the 

United States during 1947 was 100,000,000 ounces, 
according to Handy & Harman’s 32nd annual review of 
the silver market. About two-thirds of this total was for 
sterling and plated silverware, consumption of which 
reached an all-time high. The demand for silver in jew- 
elry declined substantially, and there was also a reduc- 
tion in the amount used for other industrial purposes. 

Further information on silver in 1947, condensed 
from the Handy & Harman report, is as follows: 

In the United States the market for foreign silver ex- 
perienced its first full calendar year free from govern- 
ment price control since OPA ceilings were imposed in 
1942. The opening months were characterized by violent 
fluctuations in price due to the influence of a sharply 
varying demand upon a more or less inflexible supply; 
but by mid-summer, because of a new coinage program 
of the Mexican Government, considerable price strength 
developed and relatively steady conditions prevailed 
throughout the balance of the year. 


PRODUCTION 

For the first year since 1940 Western Hemisphere pro- 
duction of silver showed an increase, although a small 
one. However, this increase was entirely accounted for 
by the United States figure of 33,500,000 ounces which 
was 54 per cent higher than in 1946. Output for the rest 
of the Hemisphere showed little change but was probably 
down somewhat. Hardy & Harman estimate Mexico at 
48,000,000 ounces and Canada, including Newfoundland. 
at 12,700,000 ounces, both slightly below 1946 figures. 
For Bolivia, reported production of 7,000,000 ounces was 
higher, but Peru at 12,000,000 ounces, Central America 
at 3,200,000 ounces, and other South American countries 
at 3,800,000 ounces all registered decreases from the 
previous year. There is still little information available 
from the other countries of the world. 


COINAGE 

The most important coinage program undertaken by 
a foreign country during the year was in Mexico. About 
14,700,000 ounces of silver were consumed by the coins 
put into circulation under this program, and an addi- 
tional 3,600,000 ounces were minted by December 31st 
but not issued. Reports from London indicate that Tur- 
key negotiated for several million ounces of silver in the 
London market for coinage purposes, of which 1,500,000 
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ounces were shipped during December. The Dominion 
Bureau of Statistics reports that during the first eleven 
months of the year the Canadian Government purchased 
873,916 ounces, and that 459,951 ounces were consumed 
by the Royal Canadian Mint for coinage purposes. 

United States Mints processed silver coins during the 
first eleven months of 1947 containing a total of 9,863,500 
ounces for the following countries: Dominican Republic, 
144,700 ounces; Ethiopia, 3,233,200 ounces; the Repub- 
lic of Panama, 831,600 ounces; Saudi Arabia, 3,338,500 
ounces; and Venezuela, 2,315,500 ounces. In all cases 
the silver was provided by the foreign governments con- 
cerned. 

Domestic coinage again showed a decline from the 
previous year. During the first eleven months of 1947 
only 21,195,000 ounces were consumed compared with 
44,122,000 for the full year 1946. As in 1946 all minting 
was limited to subsidiary coins, that is, half-dollars, quar- 
ters and dimes, as there was no coinage of dollars or five- 
cent pieces containing silver. 


INDUSTRIAL DEMAND 

Industrial demand throughout the world for 1947 
was generally lower than in 1946, The only increase was 
in England where authorized uses consumed about 16,- 
500,000 ounces, some 700,000 ounces more than the pre- 
vious year. Mexican consumption was sharply down 
from 1946, the figure being little more than 1,000,000 
ounces. Canadian consumption came to about 3,750,000 
ounces, or 42 per cent less than the peak established in 


1946. 


PROSPECTS FOR ‘48 

The existence of exchange controls and import restric- 
tions affecting dealings in London and Bombay makes it 
impossible to predict developments in these markets. 
They continue to be isolated, each with its own price 
level depending on local conditions. 

Demand from the arts and industries in this country is 
expected to continue at present high levels at least for the 
first part of 1948. Accumulated supplies of silver available 
for sale are small and no important change in production 
is expected. Furthermore, in the absence of information 
to the contrary, it is assumed that the Bank of Mexico 
will continue its market operations. If this interpretation 
of this situation is correct, present relatively stable mar- 
ket conditions may be expected to continue. 
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TOMORROW'S TREASURES. . . Zecca 


The quality and craftsmanship which has made Poole Hollow 
ware so outstanding since 1892, is being incorporated into 
each piece in even greater measure today! That’s why this 
line of hollow ware will make long lasting friends and cus- 


tomers for your store. 
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POOLE SILVER CO., INC. * TAUNTON °¢ MASS. 
NEW YORK SHOWROOM + 366 FIFTH AVE., NEW YORKI,N. Y. 
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Store Matehes Pace 





OW serving the fourth and even the fifth genera- 
tions of its original customers, with an optical de- 
partment numbering customers in the hundreds of thou- 
sands, Lemay Brothers of Manchester, N. H., reopened 
their new jewelry store on Nov. 18, 1947—nearly two 
years after their establishment was completely destroyed 
in one of the city’s most disastrous fires. 

The elderly founder of the firm, 82-year-old Henry I. 
Lemay, was on hand with Mrs. Thomas J. Lemay, widow 
of the co-founder, to cut the ribbon signalizing the for- 
mal reopening. 

When the big “Herculite” doors swung wide, crowds 





The ultra-modern new home 
of Lemay’s, Manchester, 
N. H.. drew over 10.000 


visitors on opening day. 


View of the opening-day crowd 
at the Lemay store. Many door 
prizes, together with the new 
and attractive premises, drew 
in excess of some 10,000 visitors. 
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Of Growing Community 





The handsome facade of the 
new Lemay store makes maxi- 
mum use of brick, tile and 
glass brick. A number of 
small display windows (one 
of which is visible) line the 
glass-brick wall on the left side. 





on hand were treated to a view of New Hampshire’s 
most beautiful jewelry store, complete to the most minute 
detail. 

More than 500 people were on hand at 9:00 a. m., 
and all day long they came, more than 10,000 strong— 
drawn partly by the ultramodern store, and partly by the 
valuable door prizes which were topped by a $300 dia- 
mond ring, and included a $37.50 lapel watch and two 
gold bracelets. Each visitor received a ticket for the 
drawing which took place later in the week. 

Housed in a modern two-story, brick, tile, and glass- 
brick front store, with separate entrances for the jewelry 
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INTO-SWEET SALES 








Like the grapes in the fable of the fox, most and in styling “THERE IS NO FINER SOLID 

fine sterling is priced out of reach of your SILVER THAN NATIONAL STERLING. Yet 7 
average middle-income customer. But now National Sterling is priced to attract and sell | 
you can easily turn all those “sour grapes” all your middle-income customers. Yes, now | 
into luscious sweet year-round volume for you can turn “sour grapes” into sweet sales. i 
you. National Sterling provides the timely Tie in with National Sterling’s dominant | 
answer. Because in quality, in workmanship, program of national] advertising. 
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store, optometrist’s shop, and the upstairs insurance of- 
fices, the place features two large front and corner dis- 
play windows, besides several smaller display cases on 
the side street. Modern neon tube signs against a 
green-tile background, illuminate the front. 

Through the glass doors, visitors are immediately at- 
tracted by the beautiful lighting which includes flush- 
ceiling fluorescent panels with incandescent flush spots 
directed to the counters. Pattern of the panel ceiling 
lights is in keeping with the design of the display coun- 
ters. 

Architect Carl E. Peterson of Manchester, spared noth- 
ing in making this a “jewel” of a jewelry store. Two- 
tone flooring matches and complements the two-tone 
acoustic ceilings. 

Although the optometrist’s department boasts of a 
separate street entrance next to the glass-block front. 
which is enhanced greatly by optical designs, there is also 
a wide inside entrance to and from the jewelry section. 
A commodious and comfortable waiting room is backed 

(Please turn to page 267) 


by EVERETT M. SMITH 


View of one section of 
wall and case displays. 
Fine jewelry is featured 
in the case in the fore- 
ground; flatware and 
hollowware in the wall 
cabinets. Window dis- 
plays are behind latter. 





Left—Interior of the Lemay store 
looking toward the entrance. Pat- 
tern of the panel ceiling lights 
is in keeping with design of the 
display counters. Below — Wall 
cases swing out on hinges to per- 
mit access to window displays 
which are located behind them. 
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Footed Round Chippendale Style Tray 
with feet and shell border, 15” diameter. 


S847 $14.50 ea. 













oe 


Scalloped Bread Tray with handles and 










Gadroon border. 144%4” long x 734” wide. * Footed Sauce Boat with Gadroon 
S759 $8.50 ea border and removable handle. 
S774 $6.50 ea. 









Georgian Style Covered Vegetable Dish 







—Gadroon and Shell applied borders, Octa- Covered Vegetable Dish with lock handle. 
gon shape and lock handle. 1142” diameter. 12” long x 9” wide. 
S846 $12.50 ea. S849 $8.50 ea. 






WARRANTED — extra 
heavy silverplate on heavy 
gauge copper. All 

heavy applied 

borders. 









These are just a few of the 
many unusual reproductions pa 
in stock. See previous is- LA mC 


sues for other 














exceptionally 
traag' 


attractive 
items. 
Silverware Division 
29 WEST 47th STREET «+ NEW YORK 19, N. Y. 
BRyant 9-8770 
OLD ENGLISH REPRODUCTIONS 
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1. Powder case (retailing for $5) and matched cigarette 
case ($6) proclaim "| Love You" in pink enamel script 
circling arrow-pierced hearts of silvery metal on square gold 
colored case. Wadsworth Watch Case Co., Dayton, Ky. 


2. Bread and butter plates heavily silver plated on cop- 
per are each individually hand engine turned. Choice of 
three designs. Priced at $2.80 each, Keystone. Also 
available in sterling. Gregg Silver Co., Taunton, Mass. 


3. 14K gold disc showing map of U. S. with precious stone 
identifying birthplace may be worn either as a bracelet 
or necklace. Names of city and state are engraved above 
map. $70 Keystone. From Ostier, Inc., 724 5th Ave., N. Y. 


4. This new Marvel "44" 1/20 12K gold filled watch brace- 
let was, through an unfortunate error, attributed to the 
wrong firm in these pages last month. Retailing for $10.95, 
including tax, it is made by Marvel Jewelry Manufactur- 
ing Company, 46 Chestnut St., Providence, Rhode Island. 


5. "Plantation," ornate newcomer to 1881 (R) Rogers (R) 
silverplate will be advertised in full color pages in the 
June issues of 16 magazines. Oneida Ltd., Oneida, N. Y. 


6. Newly introduced cigarette case and lighter combina- 
tion has unique feature: when case is clicked shut lighter 
lights automatically. Retails from $17.50 to $25 in solid 
jewelers bronze; at $55 in sterling. Some combinations 
match compacts. Made by Elgin American, Elgin, Ill. 
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1. New wedding ring guard made by the Avon Ring Co., 145 
West 45th St., New York, the Avon-Wave Guard, is set with 
rubies or sapphires in either 14K yellow or pink gold, or 
10% iridium platinum, can be mounted on conventional ring. 


2. One of a new group of bracelet watch cases by the |. D. 
Watch Case Co., Inc., Jamaica, N. Y., slide on easily over 
hand as expansion bracelet. This one is rhinestone set. 


3. This compact designed for the teen-ager by Betty Bet, 
well known “junior miss'' authority, is made of jeweler's 
bronze with leak-proof powder compartment, finger-touch 
clasp. From Elgin-American, Elgin, Illinois, to retail at $4.95. 


4. Electric mixer, the Power Chef by Dormeyer Corp., of 
4300 N. Kilpatrick Ave., Chicago, Ill., incorporates several 
new features. It retails at $37.50; $38.50 from Denver, west. 


5. New idea in tableware for children is “Kiddie Digger” 
set by the Felmore Co., 157 Orange St., Providence, R. |. 
Sterling utensils are in shape of miniature garden tools. 
Retail at $7.50 for 3-piece set, $5.00 for two, plus tax. 


6. Occasional clock for the office or den comes in either 
a mahogany or blond birch case. Former model shown here 
retails for $9.95, plus tax, has ivory colored dial with dark 
bronze numerals. From General Electric, Bridgeport, Conn. 
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1. The Guardsman, expansion link tie holder and matching 
links made by Campus Jewelry Products, Inc., 137 South 
St., Providence, R. |., adjusts to width of tie. $5 each 
retail in gold plate; $7.50 each in gold fill, plus tax. 


2. Bracelet watch in natural gold by Kingston Watch Co., 
48 W. 48th St., N. Y., the "Glamourette" is 5 ligne size, 
has a |7-jewel movement and is made to retail at $71.50. 


3. Basket weave ratchet bracelet, one of a new series of 
round watch cases for women by Elite Watch Case Corp., 
150 Varick St., N. Y., has small opening for 834 ligne 
movement; large opening for 834 or 9 ligne movement. 


4. New Venus Hooded Pen comes with 14K gold nib, iridium 
tipped, in four colors: gray, green, burgundy and black. 
Retails for $3.50. Matching pen and pencil sets priced 
at $5. From American Lead Pencil Co., Hoboken, N. J. 


5. "Ivory and Gold" trophies, available for first time 
since 1941, combine lustrous ivory bakelite bases with 
gleaming Sun Ray figures. Engraving plates effect fine 
contrast. From Dodge, Inc., 706 N. Hudson Ave., Chicago. 


6. New flexible bracelet watch case features 1/20 12K 
gold filled bracelet easily adjusted to any size wrist 
and I0K gold filled “Nylap” finished case with "Nanca” 
plastic crystal. |. D. Watch Case Co., Inc., Jamaica, N. Y. 
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Cheek the sehool of your choice carefully before enrolling for a course 
in the jewelry field—it may be a good one and then again it may not. 


Here are some factors to consider before you contract for an education. 


RE you thinking of studying watchmaking? Or 
jewelry repair? Or any one of half a dozen other 
courses currently being offered by over 10U_ schools 
throughout the United States? 

it you are—fine! It is not our intention to persuade 
you that you’re making a mistake—Heaven knows the 
industry needs more and more craftsmen! The purpose 
of this article, and the accompanying list of schools, is to 
help you choose the proper institution in which to learn 
an extremely exacting trade. 

Publication of the article “Education or Enterprise?” 
in this magazine for September, 1947, focussed attention 
on the astonishing postwar multiplication of schools of- 
fering courses in the jewelry trade. Certain criteria were 
advanced, in that article, for judging a school’s calibre: 
length of course offered, cost and, above all, ee and 
accrediting by recognized authorities. 

Shortly yee the publication of this article, the United 
Horological Associations of America, meeting at Char- 
lotte, N. C., resolved to take definite action in the matter 
by providing for the creation of a laboratory and ex- 
amining board under UHAA auspices to pass upon the 
qualifications of student watchmakers shortly before their 
graduation and thus, indirectly, upon the schools train- 
ing them. The details of this program have already been 
announced (see JC-K for December, p. 300). 

However, this UHAA program is not yet going ahead 
under full steam and, also, it is a voluntary program 
which a school may or may not follow. Too, it concerns 
only horological schools. Would-be students who wish to 
start their watchmaking studies now, and students for 
other fields such as engraving, jewelry repair, etc., must 
have some yardstick with which to judge existing schools. 

Since the publication of “Education or Enterprise?” 
additional researches have been conducted in an effort to 
secure further information which would prove helpful in 
the selection of a school. State boards of education have 
been polled on their policies, data submitted by the 
schools themselves has been carefully analyzed and many 
facts not considered in the original article have been 
brought to light. 





WHAT COURSES ARE OFFERED? 


First of all, let us consider the range of courses offered 
in the various schools throughout the country. 
Of a total of 106 different schools in 31 states and the 
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Look Before You Learn! 





by THOMAS V. DUGGAN 


District of Columbia the majority (89) offer courses in 
watchmaking. Most of these, 70 to be exact, are pri- 
vately-operated, 12 are part of the public school system 
and seven are horological departments in colleges or uni- 
versities. 

The next most popular course of study in the jewelry 
field is “jewelry repairing,” offered in 33 schools. This 
is presented as a specific program in less than half of the 
schools, however. since 19 institutions list it in conjune- 
tion with the course in watchmaking. 

Engraving is taught in 32 different schools, half of 
them offering it as a specific course and half teaching the 
subject as part of either a watchmaking or jewelry repair- 
ing course. 

Stone-setting is offered in 11 schools, only two of 
which actually consider it a course in itself. The others 
present the subject in connection with other studies. 

There are six institutions offering courses in “Jewelry 
Designing” in two of which it is offered in conjunction 
with some other course. Of the four specific designing 
courses, three are conducted by the same individual. 

Of other courses offered, the following summary pro- 
vides the basic facts: 

“Jewelry Manulacturing” is offered by seven schools; 
three giving a specific course, three offering it along with 
some other study, and one being a correspondence course; 

“Gemology” is offered as a separate course in four in- 
stances, two of them at large eastern universities; 

“Casting” is offered as a specific course of study by 
two schools, and is taught along with jewelry repair in one 
other; 

“Ring sizing” is nowhere given as a separate course 
but is embraced by the curricula of three schools. Prob- 
ably it is taught in other institutions as well. 


HOW ABOUT WATCHMAKING? 





The major emphasis, certainly, is on horology as 4 
course of study in view of the fact that it is featured in 
83 per cent of the schools. For the sake of brevity, there 
fore, we shall consider subsequent matters primarily in 

(Please turn to page 256) 
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Directory of Trade Schools 


Symbols following school listings are to be interpreted as follows: 


* Approved by State accrediting authority and Veteran’s Ad- 
ministration. 

+ Approved by Horological Institute of America. 

t Approved by United Horological Association of America. 

x Students take H.I.A. examinations but school not yet ap- 
proved. 


o Cooperates with H.I.A. but students do not, as yet, take 
H.1.A. examinations, 

£ Approved by State Rehabilitation Board. 

= Did not reply to our request for information. 

| Part of municipal school system. 

Figures in brackets at end of school’s listing (i.e. [21]) indicate 
average number of students per teacher. 


WATCHMAKING (HOROLOGICAL) SCHOOLS: 


ALABAMA 
Birmingham ; 
Southern Watchmaking School, Ramsey Bldg., Ensley (8). 6 
months. Tuition $210, tools extra.* X [13] 
ARKANSAS 
Forrest City 
Forrest City School of Watchmaking, North Washington. 13 
months. Tuition $455, tools $102.70.* £ [6] 
CALIFORNIA 
Glendale 
California School of Watchmaking, 140-A N. Brand. # 
Scientific School of Watchmaking, 3923 San Fernando Rd. 60 
weeks. Tuition $770, tools $70. 
Los Angeles 
American School of Watchmaking, 5145 West San Fernando Rd. 
(26). 64 weeks. Tuition $825.* ¢ [25] 
Ballew School of Watch Repairing, 512 So. Broadway (13) # 
Los Angeles School of Watchmaking, 746 So. Figueroa St. (14). 
48 weeks. Tuition $700, tools $62.45, books $25.55.* ¢ [17] 
Precision Instruments Laboratory, 4401 W. Pico Blvd. (6). No 
data.t 
Oakland 
Van Slyke Horological Institute, 2030 B’way (12). 1-1% years. 
Tuition $400. Specialized 16-week course, tuition $160.* 
Sacramento 
Strutz School of Watchmaking, 2200 K St. (16). 12 months. Tui- 
tion $420, tool approx. $350.* t [18] 
San Bernardino 
Collins Watch and Jewelry School, 456-458 Highland Ave. No data. 
San Francisco 
Samuel Gompers Trade School. 1200 hrs. per year. Free.{ 
San Jose 
San Jose State College, Industrial Arts Dept., 7th and San An- 
tone. 2 years. Tools about $200.* = [17] 
Theron O. Sowers Watchmaking and Engraving School, 1155 
Yosemite Ave. (11). No data provided.* 
South Gate 
Southern California College of Watchmaking, 3221 Independence 
Ave. 48 weeks. Tuition $653.40, tools $42.20, books $10.* [8] 
COLORADO 
Denver 
American Academy of Horology, 226-228 16th St. (2). 18 months. 
Tuition $603, tools $431.96.* ¢ [18] 
Emily Griffith Opportunity School, 13th and Welton Sts. (4). Two 
years. Tuition $320, tools $250.* [21] 
CONNECTICUT 
New Haven 
Connecticut Institute of Horology, 19 Congress Ave. 4 years. Tui- 
tion $2,000.* 
DISTRICT OF COLUMBIA 
Peters School of Watchmaking, 918 F St. N. W., Washington. 18 
months. Tuition $675, tools $50.* ° [15] 
Washington Technical School, Inc., 911 Pennsylvania Ave. N. W., 


neon ee (4). 18 months. Tuition $675.* ° [13] 


Jacksonville 
Florida School of Watchmaking, 118 Clay St. (2). 18 months. 
Tuition $650, tools $70.* [10] 
Tampa 
Tampa Horological School, 2812 34th St. (5). 16 months. Tuition 
$600, tools $350.* ° [8] 
GEORGIA 
Clarksville 
North Georgia Trade School.#+ 
Waycross 
Waycross Vocational School.# 
IDAHO 
Coeur d’Alene 
North Idaho Junior College, Box 67. 1 year. Tuition $750, no 
extra.* [16] 
ILLINOIS 
Decatur 
James Millikin University.+ 
Elkin 


Elgin Watchmakers College, 267 So. Grove Ave. 11-14 months. 
_ Tuition $300, tools $340.* ¢ + [13] 
Chicago 

Chicago Institute of Watchmaking, 7 South Pulaski Rd. (24). 1 
year (days), 2 years (evenings). Tuition $750, no extras.* [17] 

Chicago School of Watchmaking, 1608 N. Milwaukee Ave. (47). 

P 14 months. _ Tuition approx. $960, tools approx. $100.* [15] 
ewelry Training Service, 226 So. Wabash Ave. (4). 10-14 months. 
Tuition $210-$375.* [20] 

Olson School of Jewelry Trades, 166-68 W. Chicago Ave. (10). 12 


S188 110 24 months evenings. Tuition $265, tools approx. 
Peoria 


Bradley Uni i * 
INDIANA iversity School of Horology. 18 months.* { ¢ [18] 


Corydon 


Cunningham Horo] a 
a eee ee 
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KENTUCKY 
Louisville 
Kentucky School of Trades, Inc., 107 So. 3rd St. 20 months. Tui- 
tion $1,100, tools $520. [14] 


MARYLAND 
Baltimore 
Watchmaker’ Intitute of Maryland, Inc., 101 N. Eutaw St.#= 


MASSACHUSETTS 
Boston 
Massachusetts Trades Shops School, 161-163 High St. 68 weeks. 
Tuition $980.* ° 
New England School of Watch Repair, 25 Huntington Ave. (16). 
68 weeks. Tuition $925, tools $59.* [20] 
North Bennett Street Industrial School, 39 No. Bennett St. (13). 
18 months, Tuition $725, tools approx. $100.* [17] 
Waltham 
Arthur A. Hansen Trade School, 55 School St. (54). 18 months. 
Tuition $300.* + [14] 


MICHIGAN 
Big Rapids 
Ferris Institute. 9 months to 2 years. Tuition $345 to $1035, 
tools $120.* [20] 
Detroit 
Wilbur Wright Vocational High School, 4333 12th St. (4). 22 
months. Free except for cost of equipment.* { 
Doster 
Michigan Veterans Vocational School, Pine Lake. 9 to 12 months. 
Tuition $450 to $600, tools $130.* [15] 
Grand Rapids 
American Institute of Specialized Watch Repair, 270-276 East 
sat” 1514 Wealthy St. S. E. (6). 48 weeks. Tuition $390.* £ 
25 


MINNESOTA 
Minneapolis 
Miller Vocational School.§ 
Saint Paul 
St. Paul Vocational School, 14th and Jackson Sts. (1). 83 weeks. 
Tuition $40 monthly to non-residents.* 


MISSISSIPPI 
Ellisville 
Jones County Agricultural High School and Junior College. 24 
months. Tuition $960, tools approx. $250.* [26] 


MISSOURI 
Albany 
Midwest School of Horology, 101%4-105% S. Polk. 33 months. 
Tuition approx. $1320, plus tools and books.* [13] 
Kansas City 
Blaco School of Horology, 3112% Troost Ave. (3). 36 weeks. Tui- 
tion $400, tools $125.* 
Kansas City School of Watchmaking, 621 Wyandotte St. (6). 15 
months. Tuition rates not given.* = X £ [16] 
Malden 
Toner School of Watchmaking, Main & Madison Sts. 
Poplar Bluff 
Montgomery & Taylor School of Watchmaking, 428-A Vine St. 
12 months. Tuition $300, tools $398.50.* [16] 


NEW JERSEY 
Jersey City 
New Jersey School of Watchmaking, 4010 Hudson Blvd. 18 months. 
Tuition $1,146, no charge for tools.* [12] 
Newark 
New Jersey School of Watchmaking, 518 Broad St. (2) (See 
above).* 


NEW YORK 
Morrisville 
New York State Agricultural & Technical Institute, Department 
of Horology. 2 years. Tuition: residents $75, non-residents 
$275.* £7 £ [8] 
New York City 
Bronx: 
New York Jewelry Trades School, 560 Melrose Ave. 11 months. 
Tuition $600, tools $100. [Course Pending] 
Brooklyn: 
George Westinghouse Vocational High School (Annex), 122 Til- 
lary St. 3 years. Free.* § 
Manhattan: 
Metropolitan Training Center, 147-149 E. 26 St. (10). 1200 
hours. Tuition $600, tools $61.75.* £ [25] 

Standard Watchmakers Institute, 1991 Broadway, (23). 1200 
hours. Tuition $382.50, tools $171.65.* ° £ [9] ; 
Taus School of Watchmaking, 35 W. 64 St. 48 weeks. Tuition 

$600, tools $105.60.* £ [17] 
Queens: 
Joseph Bulova School of Watchmaking, 40-24 62nd St., Wood- 
side. Only disabled veterans admitted. 
Rochester 
Paul Revere Trade School.# 


(Please turn to page 259) 








the light of horological schools, rather than those teach- 
ing various subjects. 


AM I QUALIFIED? 

One of the first things a man should ask himself when 
considering entering the horological profession (and, to 
a certain degree, other branches of the jewelry field) is 
“Am I fitted for the work?” 

Some schools offer aptitude tests before accepting 
students—tests which gauge ability with tools, stamina, 
ability to concentrate on detail work, etc. Most of these 
tests are excellent, well-founded procedures which aid in 
eliminating obviously unqualified individuals and, there- 
fore, save valuable time. One school, however (which 
shall be nameless), conducts a strange type of “aptitude” 
test: the applicant is given an old alarm clock and left 
alone with it for several hours. If, at the conclusion of 
the period, the applicant has taken any interest in its in- 
terior workings (and the average six year old child 
would) he’s in! 

Other schools stoutly maintain that the only way to 
really tell if a man will become a good watchmaker is to 
let him study for several months—perhaps as many as 
six. He may have been all thumbs at the outset but, with 
training, manages to learn to handle tools and achieve a 
real interest in the work. Such an individual, who goes 
on to become an excellent craftsman would, they argue, 
be automatically eliminated by most testing procedures. 

One thing, however, is certain: if a man lacks patience 
and cannot bear to spend long hours performing rela- 
tively monotonous tasks such as filing and shaping, and 
abhors detail work with tiny parts, he’ll never make a 
good watchmaker. Patience is never taught—particu- 
larly to adult humans. 


ARE SCHOOLS APPROVED? 

In order to accept veterans under Public Law 346 (the 
so-called “GI Bill of Rights”) a school must be approved 
first by some agency designated by the Governor of the 
state. This approval generally suffices for the Veterans 
Administration and a VA check-up is made only in ex- 
traordinary cases. 

In the article “Education or Enterprise?” the statement 
was made that some state boards of education appointed 
examiners who were frequently unqualified to investigate 
schools of hcrology. This statement was made upon good 
authority but, in order to check the facts, a letter was 
written to the board of education in each state, requesting 
an outline of the examining procedure. 

Although some state boards of education failed to 
acknowledge this inquiry, a majority were extremely help- 
ful in providing data. And the returns indicate that, 
while not all states have a lax procedure (some, in fact, 
have an excellent system) a number of states appear to 
have no provision for investigating private trade schools 
at all! 

Eight states have informed JC-K that they have actual 
statutes which regulate privately-operated trade schools. 
They are: Connecticut, Massachusetts, Michigan, Minne- 
sota, New Jersey, New York, Oregon and Pennsylvania. 
Approximately 30 per cent of all the known horological 
schools are located in these states. 

Fourteen states having no formal legislation to control 
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privately-owned trade schools have set up an agency to 
approve schools for veterans under P. L. 346. These states 
are Arkansas, District of Columbia, Florida, Indiana, 
Louisiana, Maine, Nebraska, New Hampshire, North 
Carolina, Ohio, Tennessee, Utah, Virginia and Washing. 
ton. Approximately 15 per cent of all known horological 
schools are located in these states. 

In 21 states, then, containing approximately 45 per cent 
of the horological schools in the U. S., there is contro] 
exercised over privately-operated trade schools. The 
boards of education of three states (Arizona, Colorado 
and South Dakota) state flatly that there is no law con. 
cerning such schools and, since they fail to indicate the 
existence of a state agency to approve schools under 
P. L. 346 we might assume there is none. However, since 
two schools in Colorado are approved for vets, there must 
be some arrangement. The situation in the remaining 
states is dark since they fail to provide information. 

Those states which do have machinery for approving 
trade schools are, generally speaking, quite specific about 
the matter. They require a fee for licensing (or approval), 
in some states a bond is also required, specific regulations 
covering plant installation, light, sanitary facilities, cur. 
ricula, etc., are laid down and, in short, a “diploma mill” 
hasn’t got a chance. 

But how about those states which have no provisions 
or, at best, regulations which are lax? 

Or (assuming that every state actually does have some 
means of approving schools for veterans), how about the 
non-veteran student? We have seen that at least 13 states, 
lacking actual legislation, approve schools for ex-Gl’s 
under P. L. 346. There appears to be no control exercised 
over institutions which teach non-veterans who are, after 
all, spending their own hard-earned cash. 

It would appear that the non-veteran would be wise 
in examining, carefully, a school in a state which merely 
approves institutions which wish to operate under P. L. 
346. And, for that matter, veterans would be wise to 
proceed cautiously concerning schools simply labeled 
“o. k.” by a temporary P. L. 346 accrediting board. Gen- 
erally speaking, caution would not appear so necessary 
in a state which specifically, through legislation, licenses 
trade schools for everyone—veteran or “civilian.” 


HOW MUCH DOES IT COST? 


Lumping together tuition charges and estimated cost of 
tools as submitted by some 56 schools of watchmaking, 
it is possible to arrive at “average” costs, apart from the 
cost-of-living. . 

The majority of the schools cite a combined tuition-and- 
tools figure somewhere between $600 and $1100. Ten 
schools range between $700 and $800; 7 schools are 
between $600 and $700; 6 schools are higher, in the 
$1000 to $1100 range; 5 schools charge between $800 and 
$000, and 5 more are between $900 and $1,000. Charges, 
it is obvious, vary considerably. 

The lowest combined tuition and tools figure is less 
than $200 and the highest is $2000 for a four-year course. 
This, naturally, brings up a consideration of the length 
of the course. 


HOW LONG DOES IT TAKE? 
Extremes in tuition-plus-tools costs range from $200- 
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Star Attractions for Spring Sales. 

Here are the fashion and value pace setters for the Easter parade . .. and No. 280—10.80 No. 276—6.90 
all the year ‘round. Star attractions for the finest stores. Pins, bracelets, ear- No. 290— 5.40 No. 275—6.10 
tings. cros Aol | dal ‘ , . No. 218— 3.60 No. 6613—6.50 
ings, ses and miraculous medals of genuine French marcassites on Sterling No. 261— 7.70 No. 6616—8.50 
silver. All designed and crafted in a way that makes Wallen the outstanding No. 285— 8.40 
name in the marcassite field. Fabulous beauty at fabulously low prices. Shown 

h ‘I h f ' ¢ Catalogue Sent on Request 
early, they will set the pace for sales and profit. All Prices Keystone 


BERTRAM B. WALLEN 


MANUFACTURERS AND WHOLESALERS 
700 CHESTNUT ST., PHILADELPHIA 6, PA. 
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odd to $2000. So, also, does the length of time required 
by various schools for completion ot the course. 

The majority of the schools submitting information 
indicated that their watchmaking course lasted from | to 
114 years. Out of 61 schools 18 offer a 1-year course, 17 
offer a 114-year course and 10 offer sessions lasting 
approximately 15 months. 

The remainder of the schools are as follows: 

9 offer a 2-year course 
3 offer a 9-month course 
2 offer a 6-month course 
1 offers a 33-month course 
1 offers a 4-year course 

Authorities generally admit that a course ranging from 
1 to 11% years can familiarize students with the tools and 
techniques peculiar to the craft providing the student 
applies himself to the work. No course of such length 
could possibly give the student as comprehensive a knowl- 
edge as, say, a full apprenticeship lasting several years. 
However, a good course unquestionably prepares the 
would-be watchmaker better than two or three years of 
apprenticeship training. 

Watchmaking school graduates are, at the conclusion 
of the average course, equipped to be watch “repairers,” 
able to restore the average “sick watch” to a healthy 
condition. Entering a shop at the conclusion of his studies 
the watchmaking school graduate continues to learn 
and, in time, is competent to take ‘on almost any assign- 
ment. The course in the watchmaking school is, in reality, 
“prep school”; the first job (or the first few jobs) during 
ensuing years are “university” work. 


HOW CAN I BE SURE OF COMPETENT INSTRUCTION? 


As mentioned in the article, “Education or Enter- 
prise?”, no matter how excellent the intentions of a 
school, it cannot turn out good watchmakers without a 
good course of instruction, competently supervised. 

Many of the states having legislation covering trade 
schools include, in their provisions, exhaustive examina- 
tion of the background and professional competence of 
instructors and some states even require a bond. Gen- 
erally speaking, a minimum number of years apprentice- 
ship (or equivalent in the form of trade-school training) 
plus a number of years practice as a journeyman are 
required. 

In addition, every state which has a definite school li- 
censing law (and some states which approve schools un- 
der P. L. 346, as well) prescribe a definite student-teacher 
ratio, particularly for shop sessions such as those in the 
watch-making field. This ratio appears never to be greater 
than 25 to 1 and, in some states. goes as low as 15 or 20 
to 1. 

Quizzed in the JC-K questionnaire as to the number of 
members on the faculty and, also. as to total enrollment, 
watchmaking schools indicated their student-teacher ratio. 
Generally speaking it was found satisfactory. although 
in some instances it was reported as higher than that 
allowed by any state which specifically stated a ratio in 
its regulations. 

For example, 24 schools indicated a ratio of 1 instruc- 
tor for from 15 to 19 students. This is excellent. Ten 
additional schools reported 1 instructor to each 10 to 14 
students. Even better! Still another ten schools indicated 
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that each instructor had from 25 to 29 students in his 
classes. Not so good! 

Six institutions had an ideal ratio: one instructor to less 
than ten students. And two schools reported one teacher 
to each 30 to 35 students. The worst school of all reported 
one teacher to every 40 students, an impossible number, 
according to informed authorities. 

Here, then, is another factor to be taken into considera- 
tion when choosing a school: how many students does 
each teacher have to supervise? To aid in this evaluation 
additional information has been provided in the list of 
schools accompanying this article: after each school’s 
recognition, as recorded in symbols, will be found a 
bracketed figure representing the number of students per 
instructor as indicated by the school’s own figures. 


WHAT ARE MY JOB CHANCES? 

No one, of course, is going to take a course in watch- 
making just for the fun of it. The goal is invariably a 
job—either in one’s own shop or in that of someone else. 

And it is perfectly natural for the watchmaker-to-be to 
ask himself ““What are my chances of getting a job?” 

The answer to that question is easy: if you become a 
good watchmaker there’s plenty of room. 

World War II, in addition to provoking a shortage of 
watch repairmen, also produced a greater number of 
watch-wearers. Import statistics, plus increased domestic 
production are the proof of that. 

And every watch sold is, of course, a potential job for 
a watch repairman; no one has ever invented a per- 
petually foolproof watch and natural human carelessness 
causes the average timepiece to go berserk before its time. 

It is safe to estimate that at least 42,000 watchmakers 
are employable in the United States at the present time. 

And, although it appears that some 12,000 persons are 
currently studying the craft in schools, under apprentice- 
ship regulations and in on-the-job-training programs, this 
means approximately 8000 new watchmakers per year 
since the average course exceeds 12 months’ duration. 

Of this 8000 potential new watchmakers per year, some 
will never make the grade. Some will discover they are 
not fitted for the work, others will wander off into related 
fields, and still others will discover they lack the neces- 
sary patience and give up for that reason. Thus, probably 
no more than 5000 to 6000 watchmakers per year will be 
produced at current rates. 

Add to this the fact that many watchmakers, currently 
employed, are getting along in years and wish to retire. 
They would retire, in fact, if suitable replacements could 
be found. This is an important factor and will be until all 
of the older watchmakers have been replaced (a never- 
ending process, really, since each year additional men 
will retire or die.) 

Finally, the present high percentage of people studying 
watchmaking is, to a great extent, artificial—stimulated 
by the attractive provisions of the “G.I. Bill of Rights.” 
Within a few years, when veterans are no longer eligible 
for re-education, the number will unquestionably drop 
sharply. 

However, for a man to be certain of getting and holding 
a position upon completing his watchmaking studies he 
must, as stated previously, be a good craftsman. 

For this reason. emphasis on choice of a school is 
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vitally important—not only to avoid losing the Gl Bill 
birthright (or your own money in the case of a civilian) 
but, also, to assure that you will be able to perform the 
job properly after graduation. 

We repeat the title of this article: “Look Before You 


,?? 


Learn! 





DIRECTORY OF TRADE SCHOOLS 
(From page 255) 


NORTH CAROLINA 
Greensboro 
Greensboro School of Watchmaking, 33714 So. Elm St. 12 months. 
Tuition $360, tools approx. $270.* X [17] 
Spencer . 
Spencer School of Watchmaking, 504 Salisbury Ave. 10-12 months. 
Tuition $250-$300, tools $225 to $275.* ° [21] 
Winston-Salem 
Winston-Salem School of Watchmaking, P. O. Box 2513. 2 years. 
Tuition $1,000, tools $300.* [26] 
OHIO 
Cincinnati 
Foegler Institute of Watchmaking, 31 E. 4th St. (2). 18 months. 
Tuition $630, tools $280.* t [12] 
Gruen Watchmaking Institute. Time Hill (6). 12 months. Tuition 
$420, tools approx. $270.* = ° [12] 
Cleveland 
Cleveland School of Watchmaking, 9217 Miles Ave. (5). 53 weeks. 
Tuition $600, tools $135.* [25] 
Cleveland Trade School, 535 Eagle Ave. (15). 6 months. Tuition 
$270, tools approx. $25.* [27] 
Sears School of Watchmaking, 2587 E. 55th St. 72 weeks. ‘Pui- 
tion $792, tools $266.* [19] 
OKLAHOMA 
Weatherford 
Southwestern Institute of Technology, 18 months. Tuition $1690, 
tools $346.20.* «Kk £[16] 
PENNSYLVANIA 
Hollidaysburg 
F. A. Fleischer Technical School, 308 Allegheny St. 1% to 3 
years. Tuition $25 per month.* [18] 
Lancaster 
Bowman Technical School, Bowman Bldg., corner Duke & Chest- 
nut Sts. 18 months. Tuition $625, tools $435.* ft + [13] 
Philadelphia 
American Institute of Watch Repairing, 105 So. 18th St. (3) 18 
months. Tuition $1140, no charge for tools.* [32] 

Baronian School, Inc., 2116 Walnut St. (3). 15 months. Part 
time (no tools) $275. Full time (tools) $500.* £ [37] 
Esposito’s School of Watchmaking, 1526 Waverly St., (6).# 

Philadelphia College of Horology, Broard and Somerset Sts. 18- 
26 months. Tuition $630 to $910, tools $405.* t & [10] 
Pittsburgh 
Thackers Academy for Jewelers, 423 Federal St. (12). 15 months. 
Tuition $675, tools, $454.50.* [7] 
Western Pennsylvania Horological Institute, Inc., 807 Ridge Ave. 
(12). 18 months. Tuition $756, tools $385.* t [25] 
SOUTH CAROLINA 
Greenville 
Greenville City Schools and Veterans Training Program, 500 
Pendelton Street.# 
TENNESSEE 
Memphis 
Southern College of Watchmaking. 776-780 Poplar Ave. No 
data.t [25] 
Nashville 
Cochran School of Watchmaking.+ 
TEXAS 
Amarillo 
Amarillo Watchmakers Institute, 123 West 7th, 15 months. Tui- 
tion $450, tools $431.96.* £ | 20] 
Burnett 
Inks Lake Technical School. 
Dallas 
Texas Trade School, 1316 W. Commerce (8). 2 years. Tuition 
$1200, tools $160.* [30] 
Houston 
Houston School of Horology, Inc., 915 Preston Ave. (2). Basic 
1 year, advanced 1 year. Tuition: basic $330, advanced 
$480.* ° [16] 
Kilgore 
. Kilgore Junior College Horological Department.# 
aris . 
Paris Junior College. 24 months. Tuition $30 per month, tools 
approx. $20 per month.* [21] 
San Antonio 
Cranford College of Watchmaking, 501 Ogilvie Bldg., 211 N. 
Alamo, 12 months. Tuition $360, tools $290.* [16] 
Wichita Falls 
Hardin College of Watchmaking, 3410 Taft St. 18 months. Tui- 
tion $30 per month, tools $390.* ° [18] 
UTAH 
Ogden 
Weber College, 550 25th St. 2 years tuition $85, tools $290.* f [10] 
WASHINGTON 
Seattle 
Broadway, Edison Vocational School.= 
WEST VIRGINIA 
Huntington 
Huntington East High Trades School, 2800 Fifth Ave. (2)#% 
Ridgeley 
Morgan Vocational School. Box 26. 2 years. Tuition $1,080.* + [11] 
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FOR HONEST RETURNS 
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SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 


JOSEPH B. COOPER & SON 


PRECIOUS 





Smelters METALS 
OFFICE: 
FACTORY: 26 JOHN STREET 


BROOKLYN, N. Y. NEW YORK CITY 
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vith only 
one of many items in this pattern. All of 
pre-war quality—Silver City refuses to sac- 
‘rifice its reputation for quality built up over 
the years. : | 





__NON-TARNISH 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 

















WISCONSIN 
Milwaukee 
Milwaukee Vocational School, 1015 W. 6th St. 2 years. Open only 
to residents of Wisconsin.* ¢ £{ 
CANADA 


Ontario 
Training and Re-Establishment Institute, Hamilton.# 


—— and Re-Establishment Institute, Toronto (2). 52 weeks. 
ree. 
Quebec 
Quebec School of Watchmaking.#+~ 
Toronto 
Gould St. Rehabilitation School. 
JEWELRY REPAIR 
ALABAMA 
Birmingham 
Southern Watchmaking School, Ramsey Bldg., Ensley (8). 18 


months. Tuition $630.* 


ARKANSAS 
Forrest City 
Forrest City School of Watchmaking (see ‘‘Watchmaking’’) 


CALIFORNIA 
Los Angeles 
Los Angeles School of Jewelry Manufacturing, 1007 West 96th 
St. (44). 14% to 3 years. Tuition $500 per school year.* [20] 
Sacramento 
Strutz School of Watchmaking and Engraving. (See ‘“‘Watchmak- 
ing’). 
San Jose 
Theron QO. Sowers Watchmaking and engraving School. 
*‘Watchmaking’”’). 


COLORADO 
Denver 
Emily Griffith Opportunity School 


FLORIDA 
Tampa 
Tampa Horological School. 
ILLINOIS 
Chicago 
Jewelry Training Service, 226 So. Wabash Ave. 
Tuition: part time $90, full time $300.* 
Olson School of Jewelry Trades. (See ‘‘Watchmaking’’). 


(See 


(see ‘“‘Watchmaking’’). 


(See ‘“‘Watchmaking’’). 


(4). Six months. 


Elgin 
Elgin Watchmakers College. (See ‘‘Watchmaking’’). 
Peoria 
Bradley University School of Horology. (See ‘“‘Watchmaking’’). 
IDAHO 


Coeur d’Alene 
North Idaho Junior College 


INDIANA 
Corydon 
Cunningham Horological School. 


KENTUCKY 
Leuisville 
Kentucky School of Trades, Inc. 


MASSACHUSETTS 
Attleboro 
Attleboro Jewelry Training School, 54 Union St. 
tion free to Massachusetts residents.* [7] 
Beston 
North Bennett Street Industrial School, 39 No. 
weeks. Tuition $400, tools $100.* 
MISSISSIPPI 
Ellisville 
Jones County Agricultural High School and Junior College. (See 
“Watchmaking’’). 
MISSOURI 
Kansas City 


(See “‘Watchmaking”’). 

(See ‘‘Watchmaking”’). 

(See ‘‘Watchmaking’’). 

Tui- 


40 months. 


Bennett St. 38 


f 
(6). 12 


Kansas City School of Watchmaking, 621 Wyandotte St. 
weeks. No tuition rates given.* 
Albany 
Midwest School of Horology, 101%4-105%4 So. Polk. 9 months. 
Tuition approx. $252.* 
NEW YORK 
Morrisville 
New York State Agricultural and Technical Institute, 1-2 years. 


Tuition $75 per year to residents, $275 per year to non-resi- 
dents.* 
New York City 
George Westinghouse Vocational School (Annex), 122 ‘Tillary St., 
Brooklyn. 3 years. Free.* 4 


NORTH CAROLINA 
Charlotte 
Engravers and Jewelers School, 513 Pine St. (1) 1 year. Tuition 
$324, tools $150.* [16] 
Spencer 
Spencer School of Watchmaking. 
Winston-Salem 
Winston-Salem School of Watchmaking. 


OHIO 
Cleveland 
Sears School of Watchmaking 
OKLAHOMA 
Okmulgee 
Oklahoma A & M College, School of Technical Training, Morris Rd. 
24 months. Tuition $500 per year, tools included.* £ [12] 
Weatherford 
Southwestern Institute of Technology. (See ‘“‘Watchmaking”’). 
PENNSYLVANIA 
Hollidaysburg 
F. A. Fleischer Technical School. 
Lancaster 
Bowman ‘Technical School, 
Tutition: $34, tools $45.* 
New Castle 
New Castle Jewelers Training School, 226 Pearson St. 18 months. 
Tuition $720, tools $194.50.* £ [20] 


(See ‘‘Watchmaking’’). 


(See “Watchmaking”). 


(See “Watchmaking”’ ) 


(See ‘‘Watchmaking’’). 


Duke and Chestnut Sts., 1 month. 
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Pittsburgh 
Thacker Academy for Jewelers. Jenkins Arcade. Tuition $249, 
tools $75.90.* 
Western Pennsylvania Horological Institute. (See ‘‘Watchmaking’’). 
TEXAS 
Paris 
Paris Junior College. (See ‘“‘Watchmaking’’), 
San Antonio 
Cranford College of Watchmaking, 501 Oglivie Bldg., 211 N. 
Alamo, 8 months. Approx. $180 tuition.* 
Wichita Falls 
Hardin College of Watchmaking, 3410 Taft St. 3 months. $90 
tuition.* 


ENGRAVING 
ALABAMA 
Birmingham 
Southern Watchmaking School, Ramsey Bldg., Ensley. 6 months. 
Tuition $210.* 
ARKANSAS 
Forrest City 
Forrest City School of Watchmaking & Engraving (See ‘‘Watch- 
making’’). 
CALIFORNIA 
Los Angeles 
Los Angeles School of Jewelry Manufacturing, 1007 W. 96th St. 
(44). 1% to 3 years. Tuition $500 per year.* 
Sacramento 
Strutz School of Watchmaking. (See “Watchmaking’’). 
San Jose 
San Jose State College. (See ‘““Watchmaking’’). 
Theron O. Sowers Watchmaking and Engraving School. (See 
‘‘Watchmaking’”’ ). 
DISTRICT OF COLUMBIA 
Washington Technical School, Inc. (See ‘““Watchmaking”’). 
ILLINOIS 
Chicago 
Chicago School of Watchmaking. (See *“‘Watchmaking.”’) 
— School of Jewelry Trades. (See *““Watchmaking.”’) 
gin 
Elgin Watchmakers College. (See *“‘Watchmaking.”’) 
Peoria 
Bradley University School of Horology. (See *““Watchmaking.’’) 
INDIANA 
Corydon 
Cunningham Horological School. (See ‘‘Watchmaking.’’) 
KENTUCKY 
—— — 
entucky School of Trades, Inc. (See “W ing’’’ 
MASSACHUSETTS einen 
— ” 
orth Bennett Street Industria] School, 39 North Benn 
38 weeks. Tuition, $400, tools approximately $100.* siined 














MISSISSIPPI 
Ellisville 
Jones County Agricultural High School and Junior College. (See 
*“‘Watchmaking.”’) 
MISSOURI 
Albany 
Midwest School of Horology, 101% to 105% S. Polk. 9 months. 
Tuition $252 plus tools.* 
Kansas City 
Kansas City School of Watchmaking. 621 Wyandotte St. (6). 86 
weeks. No tuition costs given.* 
NEW YORK 
Morrisville 
New York State Agricultural and Technical Institute. 1 to 2 
years. Tuition $75 per year for residents. $275 for non-residents.* 
NORTH CAROLINA 
Charlotte 
Engravers and Jewelers School. 513 N. Pine St. (1) 1 year. Tui- 
tion $324, tools $150.* [16] 
Winston-Salem 
Winston-Salem School of Watchmaking. (See “Watchmaking.’’) 
OHIO 
Cleveland 
Sears School of Watchmaking (See ‘“‘Watchmaking.”’’) 
OKLAHOMA 
Okmulgee 
Oklahoma A & M College (See “‘Jewelry Repair’’). 
PENNSYLVANIA 
Lancaster 
Bowman ‘Technical School, Duke and Chestnut Sts. 6 months. 
Tuition $204, tools $97.* 


New Castle 
New Castle Jewelers Training School. (See “Jewelry Repair.’’) 
Philadelphia i 
Baronian School, Inc., 2116 Walnut St. (3) 8% months. Tuition 
$275-$500.* 


Philadelphia College of Horology, Broad and Somerset Sts. (32). 
9 months. ‘Tuition $315.* 
Pittsburgh -_ 
Thacker’s Academy for Jewelers, Jenkins Arcade. Tuition 5249, 
tools $102.50.* > 
Western Pennsylvania Horological Institute. (See ““Watchmaking.”’) 
RHODE ISLAND 


Providence 
Rhode Island School of Design, 22 College Street. Part of four 


year evening course. Tuition $42 per year.* [10] 
TEXAS 


Houston . 
Houston School of Horology, 915 Preston Ave. (2). 7 months. 


Tuition $180.* 
Paris " 
Paris Junior College. (See ‘‘Watchmaking.”’) 














Are You Taking Stock For 1948? 


Have You Any Inactive or Obsolete Patterns of 


STERLING SILVER 





Or Anything in Used Silver, Flat or Hollowwarer 


These are frozen assets and can readily be 


converted into CASH. 


No matter what pattern, or how large or small 
the quantity, we will pay the expressage and if 
our offer is not acceptable, it will be returned 


express prepaid. 


JULIUS GOODMAN & SON 


77 MADISON AVENUE 


MEMPHIS 1 


TENNESSEE 


Reference: THE JEWELERS’ BOARD OF TRADE 
DUN & BRADSTREET 
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We pay Top Prices for your 





Scrap MerTats 
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Send us your 


GOLD 
PLATINUM POLISHINGS 
PALLADIUM SOLUTIONS 
SWEEPS DENTAL SCRAP 


Maximum Refining Recovery 
Accurate Scientific Assay 
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SALESMEN WANTED 


FOR 
CALIFORNIA—NEVADA—ARIZONA 


MICHIGAN—INDIANA—ILLINOIS 
MARYLAND—DELAWARE—DISTRICT OF COLUMBIA 
PENNSYLVANIA—NEW JERSEY—VIRGINIA 
IOWA—MINNESOTA—MISSOURI 
NORTH AND SOUTH DAKOTA 
MISSISSIPPI—ALABAMA—GEORGIA—FLORIDA 


LARGE MANUFACTURER can use good men 
selling to Well Rated Retailers. 

Diamond jewelry—wedding rings, stone rings. 
mountings, chains, etc. Have no objections to 
one or two non-conflicting lines. Commissions 
and bonus. Mail applications at once. 





























ADDRESS BOX "B., 431," Care 
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San Antonio 
Cranford College of Watchmaking, 211 N. Alamo. 4 months 
Tuition $120, tools $97.* 
Wichita Falls 
Hardin College of Watchmaking, 3410 Taft St. 4 months. Tu? 
tion $120 plus tools.* 


STONE SETTING 
CALIFORNIA 
Los Angeles 
Los Angeles School of Jewelry Manufacturing. (See “Jewelry 
Repair.’’) 
ILLINOIS 
Chicago 
Olson School of Jewelry Trades. (See ‘‘Watchmaking.”’ ) 
Elgin 
Elgin Watchmakers College. (See ‘““Watchmaking.’’) 
Peoria 
Bradley University School of Horology. (See ‘‘Watchmaking.” ) 
KENTUCKY 
Louisville 
Kentucky School of Trades, Inc. (See ‘“‘Watchmaking’’). 
MISSOURI 
Kansas City 
Kansas City School of Watchmaking. (See ‘Jewelry Repair.’’) 
Albany 
Midwest School of Horology. (See ‘Jewelry Repair.’’) 
NEW JERSEY 
Jersey City 
Progressive Diamond Setting Institute, 194 Newark Ave. (2). 10 
months. Tuition $500, tools $98.* [30] 
NEW YORK 
New York City 
Pioneer Diamond Setting School, 555 E. Tremont Ave., Bronx 
(57). 48 weeks. Tuition $780, tools $62.* [31] 
OKLAHOMA 
Okmulgee 
Oklahoma A & M College (See “Jewelry Repair’’). 
PENNSYLVANIA 
New Castle 
New Castle Jewelers Training School. (See “Jewelry Repair.’’) 


TEXAS 
Paris 
Paris Junior College. (See ‘“‘Watchmaking.’’) 
Wichita Falls 
Hardin College of Watchmaking. (See “Jewelry Repair.’’) 


DESIGNING 
CALIFORNIA 
Los Angeles 
Los Angeles School of. Jewelry Manufacturing, 1007 West 96th. St. 
(44). Part of overall 1% to 3 year course, tuition $500 per 
vear.* 
NEW YORK 
New York City 
Manhattan: 
Jakobb, C. A., 31 W. 47th St. Correspondence course. ‘Tuition 
$300. 


Mechanic’s Institute, 20 West 44th St. 
Queens: 

Jakobb, C. A., 217-01 Corbett Rd., Bayside. Correspondence course. 
Tuition $300. 


PENNSYLVANIA 
New Castle 
New Castle Jewelers Training School. (See “Jewelry Repair.’’) 
RHODE ISLAND 
Providence 
Rhode Island ‘School of Design, 22 College St. Part of 4 year 
course. Tuition $42 per year.* 


GEMOLOGY 


CALIFORNIA 
Los Angeles 
Gemological Institute of America, 541 S. Alexandria Ave. (23). 
Correspondence course 1 to 4 years, tuition $106 to $505; resi- 
dent courses: short evening course (4 evenings) $23.50; four 
week course (100 hours, 5 day week) $135.* 


NEW YORK 
New York City 

Columbia University, 561 W. 116th St. (27). Course in gems and 
precious stones.* 

New York University, Washington Square. Course in gems and 
precious stones.* 

Pough, Frederick H., Ph.D., American Museum of Natural History, 
Central Park West and 79th St. Brief elementary course in 
precious stones. 5 sessions meeting by appointment, with groups 
of twelve. Tuition $50 per student. 


CASTING 
CALIFORNIA 
Los Angeles 
McNair-Ryan School of Precision Casting, 373 North Western 
Ave. (4). 168 hours. Tuition $375, tools $25, books $12.* [2] 


NEW YORK 
New York City 
Jelenko School of Precision Casting, Inc., 136 W. 52nd St. (19)- 
Two courses: 8 weeks, 13 weeks. Tuition: $350 and $500 re 


spectively.* [10] 


PENNSYLVANIA 
New Castle 
New Castle Jewelers Training School. (See “Jewelry Repair.’’) 
RING SIZING 
IDAHO 


Coeur d’Alene 
North Idaho Junior College Dept. of Watchmaking. (See ‘‘Watch- 


making.”’’) 
ILLINOIS 
Elgin 
Elgin Watchmakers College. (See ‘‘Watchmaking.”’ ) 


THE JEWEIERS’ CIRCULAR-KEYSTONE 








NORTH CAROLINA 


cer —_ 
a ae School of Watchmaking. (See ““Watchmaking.”) 


JEWELRY MAKING 


CALIFORNIA 


Angeles ; " 
5 > Angeles School of Jewelry Manufacturing, 100% West 96th 


St. (44). 1% to 3 years. Tuition $500 per year, tools $285.* 


FLORIDA 


Coral Gables ; , 
House of Gifts, P. O. Box 4550. Correspondence course In sea- 


shell jewelry making. $1. 
ILLINOIS 
Peoria m 
Bradley University. (See “‘Watchmaking.’’) 
NEW YORK 
New York City 


Bronx 
New York Jewelry Trades School, 560 Melrose Ave. 11 months. 


Tuition $760, tools $100.* 
Morrisville 
New York State Agricultural and Technical Institute. (See 
‘Jewelry Repair.’’) 
NORTH CAROLINA 
Charlotte 


Engravers’ and Jewelers School, 513 N. Pine St. (1). 1 year. 
Tuition $325, tools $150.* 
PENNSYLVANIA 
New Castle 
New Castle Jewelers’ Training School. (See “Jewelry Repair.’’) 





"Modern Room” for Giftwares at Wright, Kay 


Expanding sales demanding more space has resulted 
in a complete new sales floor to complement giftwares 
and appliances at Wright, Kay & Co., Detroit jewelers. 

The entire fourth floor, formerly a stockroom, was 
converted to a new and modernized selling area. Living 
up to its name—“The Modern Room,” the floor is lighted 
by fluorescent fixtures in recessed ceiling troughs with 
obscure plastic lens. Individual ceiling spotlights accen- 
tuate the display areas. The walls are of yellow and 





This modern display for giftwares at Wright, Kay & Co., 
Detroit, features showcases of natural birch and display 
and counter tops of blister-proof real wood formica. 


cocoa while the curved display background with curved 
glass shelves are of natural reed striated plywood. Rub- 
ber tile floors and air conditioning are other features. 

All showcases are of natural birch while display table 
tops and counter tops are made from blister-proof real 
wood formica. All were custom designed by Harley, EI- 
lington and Day, Inc., architects for the Wright, Kay & 
Co. The showcases are distinctive in that they combine 
demonstration area at the top, wide angle visibility for 
sales appeal plus generous storage area at the back. 

Among the items shown in the photograph are im- 
ported crystals and pottery, stationery, fine leathergoods. 
unusual woodenware and small electrical items suitable 
for gifts. 
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e complete Keystoneware Line at: 


Ai | GIFT SHOW—Palmer House—February 2-13 
JEW ENGLAND HOUSEWARES SHOW-Parker House, Boston-February 16-20 
NEW YORK GIFT SHOW—Hotel New Yorker—February 23-27 

_ © BOSTON GIFT SHOW—Parker House—March 1-5 

___@ PENNSYLVANIA GIFT SHOW—William Penn Hotel, Pittshurgh—March 7-10 


@ SILVERPLATED HOLLOWARE 
© CHROMEPLATED HOLLOWARE 
© HAMMERED ALUMINUMWARE 
@ ELECTRICAL APPLIANCES 
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SILVER INC. 


9039 WEST 34th ST., NEW YORK 1, NY. 


SHOWROOMS 


NEW YORK 303 FIFTH AVE. e CHICAGO 209 S$. STATE ST 
LOS ANGELES 712 S. OLIVE ST 
SEATTLE--2028 SECOND AVE 
DALLAS. SANTE FE BUILDING 
SAN FRANCISCO-1355 MARKET ST 
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Kisaries 


We wish to announce that we have re- 
cently finished and are now showing 
the most complete and varied all new 
line of rosaries that we have been able to 
produce in years. You will find in this 
new line just about every style and 
quality you will require. In case our 
representative fails to see you, we will 
upon request, be pleased to forward 
samples of these new numbers for your 
approval, which you may retain or re- 
turn after your selection. 


COUPE, MURPHY 
COMPANY 


EST. 1917 


Rosary Beads, Medals and Crosses 
86 WEYBOSSET STREET PROVIDENCE 3, R. I. 











Speed up your FACETTING production on rings and 
bracelet — with our new LAPPING MACHINE. 


@ Using emery paper disk, in 
the center for fast cutting. 














@ One rod only to guide your 
QUADRANT very easy to ad- 
just. 


® Gives your rings or brace- 
let parts a mirror finish, which 
is unequalled, by using our 
lapping alloy, which is fused 
on the outside rim of the 
large wheel. 


a Specialists for the jewelry 
» industry. Call Flushing 3-6125 


Cn Re ie 


ALKA PRECISION TOOLS & EXP. WORK 


22-44 122 STREET COLLEGE POINT, L. I., N. Y. 














A 





EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: BRyant 9-7199 
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Store Name Retains Old Identity 


Down through the years, firms frequently change 
hands, and although original company names are some. 
times retained, the holders of those names are no longer 
in the picture. With a view to still retaining the old, 
well-known firm name, but by way of emphasizing the 
two generations of Reads who now operate the firm of 
Kettell, Blake and Read, this company has adopted a 
new form of advertising itself, to the Metropolitan Bos. 
ton, Mass., public. The firm was established in 1858 
by J. V. Kettell. In 1865, he took into partnership a 
former clerk, James B. Blake, who passed away in 1927, 
Still later, Elmer C. Read, a clerk, was also taken into 
partnership. Mr. Kettell also having passed on, Mr. Read 
now operates the business and has taken his son, Ells- 
worth Read, secretary of the Boston Jewelers Club, into 
the partnership. After 20 years, the firm is now playing 
up the name of Read, at the same time retaining the two 
other partnership names. 





SELL SILVER THROUGH SERVICE 
(From page 234) 


developed. We at Hudson’s have a registration system. 
This is nothing new. Eight years ago we presented to 
the Northwest a place-setting plan which had the ap- 
proval of only a few jewelers. The majority were skep- 
tical and some thought it too much bother. Some silver- 
smiths doubted the wisdom of the smaller unit sales. 
However, experience has proved that traffic has been 
built up through many small unit sales and, in addition, 
friendships with the store and with salespersons have 
been established. 

Today we have over 22,000 girls registered, a gain of 
18,000 in eight years. Of these, 17,000 are active. The 
remainder are inactive but still are potential customers, 
when they are’ permanently located. This alone proves 
what can be done in every community of culture. 

We are vitally interested in youth. Many girls in sixth 
and seventh grades have eight place settings in sterling. 
By the time they are through High School, with place 
settings out of the way, they are receptive to extra 
pieces in their chosen pattern as graduation gifts. Then 
when they are to be married, with everyone else sitting 
on the doorstep trying to sell wedding gifts, the jeweler 
doesn’t have to be there because he already has his 
flatware business. Jewelers also do more business with 
sterling hollowware in this way. Every jeweler should 
carry complementary hollowware for each pattern both 
in sterling and plate. 

In the educational program of our store we have lec- 
tured before 2,000 women in seven months in these 
special groups. Often there are as many as 325 persons 
in one group meeting. We have found them eager to 
gain information. The results of the group talks have 
been interesting and profitable, drawing custom to our 
silver departments. We follow this up in the store with 
friendly reception and helpful advice. The so-called 
gift or antique shop and other competition will always 
get some of the jeweler’s customers but this volume 
can be cut to a minimum. 
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In planning a successful silver department a jeweler 
should anticipate his requirements, although this is difh- 
cult at the present time. An inventory within one’s own 
store should be set up and kept balanced with a flow 
of orders. All patterns of all the silversmiths represent- 
ed in the store should be on hand at all times. 

A phase of the business which merits thought is that 
of antique silver presentations. Georgian flatware has 
limited number of patterns but strong appeal to certain 
types of persons. Many jewelers have neglected this end, 
and, as a result, have driven trade out of the store to pay 
high prices in the pseudo-background of the antique 
dealer. Some jewelers believe there is a clash between 
antique and modern silver. From experience, we have 
found that this is not true. Those who are antique- 
conscious cannot be sold modern silver, although they 
may be sold a faithful reproduction of antiques. Through 
carrying antique silver the store adds another group of 
discriminating customers increasing volume of the sil- 
ver department, and the prestige of the business. 

Only a jeweler can provide special services which are 
important in building and holding customers. These 
special services should be held before the public so that 
there will be full realization of the satisfactions gained 
through dealing with established, reputable business 
houses. We list these services specifically in advertise- 
ments. As stated in newspapers and flyers they are: 


* 40 beautiful patterns from which to choose, avail- 
able for immediate delivery. 













If you sell on credit—and feature these world 
preferred “CHICAGO” rink skates, younger 
buyers (16-24) will stream into your store 
and give you new names for your mailing list. 
You can really build sales from the newspaper ad mats we 
Provide—then you can merchandise, at normal mark-up, 
from our day-to-day FILL-IN SERVICE—same day de- 
liveries on all orders. 
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* The products of nine of the world’s foremost 
manufacturers including, all members of the Sil- 
versmith Guild of America 

* Standard patterns available at leading jewelers 
throughout the country . .. Your assurance that 
you can add to your flatware at any time. 

* The services of four engravers and designers. 

* Monograms designed especially to complement 

your silver. 

Delivery and gift wrapping for your convenience. 

* Deferred payments. Contracts up to a year to pay. 

* Service and advice of experienced silver counsel- 
ors. 

* A permanent record of your pattern on Hudson’s 

registry system, a lasting benefit to yourself and 

friends for such gift occasions as weddings, birth- 
days, anniversaries. No girl too young to share 
this service 

Hudson’s Wedding Consultant for advice and 

help in co-ordinating wedding plans and pur- 

chases. 

Flannel rolls to protect your silver—or on pur- 

chase amounting to $75 or more, $5.00 allowance 

on any available chest. 


A girl accumulating this much silver will complete 
her service, which means frequent visits to the store. 
We feel that our Wedding Consultant holds an im- 


portant place in the store’s service. We have chosen a 


woman of personality and experience, who understands 









Place a pair in your window ar i watch the 
interest. You can merchandise from a small stock 
using our same-day ‘‘FILL-IN 


re-orders. Write for particulars. 


FACTORY DISTRIBUTORS 


OHNNYonEo-® 


51 CHATHAM ST. PITTSBURGH 19, PA. 


RVICE” on all 
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youth. This service offers a girl, through her mother, 
counsel in correlation of china and crystal with silver. 
gift selection, and in wedding arrangements. 

For about five years before the war, we carried on an 
annual intensive promotion of silver with a Springtime 
Silver Parade. We shall resume this next vear. 

Six windows of fine sterling pieces were set up. In 
five windows, each showed merchandise of one silver- 
smith. Each pattern was shown on a plaque. Sterling 
hollowware completed the display. The silversmiths rep- 
resented in the windows were Gorham; [International 
Silver: Reed and Barton; R. Wallace and Son: Towle 
Company. The sixth window showed merchandise from 
Lunt Silversmith and Samuel Kirk and Son. jointly. 
Counters in the store spotted fine tea ware from old silver- 
smiths to give a silver atmosphere. Newspaper publicity 
was given. The promotion was not only profitable but 
also educational in that the community. through it, 
was made silver conscious. 

The silver department of the store consists of six 
divisions. These are: sterling flatware; sterling hollow- 
ware; plated flatware; plated hollowware; antique silver, 
largely English; hand-made silver by finest American and 
Danish silversmiths. The latter has been recently added. 

Because of heavy traffic, in an effort to improve ser- 
vice, we have recently re-arranged the silver depart- 
ment. Formerly we had a horseshoe arrangement of 
counters, with 38 chairs, but this was not sufficient and 
many eustomers were standing behind chairs. Some 
jewelers believe that seating customers causes them to 
take too much time in making selections. but we feel 
that this is important because time should be given to 
adopting a pattern to insure complete satisfaction. The 
customer should be comfortable and in pleasant sur- 
roundings. Above all things, Mr. Jeweler must rub out 
fear; he must encourage the art of good living and en- 
tertaining. If fine linens and other appointments can 
be sold running into hundreds of dollars—why not a tea 
service and other complementary units. 

If the retail jeweler honors his profession and wishes 
to do a real job, he will enter the field as we have out- 
lined. We are confident the future of the better stores 
will be secure and the “unmentionable” competition 
which threatens his survival today will gradually fade 
out of the picture. For the moment it is a “tough fight.” 
but must be met on a dignified scale—as dignified as we 
accept the same Sterling—this must not be cheapened. 





WALL DISPLAY SHOWS STERLING PATTERNS 
(From page 236) 


who is looking for a fill-in piece to match a set already 
owned. 

Swinging the first panel outward, the customer finds 
behind it a duplicate fixture which contains still other 
items. More expensive pieces in lesser-known patterns 
are kept here, so that the customer usually finds the 
desired item on the first level, according to Mr. Drosten. 
The store does a large annual volume in “Estate silver” 
reconditioned and offered for collectors. filling in old 
patterns, etc., and the use of the two swinging panels 
has considerably simplified presenting a large selection. 
according to Mr. Drosten. 
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All sterling flatware shown on the hinged display unit 
is polished regularly, and each is individually price. 
tagged, so that the customer may be “turned loose” to 
browse over the entire selection at will. 





BRIDAL SALES IN A PACKAGE 


(From page 238) 


make such sales on a 30-day charge, or on a budget- 
payment plan running from 10 to 12 months, which will 
iake the strain of a single large payment off the newly 
married couple. Our experience has been that 90 per cent 
of the gifts which will be purchased for the new couple 
will be bought during the first 10 months of their mar- 
riage, and therefore, it is a simple matter to merely credit 
the purchases of well-wishing friends against the total 
amount which the newly-weds are paying. In many cases, 
where the bride has been exceptionally popular and with 
a great number of friends, the entire amount has been 
written off the books long before the limit of the payment 
plan utilized.” 

To make “package selling” practicable, Burt’s Jewelers 
utilizes two files on its bridal customers of whom, in- 
cidentally, there are on the average between 10 and 15 
every month the year around. Two Kardex files are main- 
tained, one of which covers the more standard bridal 
merchandising system whereby friends check the patterns 
and pieces which the bride needs and fills in her stock, 
and the other for “all-in-one” purchaser who has con- 
tracted for everything to be delivered after a single visit. 
In the latter case, the store does not divulge the fact that 
the bride has already received each item, but merely 
allows the gift-purchaser to buy from the same pattern— 
immediately crediting the amount against the balance 
which the newly-wed couple has to pay. 

Since starting out on this system Burt’s Jewelers has 
made “unit sales” running anywhere from $200 to $40) 
to at least two brides out of every ten contacted—and the 
ratio is steadily growing larger. “Once the idea is ex. 
plained to most prospective brides they usually like it,” 
Mr. Christman said. “Almost every newly-wed housewife 
lates to see her sterling, china, and glass accumulating 
slowly on a gift basis—and the idea of filling up her side- 
hoard immediately has a strong appeal.” 


With bridal business thus profitable, Burt’s Jewelers 
are constantly “merchandising” in the field. A close 
check is made each morning of the two newspapers pub- 
lished in this Georgia city, from which all engagement 
notices are clipped, and a list of “new prospects” typed 
up from these. Many of the store’s bridal sales originated 
from the time that the engagement ring was purchased. 
Mr. Christman stays in close touch with prospective 
brides by means of direct mail, all of which is highly 
personal, very friendly, and kept free of obvious com- 
mercialism. To every bride goes a beautifully engraved 
card, which simply tells her about Burt’s fine sterling 
flatware, open-stock dinnerware and crystal stemware 
lines, and inviting the bride to come in for a free bride's 
book. These, among the most expensive given out any- 
where in the country by a retail jewelry store, are beauti- 
fully finished, and are sent out by special messenger. 
From the very outset, when the bride first comes in, Mr. 
Christman points out the advantages of buying everything 
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time to think about it.” ee 
“Most of our brides know that we prefer to sell them | = ee 
the entire selection at once,” Mr. Christman said. “How- wee wee Bee seis orn 
ever. we place no pressure on them to do so. It is merely | fox : ee, ect 
an optional choice which simplifies selling for us. and is —o “f 
makes the first few months of housekeeping substantially 5 fere roe 
more enjoyable for the bride.” gece om 

The Georgia store carries 26 patterns in sterling flat- 
ware. approximately the same number in open-stock china 
(when inventory is at normal) and 9 in crystal stemware. 


tepresentative patterns of each are always kept in the 
window to altract prospective brides. 
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MATCHES PACE OF GROWING COMMUNITY 
(From page 246) 


by private consultation rooms, workshop, and a com- 
plete laboratory. 

On the jewelry side of the store visitors find many 
innovations. Among these are the glass-front silverware 
shelves which swing inward when it is desired to trim 
the show-window panels along the side street. There is 
also something entirely new in display counters, built in 
letter “H” shape, with ground-glass tops lighted from 
beneath by neon tubes. 

Watch repair benches, a built-in vault, and a separate 
diamond room are all located at the rear of the store. 
The latter is triple-lighted, with daylight, yellow incan- 
descent, and blue-white fluorescent available by a mere 
flip of a wall switch. 

Lemay Brothers is Manchester’s oldest jewelry and 
optical business operating continuously under one man- 
agement. It was established in 1894 by Henry Lemay. 
who had been associated for some time with an old-time 


in 


Manchester jewelry firm. A year later Henry was joined | 14k Yellow of 
by his brother, Thomas, who had just finished a course 
in optometry in New York City. DAWN hand 
At that time, the business was conducted at 1083 Elm paar rings SMM. 
Street. on the site now occupied by the Public Service three Wide Gold, 


Company of New Hampshire. The concern flourished 
there until the property was sold in 1925, and the pres- 
ent site at 1217 Elm Street was purchased. 

In 1935, Henry Lemay retired and sold his interest 
to his brother Thomas, who remained active in the busi- 
ness until his death in June, 1945. 

However, all of the men who conduct this Manchester 
business are still Lemays—all of them sons of Thomas 
Lemay. Louis B. Lemay, a 1931 graduate of the Uni- 
versity of New Hampshire, is in charge of the jewelry 
store. His brother, Gerard, a 1933 UNH graduate. and 
a 1936 graduate of the Massachusetts School of Optom- 
etry, has charge of the optical side of the business. 
Thomas L. Lemay, youngest of the three sons. has been 
with the concern since 1938. and is in charge of the : 
optical laboratory, one of the most complete in the area. res wat —— 

The reopening was featured by a local radio program eet P V by 
over station WMUR. Commenting at the time. Louis ee | yu oy | 
Lemay said: “The growth of our business has been in PPgisee | Mbit ici 
line with the growth of Manchester. We have seen our a S/T AP Eats. € OES Oe ee 
td have its ups and downs, but most gratifying has | pee 3 | STYLIST ANDO MAKER 
conn paranodal 

°S, Ce sastrous fire. 
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ONSIDERABLE good-will and extra sales volume 

may be achieved in the jewelry store by “publiciz- 
ing” the many services the store has to offer, and con- 
solidating them into one spot where the customer may take 
maximum advantage of them, according to Myron E. 
Freeman & Bro. Co., jewelers of Atlanta, Georgia. 

The Freeman store, which has undergone considerable 
streamlining in recent months, found long ago that many 
customers of jewelry stores, even though they may have 
been regular purchasers for years, are not familiar with 
the services which the store has to offer, according to 
Beaumont Davison, manager. Included are such things as 
diamond cleaning, simple repairs gratis on costume 
jewelry, watches, etc., silver cleaning, tableware mend- 
ing, etc. | 

The Freeman store “merchandises” all of these, plus 
many more important services which it has originated it- 
self. in the “Service Center” which is located in the right 
rear corner of the store, near the newly-completed china 
and giftwares shop. Here, a small enclosed room, with a 
6-foot low-glass counter and four chairs for customers to 
be comfortably seated, is a focal point for many opera- 
tions in the store, which directly involve the customer. 

First, at the Service Center, the store maintains a 
Bride’s Book in which prospective brides may register 
their pattern preferences in sterling flatware, china, glass- 
ware, and other items. Also, there is a “clipping service” 
which clips all central Georgia newspapers for news of 
weddings, engagements, etc. All watch repairs are handed 
over the counter at this point, with one expert watchmaker 
stationed at a small desk in the corner, making quick 
adjustments, selling new watchbands, etc., from a display 
in the glass counter. Likewise, jewelry repair, cleaning. 
engraving orders, engraved stationery orders, etc., are all 
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Girl in charge of the 
a . | Myron E. Freeman & Bro. 
Ss — | Fo''service center'' uses 
i, newspaper clippings to 
follow up brides-to-be. 
Note the telephone and 
office intercom system. 


“Service Center’ Groups 
Customer Conveniences 


by RODMAN LUCAS 


centralized at this one point which is staffed by the watch- 
maker and two girls. 

In addition to clipping newspapers for the items men- 
tioned above, the girl in charge of this operation is also 
responsible for several others, all of which can be carried 
out without leaving her chair. One of the most promi- 
nent of these is operating a recently installed public ad- 
dress system, and answering all incoming telephone calls. 
When a telephone call arrives requesting a specific depart- 
ment or person, the girl in charge merely presses a button, 
speaks into the microphone, and pages them at a low 
audibility level which does not irritate customers or inter- 
fere with the quiet operation of the store. The paging 
system has worked wonders in cementing good-will, ac- 
cording to Mr. Davison, since the correct salesperson can 
always be hustled to the phone rapidly, while the cus- 
tomer is told “Pardon me for just a moment,” rather than 
left hanging at the other end of the line interminably. 

The same girl also handles another specialty of the 
Myron E. Freman & Bro. store—deluxe gift-wrapping to 
the customer’s order for anything sold in the store. The 
gift-wrapping department, for the sake of preventing a 
“messy” atmosphere in the Service Center, is located on 
the mezzanine balcony, directly over the service counter. 
Connection between the two is by a modern, electric dumb- 
waiter, which ends right at the service counter. There- 
fore, when a customer purchases a wedding gift, or speci- 
fies that an item is for a gift, salespeople ask her how she 
would like it wrapped, and suggest an individual, eye- 
appealing gift wrap. The customer is then brought back 
to the service counter, where the merchandise and the 
customer’s suggestions for gift wrapping are turned over 


THE JEWELERS’ CIRCULAR-KEYSTON= 








to the girl in charge. The public address system also con- 
nects with the gift-wrapping shop, and instructions are 
relayed quickly from the face of the dumbwaiter shaft 
over the wires while the actual merchandise is delivered 
upstairs by the dumbwaiter. Only a few minutes are re- 
quired to turn out a beautiful gift package which is again 
sent down the dumbwaiter, and handed over to the cus- 
tomer. Or, if the customer wishes, she may browse 
through the store, the gift shop, etc., and the p.a. system 
is used to page her when her package is ready. 

“These little services count a great deal in forming the 
opinion the customer has of the jewelry store,” Mr. 
Davison said. “Almost every customer has experienced 
the problem of going into a busy jewelry store and stand- 
ing around for many minutes before someone finally 
waits on them. Rapid gift-wrapping service, the paging 
system, etc., do away with this as completely as possible 
for us.” 

The “Service Center” which, as described above. con- 
solidates almost everything except selling at one point, 
came into being after the Freeman store was recently re- 
modeled. As a result of the modernization the business 
office and other departments on the first floor were trans- 
ferred to a mezzanine balcony. Almost every customer, 
after her first contact with the Service Center, is obviously 
enthusiastic about it, and many people have come in to 
capitalize on the gift wrapping service. 

As a final fillip for building good-will, the store has 
installed a battery of telephones along the counter, which 
customers may use at their own convenience while await- 
ing one of the many other services offered. 


"Miami's Oldest’ Has New Home 


The opening of the new home of the Sutton Jewelry 
Company in Miami, Fla., early in November, marked an- 
other milestone in the history of this 50-year-old firm 
which advertises itself as ““Miami’s Oldest Jewelry Store.” 

Originally established in 1897 as Whaler’s, the firm 
has been operated, since 1920, by Mr. and Mrs. D. B. 
Sutton. Until November the store was located at 132 
E. Flagler Street, but the firm’s modern, new quarters 
are at 72 W. Flagler. 

The front of the new store features an off-center en- 
trance between two large display windows. Both of these 
windows are backed with impressive dark wood panel- 
ing which slides to permit changing displays, reaching 
merchandise, etc. Above the entrance is placed a large 
rectangular sign which proclaims the firm’s name in 
simple gilt lettering. 

Inside, the store presents a dignified, traditional ap- 
pearance. Dark paneled wall display cabinets line either 
wall of the store and contain a variety of hollowware, 
clocks, etc. An additional counter type of display case 
is placed against the left side of the store and a large, 
oval-shaped counter display of the same sort is placed 
in the center of the store. The floor of the store is cov- 
ered in a pleasant, figured broadloom carpeting. 

Lighting in the new Sutton store is both incandescent 
and fluorescent. A row of crystal chandeliers running 
down the center of the store provides the incandescent 
lighting, while egg-crate fixtures ranged on either side 
provide fluorescent illumination for wall cases. 
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Metals of Guaranteed Purity | 


GOLD ° SILVER * PLATINUM * PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


We solicit your mY wees _ 


Filings—Scrap Gold and 


Your Old Gold Shiyzments 


Kastenhuber & Lehrfeld, Inc. 


Tel. BRyant 9-1060 New York 19, N. Y. " 


x | 
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Platinum—Metals 
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|. Teacups and saucers from Arabia factory in Helsinki, in 
gay floral designs and color bands on ivory faience; retail, 
$9.60 a dozen, with immediate delivery from stock. From the 
Finland Ceramics & Glass Corp., 225 Fifth Avenue, New York. 





2. These athletic figures in bronze-finished white metal 
are suitable either for ornaments or trophies; retail $12.50 
each. From Enright-LeCarboulec, Inc., 160 5th Ave., N.Y.C. 


3. Made in Sheffield, dessert and fish knives and forks in 
sterling silver with mother-of-pearl or real ivory handles, 
fitted in lined walnut cabinet. Retails from $70. From the 
British Quality Merchandise, 118! Broadway, New York, N.Y. 


4. Combination jewel and cutlery case in pigskin or brown 
morocco with gold-plated frame and manicure implements, 
and suede jewel pad with leather inserts for studs; retails for 


$22.50. From Griffon Cutlery Works, 151 W. 19th St., N.Y.C. 


5. New model Wirgin folding camera, the "51,"" 75mm. £4.5 
Wollensak coated lens; focusing ranges from 3!/2 feet to in- 
finity; shutter speeds from 1/25 to 1/150, time and bulb; re- 
tail $35. From Camera Specialty Co., 50 W. 29th St., N.Y.C. 


6. "Truth Mirror” available again—mirror reflecting true 
colors with backs in variety of designs, eyebrow tweezer in 
revolving, folding swivel handle; with handle, retails from 


$2 to $3. Made by Anzell Specialty Mfg. Co., Brooklyn, N.Y. 
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suomi 
FINLANDIA 


ARABIA or KARHULA 
HELSINKI CRYSTAL 


DINNERWARE HANDBLOWN 
and CUT and 
ARTWARE ENGRAVED 








We extend a cordial invitation 
to view our latest importations at 


NEW YORK GIFT SHOW 


Parlor G HOTEL NEW YORKER 
FEBRUARY 23RD—27TH 


DALLAS GIFT SHOW 


BOOTHS 8 AND 9 MEZZANINE 
HOTEL ADOLPHUS 
FEBRUARY 22ND—27TH 


BOSTON GIFT SHOW 


Booths || and 12 HOTEL STATLER 
MARCH 1S T—S5TRH 


INLAND CERAMICS 
“ CLASS CORPORATION 


225 FIFTH AVENUE e NEW YORK 10, N. Y. 
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1. From Switzerland, Chalet Ware |6-pc. after-dinner coffee 
set with six cups and saucers; cafe-au-lait background with 
brown and white design. Retail about $11, delivery in March. 
From Herman C. Kupper, Inc., 39 West 23rd St., New York 10. 


2. Part of a new line of game birds in golden bronze hand- 
painted in natural colors, sizes from 2!/2"" to 6!/2" priced at 
50¢ to $5 net. By Dodge, Inc., 401 E. 6th St., Los Angeles. 


3. Fashioned of maple, this replica of a wall clock has a 
metal insert for plants, and brass ccessories. Created by 
Kustom Kraft of California, 12270 Montague, Pacoima, Calif. 


4. Authentic reproductions of old-time pot-belly stoves dec- 
orated with Pennsylvania Dutch motifs, these may be used 
as planters or ash trays; 7" high, to retail for about $3.25. 
Distributed by Sun Glo Studios, 225 Fifth Ave., New York 10. 


5. Hearts encircling "him" and “her” with Victorian por- 
traits on the other side, decorate these jumbo coffee cups; 
retail $3.75 each. From Mary Rodney, 225 5th Ave., N.Y.C. 


6. Glamorized corkscrew—Gourmet cork-puller silver or gold 
plated with rare wood handle, to be retailed from $3.50 up. 
From Winslow Wright Co., 12320 Ventura St., N.Hollyw'd, Cal. 
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|. This 8!/2"' handled bowl is in the long-popular American’ 
pattern in pressed glass, and it may be retailed for about 
$2.25. Made by the Fostoria Glass Co., Moundsville, W. Va. 


2. This plate is in Gloucester pattern in Spode's Lowestoft 
ware—the ware whose blue-gray body was evolved late in 
the 18th Century to reproduce the services being brought from 
China. From Copeland & Thompson, Inc., 206 5th Ave., N.Y.C. 


3. "Golden Miniatures''—new small compacts made in jewelers 
bronze especially for evening bags or small purses. Rectan- 
gle, with new squeeze catch, retail $7.95; square compact, 
retail $2.95. From Kotler & Kopit, 303 5th Ave., New York. 


4. Clear or ebony glass banded with sterling silver deep 
enough for engraving—three sizes of coasters, also suitable 
for ash trays, and two larger sizes for candy. Retail $3, $4 
and $6, tax inc. By Frank M. Whiting Co., of Meriden, Conn. 


5. Aluminum case in black and gold or gold-plate features 
nail polish container with applicator or perfume container 
with dauber, combined with lipstick holder; retail $2 and 
$2.50. Made by the M. T. Strommen Mfg. Co., Arcadia, Calif. 


6. Tru-Art's dog book-ends—modeled in fine detail and fin- 
ished in metal high-lighted in bronze effect—manufactured 


by Trophy-Craft Co., 249 North Reno St., Los Angeles, Calif. 
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hh J 225 Fifth Avenue Association and the 
ierocharvos | building management combine facilities to 


present Spring Market Week, February 23rd to 27th. 


New ideas... new items... new lines... reflect the 
spirit of Springtime and enliven these beautiful show- 
rooms... source of the finest in Gift and Art, China, 


Glass and Decorative Accessories. 







Up-to-the-minute data on items and lines is avail- 
able at Buyers Information and Lounge, Room 727, 


where a specially trained staff will help you. 













Write for the new edition 
of the “225” Directory. 
Cross & Brown Company 


225 Fifth Ave., N.Y. C. 
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by MADELINE LOVE 


EWELERS who went to the china and glass show at 

Pittsburgh early last month hoping to get more 
quantities of china dinnerware and fine stemware were 
disappointed. Most of them were realistic enough to 
recognize in advance the improbability of there being 
suddenly an abundance of this type of merchandise. But 
they could hope, couldn’t they ? 

What they found, of course, was much the same situ- 
ation as usual in china and only a slight improvement in 
stemware. The limited number of stemware houses ex- 
hibiting were besieged with customers and would-be cus- 
tomers, and since most of the factories are still selling on 
allotment there was not too much additional ware to be 
obtained. Very few of the vitrified-china houses were at 
the show, although there was one there which had a 
complete new line of china, and some European china 
was on view. Many new patterns in earthenware dinner- 
ware were offered and even one or two new dinnerware 
shapes—but in every field production is still so handi- 
capped that assurances of early delivery were few and far 
hetween. 

This was not so true of the gift lines and the decorative 
and serving pieces in glass and ceramics. They were 





much more readily available than the tableware staples, 
and one of the large glassware factories which brought 
out a number of interesting new decorative items found 
its showrooms jammed with customers. 

Reports on the show as a whole were exceedingly 
good. Attendance was high and retailers were definitely 
in a buying mood. The andi need for new merchan- 
dise, in last, created a mood of great optimism concern. 
ing sales during the year ahead. The retailer has ap- 
parently found that his 1947 policy of over-cautious 
buying did not pay dividends, particularly during the 
Christmas rush, and he doesn’t want to find himself 
short of merchandise again. 

HERE will be much interest among jewelers in the 

announcement that the famous Brierly glass, made 
by Stevens & Williams, Ltd., of Stourbridge, England, is 
to be available here in designs adapted especially for the 
American market. And equally interesting is the make-up 
of the firm organized to import the glass—Williams & 
Thompson, Inc., headed by Sidney Ek. Thompson, presi- 
dent of Copeland & Thompson, Inc., importers of Spode 
china and earthenware. You will be able to see both of 
the lines at the familiar Spode building at 206 Fifth Ave- 
nue, New York. Only a few samples of the glass are there 
now, but much more is expected within the next couple 
of months. 

x 3 * 

O increase in prices is planned by the Fostoria Glass 

Company—at least for the immediate future. This 
announcement was made last month by William F. Dalzell. 























Jom Sweden — exquisite crystal Perfume Bottles 


HANDCRAFTED in fine quality crystal, each piece is enhanced in feminine appeal 
with handcut copperwheel engravings. 

In all there are 25 distinctive designs available from stock in New York with 
each demonstrating a style of individuality definitely its own. 





In accordance with the new tariff rates, a substantial 


REDUCTION IN PRICES has been made on all items. 


We suggest you visit our permanent showrooms locat2d nearest you and view these outstanding, prestige- 


building importations. 
ENRIGHT-LeCARBOULEC, Inc. 


CHICAGO 
re oe eee 160 FIFTH AVENUE NEW YORK 10, N. Y. 
REPRESENTATIVES 











SAN FRANCISCO 
V. McFarland 
1355 Market Street 


LOS ANGELES 
712 South Olive St. 
Jim G. Mattox 


1217 Merchandise Mart 


DALLAS ATLANTA 
Woodall-Cook L. Kugel & Son 
1018 Santa Fe Building—Unit 2 29 Brookhaven Drive, N.W. 


BOSTON 
Hazel Willis Associates 
Parker House 
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president of the company. The guarantee cannot be of 
indefinite duration, of course, ane of various factors. 
One of these is a possible wage advance. Negotiations with 
the union are set for next summer and at this time no 
one can foresee what will happen then. For the time 
being, however, there will be no change in prices nor any 
additions to the present lines of einai being 
manufactured. 
% 

HE largest and most all-embracing exhibition of 

Wedgewood ever shown will open on April 14 at the 
Brooklyn Museum, Brooklyn, N. Y., and continue 
through September 26. Open to the public, the exhibit 
will include material especially brought here from Eng- 
land and never before shown outside of that country. It 
has been loaned by the Wedgwood Museum in Etruria. 
Staffordshire, and by members of the Wedgwood family, 
which has played an important part in the history of 
English ceramics since 1612. Lach pnase of the develop- 
ment of Wedgwood from the time of the early slip and 
stone wares to modern china will be covered, and the 
various steps in manufacture will be illustrated. The molds, 
trial pieces, and a copy of the famous Portland vase will 
be shown, as well as medallions and cameos, jewelry. 
furniture, early documents, and family portraits. A pre- 
view will be held April 13 for Museum members and 
invited guests and after the close of the exhibit next fall. 
it will be circulated among various representative mu- 
seus throughout the United States. 

% 8 

N exhibit of glass and glass manufacture is being held 

al the Cooper Union Museum, New York, continuing 
through March 20. You can see there the technique of 
making the glassware you sell—how it is made, shaped. 
and decorated—-and you can see samples of pieces made 
both here and abroad, particularly those showing develop- 
ments made during the past 20 years. 


XHIBITORS all set for the gift show at Chicago’s 

Palmer House and Merchandise Mart are expecting 
‘to do excellent business, basing their belief not only on 
the shelf-depleting Christmas season in the stores but on 
the records chalked up at the Pittsburgh show early in 
January. Prices will probably be higher than they were 
six months ago, varying in degree but averaging generally 
from 5‘¢ to 10%. Factories have been making every 
effort to absorb increased production costs. znd one large 
glass factory has managed to do it without raising its 
prices. But most manufacturers find that packing and 
shipping costs. materials, and. most of all. labor, are too 
high for them to assume without passing part of it along 
to their customers. 

% 3% % 

KLEBRATING its tenth anniversary, the American 

Designers’ Institute held a three.day series of affairs 
in New York beginning January 21 with a meeting of the 
national board of trustees and the election of officers. The 
following day. a luncheon was held at the Belmont Plaza 
Hotel with I. M. Remen, retail promotion manager of 
Montgomery Ward & Co., as the speaker. discussing the 
influence of design on merchandising. A dinner-dance was 
set for the night of January 23 at the Beekman Towers 
Hotel. 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 


generations of discriminating people. 
COPELAND 
Foon —-‘Fine English Earthenware 
eey| 
ENGLAND 


COPELANCS Crna English Bone Chins 


a Lowestoft Stone Chins 
$ im 


Made by” 
W.T. COPELAND & SONS, LTD. 
England 


= 
Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 






































GEO. BORGFELDT 
CORPORATION 


44-60 East 23rd St. Tel. GR 7-0400 New York 10, N. Y. 


LEADING AMERICAN LINES 


@ POTTERY 
~@ FANCY GOODS 


@ GLASSWARE 
@e DINNERWARE 


Supplemented by 


@ FRENCH BRONZES 
@ VENETIAN VASES 
@ HAND SCULPTURED GLASS FIGURES 


@ ENGLISH DINNERWARE AND TEA- 
POTS 


@ CZECHOSLOVAKIAN CASED GLASS- 
WARE AND CHINAWARE 


@ ITALIAN ALABASTER FIGURES 
@ BOOK ENDS, Etc., Etc. 


(Some of the above lines from stock) 
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SILVERPLATED HOLLOW-WARE 


in authentic designs of 


EMPIRE COLONIAL 








Each piece in these outstanding period designs 
is exquisitely styled along authentic lines. 
Fashioned in extra heavy silverplate on copper 
with hand cast and applied trim. Deliveries 
now being made. Write for full details. 














et Dodge Trophies. 


Standard and special trophies by the world’s 
largest makers. Since 1926 








PERMANENT SHOWROOMS 


225 Fifth Ave., New York City; Merchandise Marts in los 
Angeles, San Francisco and Chicago. 


DODGE INC. 


401 East 6th St., Los Angeles 14, Calif. 
706 North Hudson Street, Chicago, Iil. 
126 South Street, Newark, New Jersey 
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ESPECIALLY... 
FOR THE WATCHMAKER 


Send for this authoritative work on watch repairing 


PRACTICAL WATCH REPAIRING 


Written by 
Donald deCarle, F.B.H.I. 


This book of 300 pages, with over 550 specially drawn 
illustrations, deals with the examination and repair of the 
lever watch (with pin-pallet and English lever watches in 
addition) in intense and clever detail. The author dis- 
closes secrets of craftsmanship acquired in a lifetime of 
study, of practical work at the bench and as an executive 
of a large horological repair shop. The lucidity and plain 
speaking can be readily understood by both novice and 
craftsman. 


Price $5.00 Postpaid 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St., New York 17, N. Y. 


Check or money order must accompany all orders. Do not send cash. 
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PATENTS PENDING 


ARL-ART, inc. 


MANUFACTURERS of CHAINS and JEWELRY 


PROVIDENCE - RHODE ISLAND 





Adver tised —in top national magazines! 





Seen - by more than 52 million people! 


Wanted — demand was greater than supply! 





Now they're back... more of them than ever! 


HARVEL <p 
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The Christmas demand for these famous Harvel feature 


. - Loo Se ~ . 
% 77 bes - = &© « &# 
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watches emptied dealer shelves in a hurry! We have suc- 





cessfully arranged with our Swiss sources for an ever- 
increasing supply. That’s why DATE-O-GRAPH and SELF-0- 
MATIC will continue to be nationally advertised in leading 
publications ... will continue to create a demand. that 


means profit for you. 


Each watch retails at $55 (tax included). Plan now to 


tie in with Harvel promotions...make graduations and 





all gift occasions the right time for Harvel—and for you! — 
HARVEL DATE-O-GRAPH, accurate to the split second, Parris 
tells day of week, exact date and month as well as date of days past and oo a 
days to come. Famous Multi-Guard features protect against moisture, shock, o® ha goal 
dust, magnetism. Ft 
oe 
Sa oe 

ee 

ad A R V E L 5 e L F- GM AT { + famous for accuracy, 15s the ole thy pe 
watch that needs no winding. Put it on and forget about it. The motion of sete Nee . 
your wrist winds it automatically. eee 8 
3 ee * oft ec 

Le oe he eg a. 

Both watches, 17 jewel, all-steel cases. unbreakable crystals, cn See 

, ‘ : : ‘ a ee, 

radium dials and equipped with Harvel Multi-Guard features. ae =. = : 

if : re re oe 

HARVEL WATCH COMPANY yak, Be 
ROCKEFELLER CENTER, NEW YORK 20, N. Y. es 

*DATE-O-CRAPH and SELF-O-MATIC are registered trade marks of the Harvel Watch Company. ' okie fs 
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JIC ANNOUNCES PROGRAM FOR 1948 


Vigorous Drive for Promoting Sales of Jewelers’ Goods, 
Including National Advertising Campaign, Outlined at Annual 


Meetings of Directors, Members; 


Plans for a far-reaching and intensive 
campaign to stimulate the sales volume of 
retail jewelry stores in 1948 were presented 
and discussed at meetings of the Board 
of Directors of the Jewelry Industry Coun- 
cil held at the Waldorf-Astoria in New 
York on January 17 and 18, and at the 
annual membership meeting on the 18th. 

Among the projects included in the pro- 
gram are the new wedding anniversary 
gift lists (page 151 of this issue and 167 
of the January number); a similar book- 
let now in course of preparation with sug- 
gestions for birthday gifts from the jewel- 
er’s for boys, girls, men and women of 
various age groups: a campaign of full- 


page consumer advertising to bring a 


bigger proportion of the gift business into 
the jewelry store; a special promotion of 
silverware to be staged in retail jewelry 
stores throughout the country with the 
cooperation of silver manufacturers dur- 


ing the last two weeks of April, in addi- 


tion to which all of the activities already 
being carried on by the Council will be 
continued including the seasonal promo- 
tion kits for the retailer; speechmaking 
services; and the program of publicity for 
jewelry in newspapers, magazines, and 
radio. 

An emblem signifying membership in 








Albert E. Hasse, Executive Director of the 
JIC, explains the first of a series of charts 
which visualize past work of the Council 
and plans for the future. Chart in photo- 
graph shows that the Council directly in- 
fluences the public through national pub- 
licity, gift promotion, special markets, 
fashion shows and national advertising. 
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Kaufman Re-elected Chairman 








the Jewelry Industry Council has been 
designed and will be incorporated in all 
the advertising. It will also be supplied 
to member jewelers for their own _ indi- 
vidual use as a prestige builder and to aid 
them in tying in with the national cam- 
palgn. 

The entire program was enthusiastically 
received and endorsed by the members in 
attendance at the meeting and there was 
eveneral agreement that the campaign, as 
planned for the coming year, should be a 
tremendous aid to the retail jewelry field. 

The national advertising is scheduled to 
start in May, that being the earliest at 
which it is now possible to obtain space 
reservations in major national magazines. 
Insertions will be spread throughout the 
year and so timed to tie in most effectively 
with major gift-giving occasions, such as 
Mother’s Day, graduations, Christmas, 
Valentine’s Day, etc., in addition to which 
interim advertisements will stress the de- 
sirability of jewelers’ merchandise for 
general gift-giving on those occasions 
which occur all around the calendar like 
birthdays, weddings, wedding anniversaries 
and the like. 


A unified theme of copy, artwork and 


for national advertising at the Waldorf-Astoria on January 18. 
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Cecil D. Kaufman, Kay Associates, Wash- 
ington, D. C., re-elected Chairman of the 
board of Directors of the Jewelry Industry 
Council, speaking at the general member- 
ship meeting of the Council. Mr. Kaufman 
urges members to give time and effort as 
well as financial contributions in support of 
the Council which he declared the ‘finest 
vehicle" for promotion the industry has 
ever known. 


slogans will run throughout the campaign 
to obtain maximum repetitive effect and 
retailers will be supplied with tie-in mate- 
rial for their own individual displays and 
promotions. 

Sample advertisements which have al- 
ready been prepared met with enthusiastic 
approval. 


(Please turn to page 276) 
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Fred V. Cole, Editor of JEWELERS' CIRCULAR-KEYSTONE, a member of the National 
Advertising Committee of the JIC, reports to the general membership meeting on plans 


Other members of the 


Advertising Committee are: Ray F. Warren, vice president of Bulova Watch Co.; Gordon 
Howard, vice. president of Elgin National Watch Co.; Council Chairman C. D. Kaufman, 
Kay Associates, and Albert E. Hasse, Executive Director of the Council. 
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CHICAGO JEWELERS, GUESTS, MEET AT ANNUAL BANQUET 
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Over a Thousand Join in Festivities at the Hotel Stevens; 
For the 74th Time CJA Plays Host to Nation's Jewelry Men 
Following their usual tradition of lead- ©— 
ing off the parade of the winter’s social Wilbert F. Crowley, Judge of the Superior 
events in the jewelry field, the Chicago Court; Hon. Thomas J. Courtney, Judge 
Jewelers’ Association held its annual ban- of Circuit Court; Commodore Herbert J. 
quet—the 74th—at the Stevens Hotel in Grassie, U. S. Navy; Col. William C. 
Chicago, on the evening of Saturday, Collier, U. S. Army; Rev. Joseph F. 
January 3. Hogan, and Mayor Martin Kenelly, of 
Also, in line with tradition was the big Chicago. 
turnout which filled to capacity the grand Following of the singing of the Na- 
ballroom of the Stevens with more than tional Anthem, the invocation was pro- 
1,000 members and guests for an evening nounced by Father Hogan, and the diners 
& of good cheer and fellowship in congenial were welcomed by President Brown and 
Merrymakers at Chicago Banquet above company. Mayor Kenelly. An extensive and divert- 
pause to have their pictures taken. Below, eliaiiies i af — nanan heuer Gielieneet tien de 
sterling combination lighter and cigarette Following the customary informal coc ing floor show followed the dinner after 
case made by Elgin American Co., given as tail parties in various suites, throughout which guests again repaired to various 
a souvenir of the event. the hotel, the banqueters assembled for parties of the hotel for continuing informal 
the main event at 7 P. M. Seated at the jollity. 
Interesting Program to Highlight table, in addition to President Charles G. The souvenir of the occasion which was 
: pea Brown of the CJA, were P. M. Fahren- given to each guest was a handsome ster- 
Annual Meeting of Illinois RJA dorf, President, 24 Karat Club of New ling combination lighter and _ cigarette 
The officers of the Illinois Retail Jewel- York; Maurice Adelsheim, President, case made by the Elgin American Co., 
ers Association have prepared a program American National Retail Jewelers Asso- which is pictured in the accompanying 
which should attract an unusually large ciation; R. Dix . Edwards, President, Na- photograph. 
attendance to the annual meeting of that tional Wholesale Jewelers’ Association; The Banquet Committee which arranged 
organization which will be held on Sunday, Edgar E. Baker, President, Jewelers Board not only for the dinner but for the enter- 
’ February 22, at the Abe Lincoln Hotel in of Trade; Garnet Dinsmore, President, tainment and souvenirs consisted of John 
Springfield. Every hour, from nine a.m. in Canadian Jewelers’ Association; Hon. M. Biggins, Chairman; Marshall Spies, 
in the morning, until Col. Jack Major, Co-Chairman; R. Schell Hulbert, Mead 
speaker of national reputation, concludes tough competition, will be shown at the Montgomery, Herbert Jacobs, David E. 
his talk on “Taxes, Women, and Hogs” meeting. John M. (Jack) Montgomery, Newman, James H. Swartschild, Thomas 
following the banquet in the evening, will M. A. Mead & Co., who always has a prof- G. McMahon and President Charles G. 
contain something of interest and value itable business message for jewelers, will Brown, Ex-Officio. 
for everyone present. speak at the luncheon meeting. The Reception Committee which escorted 
William Tobin, Certified Gemologist of The Illinois Pluggers, an organization of the guests of honor to their seats on the 
Springfield, will discuss precious stones traveling salesmen to whom the association dais was headed by Thomas G. McMahon. 
and their application to the average jewel- is always grateful for their loyalty and Present officers of the club, in addition 
ry store. The U. S. Department of Com- support, will be hosts at the luncheon as to Mr. Brown are John M. Biggins, Vice 
wees film, Mr. Stuart Answers the Ques- well as contribute otherwise to the success President; Mead Montgomery, Treasurer, 
tion,’ which deals with store morale of the meeting. and Francis V. Healy, Secretary. Directors 
through employee understanding of prob- Secretary Charles H. Barker says there are: Herbert Jacobs, James M. Clifton, 
lems, the he-tawnad for selling,” changing will be no disappointment for jewelers who Alvin N. Long, Harold R. Johnson, James 
, customers habits, and with the fact that attend, only pleasure and profit throughout H. Swartschild, Marshall Spies, Leonard 
the independent retailer can survive despite the day. Lewy and Coby Knights. 
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JEWELRY LEADERS MEET IN GOTHAM FOR 24 KARAT FETE 





1,280 Members and Guests Dine at Waldorf-Astoria; 
G. H. Niemeyer is Honored at 45th Annual Banquet 


The grand ballroom of the Waldorf- 
Astoria—and for that matter, the entire 
hotel—strained at the seams to accommo- 
date the .host of members and guests of 
the Jewelers 24 Karat Club_of New York 
City, who attended the 45th annual ban- 
quet of the organization on Saturday even- 
ing, January 17. 

Twelve hundred and eighty banqueters, 
according to the official registration, filed 
into the ballroom at 7 P.M., with the 
guests of honor being escorted to their 
places on the dais by members of the Re- 
ception Committee. Those so honored 
were: Otto D. Wormser, Honorary Mem- 
ber, The Twenty-Four Karat Club of The 
City of New York; Alpheus L. Brown, 
Honorary Member, The Twenty-Four Karat 
Club of The City of New York;Frank C. 


Beckwith, Honorary Member, The Twenty- 


tet 





Souvenir of the 24-Karat Club banquet was 
the handsome traveling clock pictured above 
made by Cyma. It has a seven-jewel, 48- 
hour movement with one winding key con- 
trolling both time and the alarm and has 
a convenient stop button at the top to make 
manipulation of the alarm adjustment easy. 
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Four Karat Club of The City of New York; 
R. Dix Edwards, President, National 
Wholesale Jewelers’ Association; J. Gould 
Cook, President. Boston Jewelers’ Club; 
Cecil D. Kaufman, Chairman, Jewelry In- 
dustry Council; Maurice Adelsheim, Presi- 
dent, American National Retail Jewelers 
Association; Rev. Eugene McGillicuddy: 
Peter M. Fahrendorf, President. The 
Twenty-Four Karat Club of the City of 
New York: Gustav H. Niemeyer, Past 
President, The Twenty-Four Karat Club 
of The City of New York; William M. 
Birks, C.B.E., L.L.D., Montreal, Quebec: 
Leo Weisfield, President, National Associa- 
tion of Credit Jewelers; Garnet Dinsmore, 
President, Canadian Jewelers’ Association, 
Inc.; Raymond L. Wells, President, New 
England Manufacturing Jewelers’ & Silver- 
smiths Association; Edgar E. Baker, Presi- 
dent, The Jewelers Board of Trade. Also 
invited as an honored guest but unable to 
attend because of illness was Charles G. 
Brown, President, Chicago Jewelers’ As- 
sociation. 

Following the singing of the National 
Anthem and the invocation by Father 
McGillicuddy, the banqueters were wel- 
comed in a brief address by President 
Fahrendorf, who pointed out that this was 
the 45th such annual gathering and re- 
viewed briefly the history of the formation 
and the early days of the club which be- 
gan as the 18-karat club and later was 
refined to pure gold. 

A beautiful plaque of 24-karat gold was 
presented by William B. Ogush, in behalf 
of the club, to G. H. Niemeyer in recog- 
nition and appreciation of his many years 
of service in behalf of the club and of the 
industry in general, Mr. Niemeyer has 








William B. Ogush, above left, shown pre- 

senting G. H. Niemeyer with a 24-karat gold 

plaque, in behalf of the club, in apprecia- 

tion of Mr. Niemeyer's many years of ser- 
vice to the club and the industry. 
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This beautiful plaque of 24-karat gold 

presented to G. H. Niemeyer medsures 

3'/ x 4'4,". It was made by Dieges & Clust 

and struck from a special die created for 
this one purpose. 





served as chairman of the banquet com- 
mittee for 20 years and had been president 
of the club in 1921. A picture of the 


(Please turn to page 276) 
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24-K CLUB HEAD DELIVERS BANQUET ADDRESS 
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Guests of honor at the head table listen attentively as President Peter M. Fahrendorf delivers 

his brief address of welcome at the banquet. Members and guests on the dais included, 

left to right: William M. Birks, Montreal, Quebec; Gustav H. Niemeyer, past president of 

the club; President Fahrendorf; Rev. Eugene McGillicuddy; Maurice Adelsheim, president, 
ANRJA, and Cecil D. Kaufman, chairman Jewelry Industry Council. 


24 Karat Club Annual Banuet 
(From page 275) 


plaque is reproduced on page 275. 
scription reads: 


To Gustav H. Niemeyer 
* A Tireless Worker 
A Wise Counselor 
An Inspiring Leader 
This plaque of 24 Karat Gold 
is presented by 
His Fellow members of 
The Twenty Four Karat Club 
of The City of New York 
As a symbol of their “unalloyed” gratitude 
and sincere appreciation for his long and 
unselfish service on behalf of the club 
and in the interest of the 
{ Jewelry Industry 
January 17th, 1948 


Following the dinner an entertaining 
floor show was presented with Peter Donald 
of radio fame, handling in clever fashion 
the master of ceremonies assignment. The 
formal proceedings concluded with the 
singing of “Auld Lang Syne” and ban- 
queters scattered to various rooms and 
suites throughout the hotel for the custom- 
ary informal round of parties and good 
fellowship. 


The souvenir of the banquet which was 
presented to each guest was a handsome 
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leather-cased traveling clock by Cyma, 
which is also pictured on page 275. Chair- 
man of the Banquet Committee which 
made all arrangements for the affair was 
W. Waters Schwab, assisted by G. H. Nie- 
meyer, Honorary Chairman; Jerome T. 
Agate, Howard W. Boynton, Harry J. Brom- 
ley, Henry I. Jacobson, Julius Kaufman, 
William B. Ogush, August O. Packer and 
Reginald Reichman. 


The Reception Committee was headed 
by Norman M. Morris, Chairman, and the 
following members: Harold Alberts, John 
H. Ballard, Robert T. Dieges, George En- 
gelhard, Jean R. Graef, Jerome L. Grant, 
Sigmund Cohn, William F. McChesney, 
Henry I. Jacobson, Walter N. Kahn, Julius 
Kaufman, Edward Krehbiel, Jacob Mehr- 
lust, Craig D. Munson and Jerome Rich- 
heimer. 


Officers of the club, in addition to Mr. 
Fahrendorf, as president, are Norman M. 
Morris, Vice-President; W. Waters Schwab, 
Treasurer, and Henry L. Baskin, Secretary, 
and the directors include: Gustav H. 
Niemeyer, Chairman, Henry L. Baskin, 
Howard W. Boynton, Walter Ejitelbach, 
Peter M. Fahrendorf, P. Irving Grinberg, 
Edward Krehbiel, Norman M. Morris, 
William B. Ogush, Daniel Price, Reginald 
Reichman and W. Waters Schwab. 








Modernization of Jewelry Stores 
To Be Considered at Exposition 


An attendance of 25,000 retailers and 
architects from all over the world is pre- 
dicted at the 2nd International Store 
Modernization Show’s exhibits and daily 
clinics, announced John W. H. Evans, 
managing director, at the first meeting of 
the show’s new advisory committee. “The 
interest in store modernization,” said Mr. 
Evans, is so dynamic and world-wide in 
scope, plans for the 1948 exposition had 
to be expanded and the word ‘Interna- 
tional’ added to the title Store Moderniza- 
tion Show. 


A forecast prepared by the economists 
of the Producers’ Council states that there 
will be an easing up of building material 
shortages during 1948, thus allowing 
thousands of jewelry store owners to carry 
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out their plans to modernize and expand. 
The Store Modernization Show is designed 
to give these store owners the opportunity 
to speak to leading manufacturers and de- 
signers in the field, to compare styles, mate- 
rials and prices. On exhibition will be 
displays of the latest techniques of store 
exteriors, interiors, mechanical and mer- 
chandising equipment, and other related 
modern methods of the modern jewelry 
store. 

In addition to the many exhibits, all] 
phases of store modernization will be dis- 
cussed at the Clinic sessions. These 
sessions will include talks on moderniza- 
tion of jewelry stores by outstanding archi- 
tects and leaders in this field. 

Admission to the show will again be 
only by invitation. These can be obtained 
from the exhibitors or the Store Moderniza- 
tion Show, 40 East 49th Street, New York. 





JIC Maps Program for ‘48 
(From page 273) 


All present members of the Board were 
re-elected with the exception of Seymour 
Greenberg (Royal Watch & Diamond Co., 
New York), who because of the stress of 
other duties had asked to be relieved of 
this responsibility. He is succeeded by 
Leo D. Kind (Reid’s, Trenton, N. J.). 

Cecil D. Kaufman of the Kay Stores 
was re-elected as chairman for the com- 
ing year and Victor Lambert, Lambert 
Bros., Inc., New York, as vice-chairman. 
Leonard Shiman, Shiman Mfg. Co., 
Newark, was chosen treasurer to succeed 
Mr. Greenberg, and Harry Bromley (Na- 
tional Jeweler) was elected secretary. A. 
FE. Haase continues as Executive Director, 
and William D. McNeil, as Executive 
Secretary. 





John McManemin, Jr., in charge of the 

Silver Parade for the JIC, give the general 

membership meeting details of the plan 

for promoting the sale of jewelry store 

silver to a "three B" market, composed of 

brides—past, present and future—babies 
and birthdays. 





Britain's First Clockmakers’ 
College is Opened in London 


Britain’s first clockmakers’ college, the 
National College of Horology, was opened 
in London during October, 1947. The new 
school is sponsored by the Ministry of Edu- 
cation, and affords proof of the Govern- 
ment’s determination to revive an industry 
in which Britain was once pre-eminent. Its 
function is to train executives and design- 
ers for the clock and watch-making in- 
dustries. 

The college’s equipment is of the most 
up-to-date type, and much of it is Swiss- 
made. The basic course offered is of three 
years’ duration. There is also an advanced 
course lasting for two years, and a gradu- 
ate course. Accommodation is provided for 
50 students, and it is hoped to attract re- 
cruits from the Forces and industry, as 
well as direct from school. 

Considerable progress in the develop- 
ment of the clock-making industry has 
already been made since the end of the 
war. Britain is now making some 3,000,- 
000 clocks annually, compared with 
800,000 before the war. She is now im- 
porting less than 1,000,000 as against over 
4,000,000 in 1938. It is planned to in- 
crease home production still further in or- 
der that there will be a surplus for export. 
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New York Horologists 
Flect Park President 


Andrew Park was elected president of 
the Horological Society of New York at 
an. election of officers at a recent meeting. 
The following officers were also elected at 
the meeting: Vice President, Henry J. 
Morriss: Executive Secretary, Henry B. 
Fried; Recording Secretary, Paul G. Roth: 
Treasurer, Frank Knoll; Trustees, James J. 
O’Shaughnessy and Henry B. Welch: 
Librarians, Lester T. Groth and Arthur 
Lindig. Members elected to the executive 
committee are Charles K. Johns, Barney 
Goldstein, Frank C. Stewart, Walter F. 
Hoffsommer and Chester W. Howard. 

The outgoing president, James J. 
O’Shaughnessy, held the office for four 
years, three of which were consecutive. 
Mr. O’Shaughnessy declined to run again 
for the top office but consented to be a 
candidate for Trustee to which he was 
elected. 


ANDREW PARK 





Mr. Park had been president previously, 
holding that office from 1941 for two or 
three years. At present he has his own 
retail store in Closter, N. J., and has been 
a member of the society for a number of 
years during which he has served the so- 
ciety. During the last war Mr. Park was 
employed in Connecticut as_ production 
technician in a small arms plant. 

Henry J. Morriss. newly elected vice 
president, has served in an executive Ca- 
pacity in the society for a number of 
years. He has his own trade shop at 931 
Madison Ave., New York, where he 
specializes in fine watch repairs, antique 
and complicated clockwork. 

Henry B. Fried, who was _ re-elected 
executive secretary of the society, has 
edited the organization’s monthly paper, 
Horologists Loupe, for almost ten years. 
He is also vice president of the New York 
State Watchmakers Association and is the 
director of horological education for the 
New York City Board of Education. 

Frank Knoll, who was re-elected treas- 
urer at the meeting, was recently honored 
with life membership after being a member 
of the society for 42 years. Paul G. Roth, 
recording secretary, was also re-elected to 
that office at the gathering. 


———————————— 


Horological School Changes Location 


The Peters School of Horology, formerly 
located at 918 F St. N. W., Washington, 
D. C., officially opened in their new loca- 
tion at 817 14th St. N. W., that city, on 
January 23, 1948. 
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Wren you re faced with shortages, need equipment parts, 
or must ship finished products to meet contract dates — use 
the speed and handiness of Air Express and your worries 
are over. Air Express is the fastest possible way to ship or 
receive: cuts days off shipping time. 

Air Express goes on all flights of the Scheduled Airlines 
— with air speeds up to 5 miles a minute. Special door-to- 
door service (no extra cost!) speeds up your shipments 
still more. Use the speed of Air Express regularly. Rates 
are surprisingly low. 


Specity Air Express-Worlds Fastest Shipping Service 


@ Low rates — special pick-up and delivery in principal U. S. towns 
and cities at no extra cost. 

@ Moves on all flights of all Scheduled Airlines. 

e Air-rail between 22,000 off-airline offices. 

e@ Direct air service to and from scores of foreign countries. 

True case history: Machine parts made in Camden were needed in 

Chicago. 32-lb. package picked up 11 A.M. the 28th, delivered 5 p.m. 

same day. 669 miles, Air Express charge only $6.88. Gave days 

more time to complete the job. Other weights, any distance, similarly 

inexpensive and fast. Just phone your local Air Express Division, 

Railway Express Agency, for fast shipping action. 














Rates include pick-up and delivery door 
to door in all principal towns and cities 


AIR EXPRESS, A SERVICE 
OF RAILWAY EXPRESS 
AGENCY AND THE 


scHEeDULED AIRLINES of tHe u.s. 
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Fountain Pen and Mechanical Pencil Makers 
Attend Trade Practice Conference in N.Y. 


A trade practice conference for the 
fountain pen and mechanical pencil indus- 
try held at. the Hotel Pennsylvania in New 
York on Friday, January 23rd, was spon- 
sored by the Federal Trade Commission. 
Commissioner Ewin L. Davis presided at 
the gathering. 

The industry consists of persons, cor- 
porations or firms engaged in the manu- 
facture or marketing of fountain pens, in- 
cluding ball pens, and mechanical pencils 
of all types, as well as parts or accessories 
for these products. 

The purpose of the conference was to 


@ 











afford industry members an opportunity to 
cooperate with the Commission in the 
establishment of a comprehensive set of 
trade practice rules. Such rules are de- 
signed to prevent unfair and deceptive 
methods and practices in the conduct of 
business so that free and fair competition 
may be maintained and the _ purchasing 
public fully protected. 

Among the subjects which were con- 
sidered at the conference were the decep- 
tive guarantees and warranties and misuse 
of the word “Guaranteed”; misrepresenta- 
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tion of the composition, performance, dur- 
ability and other properties of industry 
products, including deception as _ to 
precious metal content; lottery schemes; 
enticing away employees of competitors; 
imitation of trade-marks and trade names; 
defamation of competitors or disparage- 
ment of their products; commercial 
bribery; unlawful discrimination in price 
and in advertising and promotional al- 
lowances, services or facilities; and com- 
bination or coercion to fix prices, suppress 
competition or restrain trade. 

After study of the suggestions made at 
the conference, a draft of proposed trade 
practice rules was prepared and made 
available to all interested parties. Subse- 
quently a public hearing was scheduled at 
which members of the industry and others 
having an interest in the proceeding, in- 
cluding consumers, will be granted oppor- 
tunity to submit their views and sugges- 
tions concerning the proposed rules. Con- 
sideration will be given to all matters thus 
presented before approval and promulga- 
tion of final rules by the Commission. 


AN OLD TIMER 





Henry Fonda, who enacts role of Colonel 
Owen Thursday in forthcoming movie, ‘War 
Party," wears a one-half pound key-winder 
watch from the collection of W. H. Sa- 
melius, Dean of the Elgin Watchmakers 
College, Elgin, Ill. The production, which is 
being filmed by Argosy Studios, also stars 
John Wayne and Shirley Temple. It takes 
place in 1866, and thus a watch of that 
period was required. 


Jeweler Celebrates Golden Jubilee; 
Opened in Present Location in 1897 


A. D. Sturges, jeweler of Norwich, N. Y., 
has established a record not often achieved 
in the jewelry field. Mr. Sturges celebrated 
the 50th anniversary of the founding of his 
jewelry store which was opened in its 
present location at 6 South Broad on July 
28, 1897. 

The golden anniversary of Mr. Sturges 
store might never have been divulged if 
a local newspaper hadn’t discovered the 
fact while looking through some old copies. 
In an interview Mr. Sturges confirmed the 
fact that 1947 was his golden jubilee year. 

Since 1918 Mr. Sturges has had the aid 
of his son Willard C. Sturges as an as- 
sociate in the business. The 50-year mile- 
stone of this business is a tribute to the 
high precepts of the owners. 
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New England Manufacturing Plants Are Busy, 
Firms Faring Exceptionally Well in New Year 


The jewelry producing firms located in 
the Providence-Attleboro area are faring 
exceptionally well in the new year. 

In direct contrast to a year ago, plants 
are humming, workers are being sought 
and orders are coming in very satisfac- 
torily. 

Management is almost too busy to tell 
how busy the industry really is. 

It is a much nicer picture than the first 
part of 1947 made. A year ago the whole- 
salers and retailers were weighted down 
with jewelry purchased in anticipation of 
the Christmas buying season. 

They didn’t get snowed under this year. 
Jewelry was stocked more carefully this 
past fall. The retailers were more success- 
ful in anticipating the holiday demand for 
jewelry. They foresaw high volume busi- 
ness and prepared for it, but they didn’t 
go all out in their buying, stocking every 
piece of jewelry on which they could lay 
their hands. 


SATISFACTORY CHRISTMAS SEASON 


The result is that the Christmas season 
—a satisfactory one for wholesaler, jobber, 
retailer and manufacturer—has left the 
stores and jobbing and wholesaling houses 
in a buying mood. Their shelves and show- 
cases need replenishing. 

Many far-sighted manufacturers pre- 
dicted good business this January but the 
feeling was not unanimous by any means. 
It was widespread, however. 

Not all manufacturers have as yet noticed 
the strong demand for spring lines. They 
believe it is about due to strike and a num- 
ber of them are keeping the same number 
employed that they had last fall, produc- 
ing in anticfpation of expected demand. 
In this way they are holding on to their 
help and will not have to go looking for 
workers when the business rush occurs. 

Playing no small part in the high volume 
demand are the attractive lines being 
shown by the Rhode Island-Attleboro 
manufacturers. Another factor is the suc- 
cess that has been achieved in lowering 
jewelry prices. 


EXCISE TAX IS A DETERRENT 


The 20 per cent excise tax is still a 
deterrent. The $2 tax on top of a $10 item 
is just enough to make a prospective cus- 
tomer balk and often turn to some gift 
item that can be bought without the pen- 
alty of an excise levy. 

The new lines are entirely different from 
the Christmas lines. Manufacturers have 
been almost unanimous in their desire to 
show fresh lines of merchandise for the 
spring season. They are actually stimulat- 
ing demand, 

Ingenuity akin to that displayed in the 
styling achieved in the Rhode Island-Attle- 
boro area is being shown on the price-con- 
serving side of the picture. Less expensive 
base metals are being used, some of them 
lending themselves to finished jewelry 
pieces that can hardly be distinguished 
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from pieces made with gold and sterling 
silver as base metals. 

These efforts at styling and reduced cost 
can well be interpreted to be an alert in- 
dustry’s attack on the problem of main- 
taining the broad gains Rhode Islanders 
have made in the jewelry producing field 
since V-J Day. 

They are also working on the problem 
of stabilizing the industry so that employ- 
ment can be kept at a more steady level 
during the whole year. They see the pos- 














sibility of cutting down the waste that is 
always present when new hands are being 
trained. Their aim is an industry in which 
the extreme dips and upcurves have been 
smoothed out. 

Efforts to determine just which jewelry 
items are meeting the best response were 
rather unsuccessful. It seems that brooches, 
scatter pins and items selling for five dol- 
lars and less are extremely popular. But 
on the other hand the demand appears 
to be growing for chokers, necklaces and 
pieces in the higher price category. 

The indication is that all branches of the 
industry will feel the effects of the good 
spring business. Needless to say the 
jewelry producing group is quite excited 
about it all. 
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BigGemDiamonds Met SalesResistance in 47; 
Survey Reveals Volume Sales Almost Up to'46 


Volume sales of gem diamonds were al- 
most up to the peak year of 1946, although 
the American people showed a stiffening 
sales resistance to larger stones of three- 
quarter carats and upwards. <A _ year 
marked by sharp declines in the early 
months, due to unfavorable financial con- 
ditions and the 20 per cent excise tax, 
was saved by a Christmas holiday business 
which in many parts of the nation sur- 
passed the 1946 season. 

These are the outstanding conclusions 
based on a year-end telegraphic survey 
among leading retailers in various parts 
of the United States, made by Baumgold 
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Brothers, Inc., 62 West 47th St., New 
York, one of the largest diamond cutting 
firms in the country. 

Commenting on the results of the survey 
Baumgold Bros. say: “The overall picture 
for 1947 was surprisingly good, particularly 
with respect to smaller diamonds. It would 
seem to indicate that the desire on the 
part of the American people for gem dia- 
monds is as great as ever, even though they 
were not inclined or in a financial posi- 
tion to pay for more expensive goods. The 
resistance to larger stones is traceable to 
the higher price range as well as the con- 
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tinued existence of the excise tax which 
Congress last Spring failed to remove or 
modify.” 

Approximately 50 selecied 
jewelers in strategic spots of the country 
replied to the survey request for “a re. 
port on year-round 1947 diamond condi- 
tions and results with emphasis on the 
holiday season just passed.” It is interest. 
ing to note that sectional reports reflected 
sectional conditions not necessarily typical 
of other parts of the nation. 

A digest of some of these sectional re- 
ports follows: 

El Paso, Texas: “Beginning of year 
not so good, Fall season fair but Christmas 
business ending good, making it satisfac- 
tory for entire year.” 

Dallas, Texas: “Diamond business much 
better this year than anticipated.” 

Providence: “Fancy pieces slow, sales of 
large sizes disappointing.” 

Los Angeles, Calif.: “Business ten per 
cent less than last year and December 
business eight per cent less than last De- 
cember.” 

Atlanta: “Diamond business up for year 
and for holiday season.” 

Chicago, Ill.: “Sales for November and 
December show slight gain over same 
period last year.” 

San Francisco: 
holiday season.” 

Cleveland: “Business equal to our very 
best year.” 

Flint, Mich.: “Diamond sales for year 
down about 15 to 20 per cent in volume 
of dollars; number of sales about same 
but people were not spending so much 
per unit and a definite scarcity of sales 
over $500. Total volume hurt by scarcity 
of large sales that count up so fast.” 

Oakland, Calif.: “Business, including 
holiday season, off about 25 per cent as 
against 1946 due to fact not enough larger 
stones sold.” a 

Tucson, Arizona: “Diamond sales off 
and confined to smaller units due to pro- 
hibitive price on larger stones.” 

Lansing, Mich.: “Sales of larger stones 
noticeably decreased. Some demand for 
large stones but high prices plus excise tax 
seemed to meet a lot of resistance during 
holiday season.” 

Columbus, Ohio: “Diamond business 15 
per cent up in December over 1946.” 

Detroit: “Business good through year 
but change in nature of sales—more charge 
than cash sales.” 

St. Louis: “Holiday sales 15 to 20 per 
cent ahead of 1946 while generally the 
years business was about 10 per cent 
behind that of 1946.” 

Syracuse, N. Y.: “Business held up 
about even for first 11 months of 1947, 
with December somewhat better than a 
year ago.” 
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Imports of Precious Stones Permitted 


According to a recent issue of Foreign 
Commerce Weekly, a limited quantity of 
uncut diamonds, precious stones, unpol- 
ished pearls, and rough synthetic stones 
(now on the “prohibited” list) may now be 
imported into India for the specific pur- 
pose of being cut, polished, or finished in 
India and then re-exported. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











Watch Material Distributors Assemble, 
Discuss Current Problems of the Industry 


Many watch material distributors from 
all over the country attended the confer- 
ence of the Watch Material Distributors 
Association of America held at the Com- 
modore Hotel in New York on January 
24, 25, and 26. 

This was the third conference of this 
comparatively new organization, A rather 
small group of watch material distributors 
met in Cleveland in January, 1947. An- 
other meeting was held in Chicago last 
summer. Attendance at the Chicago con- 
ference was more than three times the at- 
tendance of the first conference, and at- 
tendance at the New York conference was 
more than triple that of the conference in 
Chicago last June. 

Membership likewise has kept pace with 
the increased interest in the conferences. 
Currently, membership represents a very 
large proportion of watch material 
tributors of the United States. 

Plans for the January conference pro- 
gram were under the board of directors 
which is comprised of M. A. Callaway, 
Ewing Bros., Atlania; Orville Fuller, E. & 
J. Swigart Co., Cincinnati; Tobias Garon, 
Michigan Jewelers Supply Co., Detroit: 
Ben Glasser. The Merit Co., Cleveland: 
Fred Gluck, Martin Gluck & Son, Pitts- 
burgh; Louis Hayman, E. W. Reynolds 
Co.. Inc.. Los Angeles; William R. Katz, 
Wm. R. Katz Co., Dallas; William J. Kilb, 
Kilb-Beck Co., Milwaukee; Bert Nord- 
man, Nordman & Aurich, San Francisco; 
Fred Reid, Burton M. Reid Sons, Spring- 
field, Ill.. and Jack Fargotstein, Southland 
Jewelry Supply Co., New Orleans. 

Outstanding members of the industry as 


dis- 





THE SIREN’ 





Outstanding gem .at the Exhibition of Gold 
held from October 31, 1947, through Janu- 
ary Il, 1948, at the Cleveland Museum of 
Art was "The Siren, the Cellini Jewel," 
pictured above. Attributed to Benvenuto 
Cellini, the objet d'art was said to have 
been ordered by a Medici Prince who gave 
it to an Indian Mughal Emperor. It is formed 
on the base of a huge baroque pearl, with 
enamel, decked in miniature necklace, arm- 
lets, and crown. The piece was lent for 
exhibition by Duveen Bros., Inc., New York. 
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well as several top executives of the Ameri- 
can watch manufacturing industry ad- 
dressed the gathering. The United States 
Department of Commerce sent a speaker 
to address one of the sessions and a repre- 
sentative of the watchmakers was guest 
speaker at one of the convention sessions. 

Fred Reid, vice president of the asso- 
ciation, was in charge of a Forum that dis- 
cussed current problems of the industry. 
This proved one of the liveliest sessions of 
the conference and afforded everyone at- 
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tending an opportunity to take part in the 
discussions. 

All those attending the conference were 
euests of the Bulova Watch Co. at a 
luncheon at the Bulova School of Watch- 
making. Attendees trip 
through the Bulova watch- 
makers school. 

Not all of the time was devoted strictly 
to business. A group of prominent manu- 
facturers and importers invited those at- 
tending the conference to be their guests 
at a cocktail party Saturday night, January 
24. Sunday night, January 25, was the 
scene of a dinner and cocktail party given 
by one of the American supply manufac- 
turers. 
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Such Precision as in the NEW ORIGINAL 
POISING TOOL designed by JE VIN 





Unsurpassed in quality, appearance, and craftsmanship! 


Polished ruby jaws, 3/4 of an inch long, precision ground. 


Harder, more wear-resistant than any other substance, 


excepting the diamond. Edges thin enough to clear the 


cones of the smallest balance staff. The ruby jaws are not 


fastened with shellac, but are permanently bonded to the 


metal by a revolutionary process. Provided with a neat, 


recessed, spirit level in the plate. Machined from solid nickel 


silver — no die castings. It's truly a jewel! Outstanding in 
modern design, the new-improved LEVIN POISING TOOL 


is the finest ever to be presented to the Watchmaking Trade. 





$22.80 
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NEMJ&SA Decides to Discontinue Affiliation 
With Training Center in Jewelry Mtg. Skills 


At their January meeting, the directors 
of the New England Manufacturing Jewel- 
ers’ & Silversmiths’ Association, decided to 
discontinue their association with the 
training center in jewelry manufacturing 
skills which the NEMJ&SA had backed 
financially for about 18 months. 

The center made available to veterans 
with rehabilitation problems, training in 
the jewelry manufacturing skills. It has 
turned out some graduates but its short- 
coming was the fact that not enough vet- 
erans desirous of procuring such training 
were channeled to the center. 

The result was that the NEMJ&SA was 


carrying a heavy financial burden and 
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was training but a very few young men. 

The center was the result of two minds 
with a single thought. The NEMJ&SA on 
the one hand and Mrs. Iris W. Booth, 
executive secretary of Community Work- 
shops of R. I., Inc., on the other, had been 
nurturing the idea of a jewelry training 
center for quite some time. 

The association was prompted by the 
desire to train men and women for its 
expanding industry and also to help re- 
turning servicemen to find suitable em- 
ployment. 

Mrs. Booth, long identified with work 
among the physically handicapped, saw the 
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possibility of large numbers of servicemen 
returning to civilian life with war-created 
handicaps that would preclude their nor. 
mal return to their old jobs. 

Community workshops provided space 
for the center and the NEMJ&SA furnished 
financial assistance. Manufacturing jewel- 
ers contributed machines and materials. 

Finances from the New England Manu- 
facturing Jewelers’ & Silversmiths’ Asso- 
ciation made.the purchase of available 
equipment possible and provided funds for 
instruction. 

Veterans, channeled to the center by 
the Veterans Administration, were trained 
to be stone setters, tool makers, designers, 
solderers, polishers and colorists. 

They could either receive specific train- 
ing or take the general instruction which 
included all phases of the industry. 

The school started on a small scale and 
it was hoped that its enrollment would in- 
crease. The growth did not come and a 
month ago the directors postponed their 
dropping of the center until it was de- 
termined whether the Veterans Administra- 
tion could channel more young men to the 
training center. 

In abandoning the _ activity, the 
NEMJ&SA did it in such a way that the 
efforts of the past 18 months are not lost. 
The equipment that has been accumulated 
—much of it at distinct hardship because 
of the scarcity of such equipment—has 
been turned over to community workshops 
where it will be available for the training 


of others in the jewelry manufacturing 
skills. 


Canadian Manufacturers Advised 


To Fill Mexico's Alarm Clock Needs 


The average Mexican is waking up to 
the advantages of the alarm clock and 
Canada’s Department of Trade and Com- 
merce has issued advice to the Dominion’s 
manufacturers to get into the market with- 
out loss of time. 

The best information available is that 
Mexico was some 750,000 alarm clocks 
short of its requirements as of last Spring 
and that the imports during 1947 did not 
even make a dint in the backlog. 

Mexico does not produce a single alarm 
clock, although one company is importing 
parts for assembly and is currently turning 
out 32,000 of the finished product an- 
nually. 

“The government program for industrial- 
ization is introducing the time element into 
the lives of large populations which have 
moved from the agricultural areas into 
the cities,” the department notes. 

It estimates that as a result of this ur 
banization, roughly 200,000 Mexicans per 
year are becoming unhappily aware of their 
need for an alarm clock. The department 
feels that this figure will increase to 390.- 
000 before long. 

With the warning to Canadian manu- 
facturers to try for this market, “without 
loss of time,” the experts are cautioning 
the trade that the Mexicans will not be 
satisfied with just any old alarm clock. 
Their preference goes to those “of defi- 
nitely modernistic design in which colored 
plastic, glass and chromium are used.” 
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Investigation by Police 
Uncovers Jewelry Thefts 


Systematic larceny of finished jewelry 
from the plant of Swank, Inc., Attleboro, 
by employes, was uncovered early in De- 
cember as the result of an investigation 
that led to the arrest of four persons and 
the questioning of a score of other plant 
personnel. 

The investigation was conducted by In- 
spector Howard O’Hare of the Attleboro 
police in co-operation with former District 
Attorney William C. Crossley of Fall River, 
Mass., counsel for the firm, and J. Carlton 
Bagnall, executive vice-president of the 
corporation. 

Inspector O’Hare said indications were 
that thousands of dollars worth of finished 
jewelry had been taken from the plant 
by employes. The thefts included the ship- 
ping out of one package which was re- 
covered when it was misdirected to a Fall 
River retail jeweler. 

Arrested were Leonard Costa, 19, of Fall 
River, a shipping clerk, charged with 
larceny of $68.50 worth of jewelry; Lionel 
J. Banville, 23, Fall River, an export ship- 
per, charged with taking jewelry valued 
at $57; Gilbert A. Morrissette, 20, also of 
Fall River, a shipping clerk, charged with 
taking jewelry valued at $22, and Mrs. 
Rita V. Provost, 20, of Attleboro, employed 
as a tacker, charged with taking jewelry 
valued at $155.25. 

The investigation was begun two weeks 
prior to the arrests on December 7th when 
a package shipped from the Swank plant 
to Fall River with the address of a jeweler 
there was returned to the factory by postal 
officials because it had a wrong street ad- 
dress. 

Officials at the plant checked and 
learned that the jeweler to whom the pack- 
age was intended to go was not a customer. 
In consequence of the investigation In. 
spector O’Hare said the defendant Banville 
admitted under questioning that he had 
shipped the package. It contained a memo 
directing the recipient not to put the goods 
on sale until next March 2. There was 
further writing in ink directing him to 
await further information. 

The investigation is continuing since the 
firm has lost several thousand dollars worth 
of merchandise and the arrests account for 
only a small part of it. 


——___ 
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Merchandising and Selling in '48 
Will be Theme of Ohio RJA Confab 


Raymond Hay, president of the Ohio 
Retail Jewelers Association, recently an- 
nounced that plans for the association’s 
forthcoming convention and jewelry show 
to be held March 7, 8, and 9 at the Deshler- 
Wallick Hotel in Columbus, Ohio, are 
“shaping up” beautifully. 

More than ever this convention will serve 
as a Spring merchandising event because 
the dates have been set for pre-Easter 
buying. 

According to President Hay, almost all 
of the display space has been contracted 
for. Ohio’s wholesale jewelers as well as 
some New England manufacturers, several 
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large Eastern manufacturers and _ dis- 
tributors of jewelry and Chicago whole- 
salers will show their lines. 

Manufacturers of timing machines and 
several of the country’s largest producers 
of display material who specialize in 
jewelry store displays will be there to ad- 
vise retail jewelers attending the conven- 
tion. 

The entire grogram, which is under the 
direction of the board of directors, will 
concentrate on merchandising and selling 
in 1948. One of the country’s top-flight 
economists will address a convention ses- 
sion; an insurance expert will discuss 
“block insurance”; and a leading jewelry 
merchandiser will point out the need for 
year-round intensive merchandising — by 
jewelers. 

Jewelers from Michigan, Indiana, Ken- 





tucky, West Virginia and western Penn- 
sylvania in addition to all Ohio jewelers 
are invited to the convention and jewelry 
show. 


New Retail Jewelry Store 
Wants Manufacturers’ Literature 


The Texas Guild Watchmakers, 1514 
Willow St., Grand Prairie, Tex., are con- 
structing a new retail jewelry store which 
will be operated under the name of Texas 
Guild Watchmakers and Jewelers and will 
be open for business within the next two 
months. 

They state that they are interested in 
hearing from manufacturers or wholesalers 
of quality merchandise in the jewelry line 
and would like to receive catalogs, price 
lists and other literature from any such 
suppliers. 




















Confidential Data Furnished War Agencies 
Won't be Revealed Archives Official State 


What is to happen to the vast amounts 
of confidential cost and production data 
furnished to the government by business 
and industry during the war years? This 
question has perplexed many firms, since 
release of such data could be ruinous in 
some instances. The answer is particularly 
pertinent in view of the publication of scare 
stories to the effect that such data would 
be released. 

As to their physical location, these rec- 
ords are placed in the custody of the Na- 
tional Archives as the war agencies are 
liquidated. 
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JEWELERS’ CIRCULAR-KeEysTONE, after 
careful study of the laws and regulations 
applying to such material and lengthy dis- 
cussions with Archives officials, is able to 
report that there is no basis of fact in the 
rumors to the effect that data furnished 
OPA, WPB and other such agencies would 
be released in a manner as to identify indi- 
vidual firms. . 

Briefly stated, the policy of the National 
Archives in regard to such data is that 
material “given in confidence, remains in 
confidence.” The Archives is bound by the 
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Valjean and Clifford watches are scientifically built of 
standardized and inter-changeable parts. They represent the 
ultimate in fine craftsmanship and many years of technical 
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All Valjean and Clifford watches are accurately timed and 
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of Valjean and Clifford watches (for Men 
and Women) are enhanced by an ex- 
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provisions imposed by Congress on the re- 
lease of company data to the same extent 
as were the agencies to which the materia] 
was submitted. Some of the acts which 
prohibit the disclosure of information about 
a particular company or information identi. 
fiable as pertaining to a particular company 
are the Federal Reports Act of 1942, the 
Emergency Price Control Act of 1942, and 
the Second Deficiency Appropriations Act 
of 1945. 

In addition, the incumbent head of an 
agency may also set conditions applying to 
the use of records originating in his agency 
and as a stated matter of policy these con- 
ditions are continued by the Archivist. 

The major portion of the records of the 
wartime agencies will eventually find their 
way into the Industrial Records Office of 
the Archives, headed by Paul Lewinson, 
who also has charge of most of the records 
of the permanent agencies which are of 
interest to business and industry. These 
war agencies include the Office of Price Ad- 
ministration, Maritime Commission, War 
Shipping Administration, Office of Defense 
Transportation, Office of Scientific Research 
and Development, Fair Employment Prac- 
tices Commission, War Labor Board, Wage 
Stabilization Board. War Manpower Conm.- 
mission, the wartime subsidiaries of the 
RFC, Office of War Mobilization and Re. 
conversion, Office of Economic Stabiliza- 
tion, and the War Assets Administration. 

The records of the War Production 
Board, Civilian Production Administration, 
the Combined Boards, Office of Contract 
Settlement, and the Army and Navy are in 
the custody of the War Records Office 
under the direction of E. G. Campbell. 


RECORDS GIVE DETAILED PICTURE 


These records undoubtedly give a more 
detailed picture of the operation of the 
American economy than any other single 
body of data. Their selection and transfer 
to the Archives is a task of no mean pro- 
portions. For example, OPA’s records 
totaled about 1,250,000 cu ft. When the 
job is completed only about 10,000 cu. ft. 
of OPA records will rest in the Archives. 
Some 8,000 cu. ft. have already been trans- 
ferred. 

The WPB records and those of the mili- 
tary agencies are handled with extreme 
care since many of them are classified top 
secret. WPB’s records do not make up as 
bulky a package as do those of OPA, com- 
prising only about 5,000 cu. ft. boiled down 
from approximately 200,000 cu. ft. 


In general, cumulative data and summary 
totals are kept as a part of the permanent 
archives. However, there must be a positive 
reason for keeping any data and more than 
an outside chance that such data will prove 
useful at a later date. 

In the boiling down process a large por- 
tion of the records are destroyed. Even in 
such cases, particular care is taken to safe- 
guard confidential data. As the various 
groups of records were marked for destruc- 
tion, numerous requests were received from 
state governments, business schools, local 
history groups and libraries for data which 
Archives officials deemed not worth keep- 
ing. All such requests were turned down 
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on the grounds that any such material 
should remain under Federal jurisdiction 
at all times. 

With such elaborate precautions it might 
appear that the records are to be put away 
under lock and key merely to gather dust. 
This is far from the truth. This material 
can be used and is available to any citizen, 
but data classed as confidential will only 
be given out in a form that precludes the 
possibility of identification with any par- 
ticular firm. However, even summaries will 
not be released if they are revelatory in 
any way or can be traced to individuals or 


firms. 


QUESTION OF HUMAN JUDGMENT 


Skeptics might raise the point that 
human judgment still enters the picture 
in determining what might be revelatory. 
This is quite true, but in the Archives 
only a limited number of people have di- 
rect access to the records and outsiders 
desiring to use the material are not per- 
mitted to enter the storage areas. 

The number of Archives employees hav- 
ing access to the records in comparison 
with the thousands of people in the organ- 
ization’s agencies who collected the data is 
minute. In Mr. Lewinson’s office, with its 
vast collection of economic data, only five 
people are in direct contact with confiden- 
tial material. In the Archives as a whole, 
only 100 people, out of a total employment 
of less than 350, have access to the records. 

On the matter of individual judgment, 
Mr. Lewinson pointed out to JEWELERS’ 
CIRCULAR-KEYSTONE that as in any under- 
taking “good judgment about giving access 
to records is a matter of integrity and of 
knowledge. There have never been any 
lapses from integrity at the National Ar- 
chives, and the small number of employees 
who have access to any particular group of 
records would make any wrongful act very 
risky. As to knowledge. the responsible 
people in charge of business records are 
chosen in part because of their knowledge 
of the field in which the records are valu- 
able—they know, that is, the importance 
of cost figures, the structure of important 
industries, and other conditions which bear 
on the question of proper and improper 
use of their records. They know, also, the 
standard sources of information, and they 
have access to, and in many cases personal 
acquaintanceship with, experts in other 
agencies who can brief them. Census, For- 
eign and Domestic Commerce, Federal 
Trade Commission, and Tariff Commission, 
for example, can tell us—if we don’t know 
er want to make sure—what the concen- 








NEMJ&SA Announces Date of Dinner 


The annual dinner and meeting of the 
New England Manufacturing Jewelers’ & 
Silversmiths’ Association will be held as 
usual on the eve of George Washington’s 
birthday, Feb. 21, at the Sheraton-Bilt- 
more Hotel in Providence. 

No announcement has been made of the 
program but the officials of the NEMJ&SA 
State that it will be of the high calibre 
that has made this yearly event one of the 
highspots on the Providence social calendar. 
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tration of the widget industry is, so that 
we can decide whether even aggregate 
figures of a certain sort must not be given 
out because they are susceptible of indi- 
vidual breakdown.” 

Mr. Lewinson further points out that the 
same restrictions apply to the use of the 
records of other agencies of government. 
In fact, bureaus within an agency are 
sometimes denied access to records turned 
over by another bureau of the same agency. 
There is also an absolute prohibition on 
material in the Archives being used for 
enforcement purposes, tax and anti-trust 
cases included. 

As for concrete examples on the use of 
business data, a striking one is the case 
of a consulting engineer representing a 
firm in a particular industry who requested 





information in the OPA files that would 
give a general idea as to the rise and fall 
of production, and the factors underlying 
such changes in that industry. Archives 
checked the records and found that such 
data was available, but also learned that 
there were only eight firms in the industry 
and that the engineer’s client accounted 
for about 80 pct of the output. Since the 
release of the requested data would have 
given one firm a competitive advantage the 
request was denied. 

It should also be remembered that 
Archives has had custody of confidential 
records, including such data as the basit 
material on the Census of Manufactures, for 
about a dozen years and there is yet to be 
recorded the first instance of any misuse 
of such material. 
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Traditional Trilsch craftsmanship emphasizes and 
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Max Stern & Co. Inc. 


HAS "EVERYTHING" 


IN PRECIOUS AND SEMI-PRECIOUS 


STONES 


® Diamonds, melee 
® Genuine whole pearls 


® Genuine rubies and 
sapphires 


® Tigereye cameos 
© Amethysts 
© Topaz 


@ Black onyx—plain or 


drilled 


@ Synthetic birthstones 
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WHITES OR BLUES 


FOR OVER 3 DECADES 


. .. we have given prompt and 
efficient service to the DRILL- 
ING, CUTTING, and JOB- 
BING of stones. ° 


Max Stern & Co. Inc. 
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17-23 John St., New York 7, N. Y. 
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| Members of Executive Committee of JSA 
Hosts to Advisory Board at Luncheon 





Forty members of the Executive Committee of the Jewelers’ Security Alliance and the Advisory 
Board of that organization are shown at a luncheon held at the Waldorf-Astoria Hotel in 
New York on January 17. 


Taking advantage of the presence in 
New York on January 17 of so many im- 
portant members of the jewelry industry 
to attend the annual dinner of the 24- 
Karat Club, the Executive Committee of 
the Jewelers’ Security Alliance tendered a 
luncheon to the members of the Advisory 
Board of that organization at the Waldorf- 
Astoria on that day. Forty members of 
the two groups were present. 

The luncheon, which was preceded by 
cocktails and a reception, was presided 
over by President Walter Eitelbach. Cap- 
tain J. S. Mosher, Superintendent of the 
Criminal Division of the Pinkerton Detec- 
tive Agency, who has worked closely with 
the Alliance for many years and who re- 
tired on December 31 after 47 years of 
service with the Pinkerton’s, paid his re- 
spects to the fine work of the Alliance in 
a gracious valedictory speech in which he 
reviewed some of the long and interesting 
history of his experiences in dealing with 
jewelry thefts and paid tribute to the 
JSA on its rigid adherence to its principle 
of “never compromise with a thief.” 

At the conclusion of his remarks, Cap- 
tain Mosher was presented with a hand- 


| some traveling bag as a small token of 
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Walter Eitelbach, above right, president of 
the Jewelers' Security Alliance, presented 
Otto D. Wormser, head of the JSA's Crime 
Committee, with a sterling tray after Mr. 
Wormser announced his resignation from 
the Executive Committee at the luncheon. 





the appreciation of the Alliance for the 
work that he had done in their behalf. 

Howard S. Nugent, formerly Command- 
ing Inspector of the Criminal Division of 
the New York State Police, who has suc- 
ceeded Captain Mosher, pledged the Alli- 
ance that he would do his utmost to carry 
on in the tradition established by his 
predecessor and assured his hearers that 
JSA ranks high on the priority list of the 
Pinkerton Agency. 

Otto D. Wormster, who has long been one 
of the active factors in the work of the 
Jewelers’ Security. Alliance, and head of 
its Crime Committee, announced his resig: 
nation from the Executive Committee since 
he felt it desirable to reduce his activities 
and responsibilities. Glowing tributes to 
his contribution to the growth and strength 
of JSA were given by G. H. Niemeyer and 
General Counsel Richard C. Murphy, and 
a handsome sterling tray with an appro- 
priate inscription of appreciation of Mr. 
Wormser’s services was presented to him. 

Mr. Murphy reviewed some of the ac- 
tivities and achievements of the Alliance, 
pointing out how in many cases it is neces- 
sary to continue on a case for years he- 
fore the criminals are finally caught and 
punished but how, in many instances, 
cases have been successfully concluded 
after as much as 15 years of continued 
effort. 

Major J. T. Montgomery presented a 
recommendation for a program to aid in 
the identification of stolen jewelry. His 
suggestion was that the Alliance carry a 
step further the program which it has 
been advocating for several years of hav- 
ing jewelers adopt a scratch mark which 
would be placed on all valuable goods, and 
registered with the Alliance. Major Mont- 
gomery recommended that instead of de- 
pending on individual jewelers to carry 
through on this voluntarily, the Security 
Alliance devise and assign to each mem- 
ber a scratch mark which would be kept 
on permanent file in the office of the or 

(Please turn to page 288) 
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q Dunkirk Silversmiths, Inc., formerly lo- 
cated at 53 West 47th St., New York, an- 
nounce the removal of their New York 
show rooms to 366 Fifth Ave. and their 
executive offices to their factory at 381 
East Main St., Meriden, Conn. 


q Irving L. Weiner and Milton Abrams 
recently announced their association with 
Salzman Bros., wholesale jewelers, 9-13 
Maiden Lane, New York. 

q Adolph Pusrin of A. Pusrin & Bro., 59 
Christie St.. New York, will be tendered 
a testimonial dinner by Concourse Lodge, 
Knights of Pythias on February 11, 1948, 
as retiring Chancellor Commander for 
1947. Mr. Pursin has been honorary presi- 
dent of the New York Jewelers’ Benevo- 
lent Association for the past 30 years and 
was re-elected chairman of the sick and 
distress committee of that organization for 
1948. 

q Icko Wakmann, president of the Wak- 
mann Watch Co., Inc., and the Breitling 
Corporation of America, 452 Fifth Ave., 
New York, left in mid-January for Switzer- 
land where he will visit the Breitling fac- 
tory. The chief reason for Mr. Wakmann’s 
trip, which will be of three weeks’ duration, 
is to insure a continued supply of Breitling 
chronographs, the regular line of Wak- 
mann watches, and Election Grand Prix 
watches, a limited number of which are 
made for world distribution. 


4 J. Francis Thibault, who has been asso- 
ciated with Evans & Son, Utica jewelers, 
for the past 30 years, has bought a half 
interest in the store from George H. Evans 
who is retiring after 65 years in the busi- 
ness. The other partner, Arthur Evans, 
retains his interest and will continue as 
an active partner in the management and 
the store will continue to be operated 
under the same name. 


q The first meeting of the 1948 season of 


the New York Guild of the American Gem | 


Society was held at the offices of Lazare 
Kaplan & Sons, Inc., 630 Fifth Ave., New 
York, on Tuesday, January 20th. Dr. Ralph 
J. Holmes, instructor, of Columbia Uni- 
versity, presided at the meeting. The new 
film on diamonds, recently issued by N. W. 
Ayer & Sons was shown. Part of the pic- 
ture was taken at the Kaplan Cutting 
Plant. Lazare Kaplan cleaved a rough 
diamond for the group and rough dia- 
monds showing colored fluorescence were 
displayed under special lighting. 

q Imperial Jewelers, Inc., 42 W. 32nd St.. 
New York, recently announced that they 
purchased the store of Arthur Wiener & 
Sons, 16 Court St., Brooklyn, on November 
17, 1947. 

q On January 1, 1948, New Year’s Day, a 
shot was fired from a .32 caliber gun 
through the door of Starks jewelry shop, 
653 Melrose Ave., Bronx, which pierced 
the door window and shattered a plate 
glass show case at the rear of the store. 
4A business name has been filed in the 
county clerk’s office for Tepp’s Jewelers 
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and Tepp’s Credit Jewelers, 354 Main St., 
Buffalo, by Benjamin Teplitsky. 

q The appointment of Samuel Alter as 
buyer of novelty jewelry, small leather 
goods and gift novelties for the New York 
Merchandise Co., Inc., 32-46 West 23rd 
St., New York, was recently announced. 

q Louis Distler, formerly connected with 
Fred W. Lowell, 608 Fifth Ave., New York, 
recently announced that he has entered the 
diamond business for his own account at 
36 West 47th St., New York. 

q On January 4, 1948, Odd Harsheim, com- 
peting for the Terger Tokle Memorial 
Trophy, won the first meet in the third 
annual international ski jumping contest 
at Bear Mountain, New York. Mr. Hars- 
heim, Norwegian ski ace and a student of 
C. A. Jakobb, well-known jewelry designer 
of 31 West 47th St., New York, beat Art 
Tokle by a fraction of a point and won 
the meet named for Tokle’s brother who 
was killed in action with the U. S. ski 
troops in the Italian Alps. The following 
week, on January 11th, Mr. Harsheim suf- 
fered an injury to his spine in the morning 
trial jumps of the Franklin D. Roosevelt 
Memorial Ski Jump tourney and had to 
withdraw from the competition. 

q Remembrance Ring Co., 1 West 47th 
St., New York, recently announced that al- 
bert M. Stern, who has covered the middle 
west territory for that firm, retired on 
January Ist of this year. Wilfred Gal- 
low, formerly of Elgin American Co., will 
replace Mr. Stern in that territory. 


24 Karat Club Elects 


Officers and directors of the Jewelers 
24 Karat Club of New York City for the 
coming year were elected at the annual 
meeting of the club on Monday, Dec. 29. 
They are as follows: President, P. M. 
Fahrendorf, JeEweLers’ CircuLar-Key- 
STONE; Vice-President, Norman Morris, 
Norman M. Morris, Inc.; Secretary, Her- 
man Baskin, Baskin Bros.; Treasurer, W. 
Waters Schwab, J. R. Wood & Sons; Chair- 
man, G. H. Niemeyer, Handy & Harman. 

The directors, in addition to the above 
named officers are: Howard Boynton, 
Handy & Harman; Walter Eitelbach; P. 
Irving Grinberg, Jewelers Vigilance Com- 
mittee; Edward Krehbiel, Black, Starr & 
Gorham, Inc.; William B. Ogush, William 
B. Ogush, Inc.; Daniel Price, Wm. S. 
Hedges & Co., Reginald Reichman, Reich- 


man Bros. 








Maiden Laners Set Dinner Date 


Jerome L. Grant, secretary-treasurer of 
the Maiden Lane Outing Club, announced 
that the annual winter dinner of that or- 
ganization will be held on February 19th 
at the Park Central Hotel. Mr. Grant 
stated that the dinner will live up to the 
usual high standards established at pre- 
vious affairs. Tickets will cost $9.50 for 
members and $10.50 for applicants on the 
club’s waiting list. 
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new price 
New York 19, N. Y. 
H. Sori Longacre 5-3672 





| DIAMONDS 
All sizes — All shapes 


Single cut diamonds, from % te 
7 points, for emblems, wedding rings, 
side stones, etc. 

Swiss cut diamonds, from $ to 15 
pointers for all kinds of jewelry. 

Full cut diamonds, in small stones 
from 3 to 15 pointers and in larger 
sizes, from 16 points to 2 carats each 


, A for fine jewelry 

4 NO Finest polishing from Palestine 
vf “Vy and Belgium, straight sizes, classi- 
“pray” ask for our 


CS fied qualities. Please 
—_ list. 


576 5th Ave. 




















INTRODUCING — 
GEM STONE DRILLERS 
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93 Nessaw S$t.—BE 3-2044 
New York 7, N. Y. 


Encrusting for drilling acc'ts only. 
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THIMBLES 
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269 So. 9th ST. 




















[ ETERNA 


Makers of Fine Watches Since 1856 


U. S. Agency 


ETERNA WATCH COMPANY 
OF AMERICA, INC. 





580 Fifth Ave., N. Y. Bryant 9-8660-8689 
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| JSA Tenders Luncheon of Philadelphia was elected president; Jess 
| F e 286) McEntee of Oklahoma City, vice-president; 
| ae lsidore Horwitz, Crescent Jewelry Co, 








ganization and in Police Departments, so Fargo, N. D., secretary-treasurer; and Leo 
that whenever a piece of merchandise was Weisfield. Weisfield and Goldberg, Seattle, 
found in the possession of a questionable chairman of the executive committee, 
character, its ownership could be readily which will consist of Robert Savitt, Savitt’s 
traced. Often such identification is the New Haven; Irving Chayken, Armstrong’s, 
essential link in the chain of evidence to Hammond, Ind.; Harry Horwitz, Crescent 
solve a jewelry theft while if this one Jewelry Co., Sioux City; Mel Erlanger, 
TAG & STAMPING CO. | point is lacking, known thieves are often S. and N. Katz,. Baltimore; Leo Kind, 
| able to escape punishment because of the Reid’s. Trenton; Oliver Jenkins, Duval 
CELLULOID | lack of specific evidence in the form of a Jewelry Co., Jacksonville; Marvin Wexler 
firm identification of merchandise. The of J. J. Smith, Janesville, Wis. They will 
PARCHMENT, ETC. recommendation was referred to the Execu- serve until April when another conference 
tive Committee for consideration and ac- will be held at which time permanent of- 
Send for Catolog tion. ficers will be chosen and a full-scale edu- 
_ cational and public relations program for 
277 HALSEY ST Tennessee Watchmakers, Jewelers, the Council will be presented by a sub- 
Announce Plans for 1948 Convention committee for adoption. 
NEWARK 2, N. J. The annual convention of the Tennessee 








Watchmakers and Jewelers Association will I on d 0 n [ e t t e r 


be held in Memphis on May 2nd and 3rd 





Diamond men here reported a good de- 


at the Hotel Gayoso, C. W. Costello, Jr., 
mand for loose diamonds for export right 
convention chairman, recently announced. i Se 
si adlie , thristmas, and prices were very 
The highlight of the convention will be rY 


the banquet and dance given on May 3rd om. 

Stone Engravers - : “The demand,” said a member of Backes 

; at the close of the convention. Mr. Costello , ' ni ; 
sa mal : & Strauss of Kimberley House, “is from 
by &O said the association is endeavoring this 
Ruby nyx 
\ 
Drilling 











many parts of the world. The position re- 
year to present a program that will help 7? Ani 
: ; garding the import of loose diamonds from 
in the education of the watchmakers in , , ' , 
’ | ; abroad still remains a matter of discussion 
the coming generation, as well as raise 


: between the Board of Trade and_ the 
the standard of the watchmaking profes- 














Special Orders | sion in the eyes of the public and others. ees ; ' 
| Consequently there is a great scarcity 
Braunfeld & Mehiman ic 4 . of loose diamonds for the home market, and 
| , | Canadian Imports of Swiss Watches the prices being asked for any parcel avail- 
08 Fulton St., New York 7,N. Y. |] | >. oa g ‘ any p 
108 ' Will Be Limited to About 40°, able surpass all previous high levels. 











“The still further raise in the prices of 
second hand jewelry, which is due par- 
tially to more and more people being keen 
to invest money in _ precious stones, is 
likely to be maintained. The additional 
increase in purchase tax arising out of the 
latest Budget decisions is another factor in 
the continuing high prices being paid for 


Under the new trade restrictions, Cana- | 
dian imports of Swiss watches in the year 
ending next June 30th will be limited to 
about 40 per cent of the previous year, 
an official of the trade and commerce de- 
partment announced recently. 

In the 12-month period ending June 30th | 
last year (1947), Canada purchased about | 


. . . + ] 
$1,000,000 worth of watches and clocks this jewelry. . 
cae Milica’ The firm says regarding the jewelry trade 


A large part of the year’s quota had of Britain as a whole that activity is in- 


been delivered by November 18th when creasing with demand from the public for 


; © o ) aS ) j aS oe ea 7 h at 
the import curbs were announced, and — les of all om yl ye a 5 _ 
» since the end of the war. 1€ 
shipments not on their way to Canada on ay ne Ree oe , we 





KAAOOOOO 


*.7_¢,*,*,*,* 
@¢@ 
‘ever oreo” 'e 


s.j. surnamer co. 
vil 7th Ave., N.Y. l, N_Y. that date would necessarily have to be de- scarcity of second hand pieces indicates 


that people now prefer to retain their gem 
jewelry rather than convert it into an un- 





ferred or cancelled, he explained. 
The official said the Swiss had _ no oo oe 
We Do GOLD, SILVER, PLATINUM and grounds for charging discrimination be- stabie sterling. . 
RODIUM-PLATING at Low Prices | cause they were being treated the same | Diamond dealers think that 1948 will see 
ALL WORK PROMPT ATTENTION | | osanlan satenitates tele agtia tt Galil | a continuation of high prices for diamonds 
GUARANTEED TO MAIL ORDERS and good second hand jewelry, with pos- 


_s . . . ' if 
Suscssser 60 sibly some further increase in values 1 
H. HER SHMA N James Fenn demand persists in exceeding supply. 

71 Nassau St. Tel. CO 7-4631 New Yor 











supply watches and clocks to Canada. 
Swiss watches are in the miscellaneous 
category of the government’s quota list. 
The quota is 200 per cent of pre-war, but 
LOWER PRICES this only works to about 40 per cent of 


BETTER WORKMANSHIP _ last year’s deliveries. 
QUICKER SERVICE ° 

| have REVISED WAYS AND MEANS enabling me | 
to do your JEWELRY REPAIRING AND SPECIAL 











Attach this od to 
your letterhead 
and mail. My Price 
Ticket and Show Card Service for this 
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ORDER WORK at a REDUCTION of 25% to 50%. ' Council is Oraanized 

With Quicker Service and Better Workmanship! Diamond g | free trial 

“Send Me Your ent Pama To Stimulate Study of Gemology Edwin reed im 
Repairing of Jewelry & Special Order Work Formation of the Diamond Council of 7 TEEEDSCEN ER OR 
61 Beekman Street New York 7, N. Y. America, whose purpose will be to stimu- < 














THE CAPITAL 
INITIAL RING 


WATCH MATERIALS | Jate the study of gemology among jewelers 

| and aid others interested in obtaining in- 

Parts for all makes 0 | formation about precious stones, particu- 

CERES & Aenean Gees larly diamonds, was announced in Jan- 
Prompt mail servir: ; ; 

Write for Price List C uary following a series of conferences held 

at the Waldorf-Astoria Hotel by leading 


DEAN WATCH COMPANY jewelers from all sections of the country. 


116 Nassau St. New York 7, N. + ‘ 
Myer B. Barr, of Associated Barr Stores 





Fully pretected by 
U.S. Patent D 108, 


Write for illustrated price list. 
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Barrowman's Factory and Trade Shop 
Purchased by Two Veteran Employees 


Glenn Tyger and Alex Slifka, who have 
been employed by Thomas L. Barrowman, 
manufacturing and wholesale jewelers of 
95 S. Hazel St.. Youngstown. Ohio, for the 
past 20 years, have purchased the Barrow- 
man factory and Barrowman trade shop 
which occupies rooms 207 and 209 of that 
establishment. 

The new firm is now conducting busi- 
ness under the name-of Glenal, Inc., manu- 
facturing jewelers, and will continue to 
cater to retail jewelers in northeastern 
Ohio, western Pennsylvania, and West Vir- 
ginia. Glenal, Inc., will continue to operate 
in the same business location and with the 
same personnel in their new enterprise as 
in the past. | 


Jewelers Plan Expansion — 


Gordon’s Jewelers of Houston. Texas, re- 
cently announced their plans for further 
expansion in that city and the opening oi 
two more stores in other cities, one in 
San Antonio and one in Corpus Christi, 
Texas. 

The new suburban stores in Houston 
will follow the same general architectural 
plan as Gordon’s first suburban store and 
will actually bring to the neighborhood 
shoppers’ stores that are comparable in 
size, beauty and facilities to the larger 
downtown stores. So far all three of the 
suburban stores for Gordon’s are located 
in industrial and semi-industrial neighbor- 
hoods but their future plans for develop- 
ment along this line will also include stores 
in all of the principal suburban centers of 











SAPP HIT 
RALDS 


SQUARE 


The wholesale jewelry business, compris- 
ing the office and salesrooms of Thomas L. 
Barrowman is in no sense affected by the 
sale of their factory and trade shop to 
Glenal. Inc.. and this phase of the business 
will continue to be owned and operated 
under Mr. Barrowman’s name. 


the city. 

Gordon’s will continue to operate their 
original downtown store in Houston at 41] 
Travis St. The Gordon’s operation now 
comprises stores in Houston, Dallas, San 
Antonio, Corpus Christi and Beaumont, 
Texas; New Orleans, Baton Rouge and 


Lake Charles, La.; and Jackson, Miss. ROUND 


——— 


N. J. Manufacturers Bowling Scores * 
The Jewelry Manufacturing Bowling 


League, which consists of eight teams in 
the Newark, N. J. area. have completed 
half of their proposed 84 game schedule. 
The bowling league standing at this time 
is as follows: Schuman & Donchi in the 
lead followed by Krementz & Co.. Stern 
Mfg. Co.. Jabel Ring Co.. Shiman Mfg. 
Co., Harry C. Schick. Larter & Sons, and 
Tessler & Weiss. 


SEMI-PRECIOUS 
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An architect's drawing of the design for 
Gordon's Jewelers two new suburban stores 
é : now under construction in Houston, Texas. 
Exteriors of the new stores will be finished 
in Montana cream marble with ultra-modern 
French type display windows. Interior fea- 
tures are bleached oak fixtures with indirect 
lighting and complete air conditioning. 


Leading New Haven Jewelers 


Are Observing Five-day Week 


After more than a year of standing on 
— | the sidelines watching the department 
Pt. stores and most mid-town shops argue ou‘ 
the virtues of a five-day week, leadin« 
jewelers of New Haven, Conn., have cast 
their lot with the short week operators. 
On January 12th, 1948, the jewelers be- 
gan their five-day week, closing Mondav: 
= | as and operating Tuesdays, Wednesdays, Fri. 
' days and Saturdays from 9:30 till 5:45 and 
Grenngs in various patterns me oe Thursday from 9:30 until 9:00 p.m. 
cee tes Key 14 Kt in three New Haven’s department stores have 
Lie to eee Clips, Charms and been operating on the five day week for 
Love Knot Ring—14 Kt Red and Green over a year, with the result that Monday 7s 
mo Combination in four sizes. Ear- a shopping day has dwindled in effective- 
mm nS and Stace to mane. ness and Thursday evenings has taken on 
Gold. ee. a considerable value to most mid-town stores. 
cy RS cl wu din g The jewelers, asked to join with the de- 
Gauss Gun” Awd ‘ca partment stores a year ago, declined at that 
time, preferring to stick to the six-day 
week, with regular closing hours. Spokes- 
men at that time looked upon the return 
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have sales appeal. 


CLIFFORD A.MILLER & CO., Inc. 


LEPHON| 
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Manufacturers of evening haus os 0 stew bation | a 
64 West 48th Street . lidly lanes a as 7 eg tad | | 
New York solidly refused to consider the shorter | 














working week. | 
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Why Don't You 
Do Watch Repairs 
The NATIONAL Way... 


Making repairs on modern watches today is 
a job for a specialist . . . a specialist who 
really keeps up with new design and manu- 


facturing methods and in testing equipment. | 
| this theme. 


NATIONAL WATCH REPAIR 
SERVICE ARE SPECIALISTS 


Specializing on watch repairs for the trade 
for over 26 years. You can use the NATIONAL 
WAY and eliminate the mess of spare parts 
headaches and untidy equipment. When 
NATIONAL does your watch repairs YOU 
make more PROFIT. 


All repairs unconditionally guaranteed and 
returned in 10 days to 2 weeks. 


Every watch electronically tested 
to 1/1,000th of a second on the 


WESTERN ELECTRIC 
WATCH MASTER 


Send a Trial Package and Be Convinced 


NATIONAL 


Watch Repair Service 
Bonded Watch Repairs 
150 Nassau St. New York 7, N. Y. 
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IO¢ 


PER STRAND 


Plus 15¢ For The In- 
sured Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 


WE yy YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne Street 
NEW ORLEANS 12, LA. 
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Huge Black Industrial Diamond 
Highlights IDA'S 1948 Convention 


“Industrial Diamonds Work for all Mod- 
ern Industries” was the keynote of the 
1948 convention of the Industrial Diamond 
Association of America held at the Hotel 
Claridge in Atlantic City, N. J. on January 
28, 29 and 30th. The technical and public 
relations committee meetings, as well as 
the general functions, were activated by 
Plans for increased service to 
American industry, through education in 
plants, colleges and through publication 
was programmed and attention also was 
devoted to improved merchandising service. 

One of the many highlights of the con- 
vention was a project entitled “Operation 
Industrial Diamond.” A 251 carat black 
diamond, believed to be the largest dia- 
mond ever to be flown across the Atlantic, 
and a 20 carat matrix diamond recently 
exhibited in England, left London by the 
American Overseas Airline Flagship on 
January 27th. Immediately after its arrival 
and Customs’ clearance at La Guardia 
Field, the specimens were transferred to a 
waiting helicopter for relay directly to the 
Claridge Hotel in Atlantic City in time 
for the convention’s formal opening and 
public exhibition under the auspices of 
the IDA. 





Her Majesty Queen Mary examinjng a huge 
industrial diamond in its natural matrix prior 
to its being flown to the United States un- 
der "Operation Industrial Diamond" which 
opened the 1948 convention of the IDA. 
This specimen, together with a 251 carat 
black industrial diamond, were both flown 
from London for public exhibition at the 
convention. 





Extensive Display At Trade Fair 
Planned by Swiss Watch Mfrs. 


The Canadian International Trade Fair, 
scheduled to take place in Toronto next 
Spring, has reserved space for 1200 exhib- 
itors from 25 different countries. 

This fair will open May 12, 1948, and 
continue until June 12th. The Coliseum 
in the Canadian National Exhibition Park 
was originally chosen to house the various 
exhibits but because the applications were 
more numerous than expected, it was 
found necessary to lease the Automotive 


and the Electrical Engineering buildings, 
which increased the floor space by more 
than 500,000 feet. All exhibits will be 
classified under 22 groups. 

Among these 22 groups will be a dis- 
play by 50 Swiss manufacturers of clocks 
and watches. In a space of some 4,000 
square feet, expert watchmakers will dem- 
onstrate the manufacture of their product 
for which their country is most famous. 

From India there will be many precious 
and semi-precious stones competing for 
attention with displays from Portugal, 
emeralds from South America, and prec- 
ious gems from Singapore. Interesting cos- 
tume jewelry, carved ivory and various 
accessories will also be on view. 

Plastics will also be displayed. Although 
this exhibit will not attempt to show all 
the plastic products there will be a very 
wide range of low-priced jewelry and nov- 
elties. 

Along with these two groups devoted 
mainly to the jewelry trade there will be 
many more exhibits of interest to jewel- 
ers. These other groups are: smokers’ ac- 
cessories, leather goods, office equipment 
and household furnishings. 





Change Name of Jewelry Store 


The name of the Selle of St. Louis 
jewelry store at 502 Central Ave., Hot 
Springs, Ark., was recently changed to 
DeCoursey Jewelers. L. <A. Coursey, 
present owner, and the late Mr. Selle, 
who died in February, 1947, built this 
store in 1941. Upon Mr. Selle’s death Mr. 
Coursey became sole owner and eventually 
changed the store name. 
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Now Available! 


FOR ATTRACTIVE 
WINDOW DISPLAYS 





Transparent 
Velvets — Satins 


in a full range 
of Spring and Easter 
colors 


ASSOCIATED FABRICS CO. 


(A Division of the Associated Fabtea Corp.) 
1600 Broadway New York 19, N. Y. 

















LAPIDISTS 
———~ In Synthetic Rubles 
d Blue Spinels 
BUFF TOPS — CABACHONS 
PEAR SHAPES — FACETS 
Sizes Cuf to Your Specifications 


MUKAI & CO. 


217 East 97th St. New York 29, N. Y. 
SAcramente 2-3477 
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COMING EVENTS 


February 


9.7--Western Winter Market, Western 
Merchandise Mart, San Francisco, Calif. 

7—Boston Jewelers’ Club, 60th Annual 
Banquet, Hotel Statler, Boston, Mass. 

9.13—Chicago Gift Show, Palmer House, 
Chicago, Ill. 

9.14—Gift, China, Glass and Pottery 
Market, Merchandise Mart, Chicago, [IIl. 

1-8—Western Spring Gift, Jewelry and 
Housewares Show, Civic Auditorium, San 
Francisco, Calif. 

99-Illinois Retail Jewelers’ Association, 
Annual Meeting, Springfield, III. 

99.27—Allied Gift & Jewelry 
Hotel Adolphus, Dallas, Texas. 

93-27—225 Fifth Ave. Association Show, 
New York. 

23-27—New York Gift Show, Hotels New 
Yorker and Pennsylvania, New York, N. Y. 


Show, 


March 


1-5—Boston Gift Show, 
Boston, Mass. 

7-9—Ohio Retail Jewelers Association, 
Annual Convention, Hotel Deshler-Wallick, 
Columbus, Ohio. 

7-10—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 

15-19—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

21—Executive Board of Retail Jewelers 
Associations of Greater New York, An- 
nual Banquet, Hotel Astor, New York. 


Hotel Statler, 
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Dependable 
Power 
for Jewelers’ Lathes with 


RACINE-UNIVERSAL MOTOR 


THIS newest model RACINE-Universal Fractional 
Horsepower Reversible Motor provides always- 
reliable lathe power service. It's a 1/12 h.p. 
unit built to exacting precision standards for 
the watch-making industry and jewelers’ repair 
shops. Dynamically balanced armature .. . 
housing with durable, attractive crackle finish 
- + . amply wide base pedestal. Allen-Bradley 
foot rheostat gradually increases speeds to max- 
imum — 13,000 r.p.m, without load, 6,000 
r.p.m. with full load. 


Write today for full details. 


Canadian representative: Chas. A. Branston, Ltd. 
2508 Yonge Street, Toronto, Ontario, Canada. 


RACINE UNIVERSAL 


MOTOR CO. 


1637 GOOLD ST., DEPT. J12, RACINE, WIS. 
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21-23—1948 Conclave of the American 
Gem Society, Statler Hotel, Washington, 
D. C. 

21-24—Oklahoma Gift & Jewelry Show, 
Hotel Biltmore, Oklahoma City, Okla. 


April 

3-5—Kansas Retail Jewelers and Horo- 
logical Associations, Annual Convention, 
Lassen Hotel, Wichita, Kansas. 

10-12—-Nebraska Retail Jewelers’ Asso- 
ciation, Annual Convention, Hotel Lincoln, 
Lincoln, Neb. 

18-19—Oklahoma Retail Jewelers’ Asso- 
ciation, Annual Convention, Skirvin Hotel, 
Oklahoma City, Okla. 

18-20—-Florida Retail Jewelers’ Associ- 
ation, Annual Convention, Tampa, Fla. 

25-26—Arkansas Retail Jewelers’ Asso- 
ciation, Annual Convention, Hotel Marion, 
Little Rock, Ark. 

25-28—California Retail Jewelers’ Asso- 
ciation, Annual Convention, Hotel Bilt- 
more, Los Angeles, Calif. 


June 


18-20—United Horological Association of 
America, Annual Convention, Lord Balti- 
more Hotel, Baltimore, Md. 


July 


26-29—National Association of Credit 
Jewelers, National Jewelry Fair- Stevens 
and Congress Hotels, Chicago, [Il. 


August 


9-12—American National Retail Jewel- 
ers Association, Annual Convention, Wal- 
dorf-Astoria Hotel, New York. 


September 


9-l0—Allied Gift & Jewelry Show, Ho- 
tel Adolphus, Dallas, Texas. 
19-22—Denver Gift & Jewelry Show, 
Hotel Albany, Denver, Colo. 
26-29—Oklahoma Gift & Jewelry Show, 
Hotel Biltmore, Oklahoma Cty, Okla. 
27-28—Iowa Retail Jewelers Associa- 
tion, Annual Convention, Mason City, Iowa. 





Politicians in Great Britain 
Urge Ban on Jewelry Imports 


Objection to the import of luxury goods 
from abroad has been a feature of the 
British political scene, some critics con- 
tending that in the current situation such 
imports should not be allowed. Jewelry 
has been so questioned and the Board of 
Trade urged to kill such imports. Policy 
of the British Government in this matter 
is, however, to allow token imports of all 
approved goods on a pre-war basis and 
jewelry comes under this list. 

Asked in the Commons to tell the na- 
tion what money was being spent on im- 
ported jewelry, the Parliamentary Secre- 
tary said that the C.I.F. value of imports 
of jewelry made of non-precious metals 
and also of beads made of imitation stones, 
artificial pearls, etc., from January, 1946 
to June, 1947, amounted to £336,000. Im- 
ports were mainly from Czechoslovakia 
($170,000), France (£64,000), and the 
United States (£63,000). 








Match Diamonds 


| match stones 

to any size and 

in any quantity. 
V 


Speedy On-Approval Service 
Wire Collect 


VVeinvers 


DIAMOND COMPANY, Inc. 
580 Fifth Ave., New York 19, N.Y. 


























REPAIRS and PLATING 
in GOLD and SILVER 


29 Years of Continuous 
Service to the Trade 





( Before) 


Highest 


Quality 
Workmanship 








HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 
Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 
17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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Fhe 
Talk 


of the 
Town 


The whole town’s buzzing 
about the current values at 
Che Gonse of Tohert. Shipment 
after shipment from England 
and the Continent have been 
arriving at the lowest prices 
in years. The entire Hnuse of 
Gobert building is bristling 
with select pieces of antique 
and modern silver, Victorian 
plate, Sheffield reproductions, 
bric-a-brac and other objects 
of art at prices slashed from 


25°, to 50%. 





Old Sheffield Plate-candelabra en 
suite comprising 4 sticks and pair 
of candelabra. Made by Matthew 
Boulton, Sheffield, England — circa 
1820. 


We are importers for the trade. 
* Antique English Silver 
¢ Old Sheffield Plate 
* Victorian Pilate 


* Sheffield Reproductions 


Produced in our English 
Factories 


* Bric-a-Brac 
* China + Glassware 
* Objects d‘Art 


~) (a) loo 





om 




















Symbol of authentic Sheffiald 
reproductions made _ from 
our original antique dies. 


L. TOBERT 60., Inc. 
22 West 55 St., N.Y. C. 


Circle 7-2430-| 


Correspondence Invited 
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Present Paraplegics With 


Second Hand Watches 


In a special ceremony conducted at the 
regular January meeting of the 24-Karat 
Club of Southern California, 7,547 second- 
hand watches were presented to the 
Birmingham Hospital by the club’s Vet- 
erans Committee. For some time the 24- 
Karat Club, through its Veterans Commit- 
tee, has .been active in helping the para- 
plegics establish a watchmaking school. 

Aaron Thorne, 24-Karat member and 
vice-president of the Gruen Watch Co. in 
charge of the firm’s sales West of the 
Mississippi, presented the watches to the 
Committee, which is composed of Chair- 
man Dick Gallien, Harry Prezant, and 
Harry Sherwood. Mr. Thorne, originator 
of the idea to secure watches and watch 
movements capable of being repaired for 
the paraplegics of the country, was pri- 
marily responsible for the success of the 
campaign, as the seventeen Western Gruen 
salesmen collected the watches through the 
media of personal calls, personal letters, 
and wires during the month of December, 
1947. Gruen jewelers throughout the en- 
tire Western half of the United States also 
participated in the worthwhile campaign. 





Shown examining one of the 7,547 watches 
collected to help the paraplegics of the 
country establish a watchmaking school is 
Leonard Brooks, paraplegic Naval veteran 
and watchmaker apprentice. Standing left 
to right are: T. L. Fowler, executive director 
of the Birmingham General Hospital, Los 
Angeles, Calif.; Max Strasbrug, president 
of the 24-Karat Club of Southern Califor- 
nia, and Aaron Thorne, vice-president of 


Gruen Watch Co. 


Many of the watches had _ gold-filled 
cases and a few even had ladies’ diamond 
cases. These cases will be scrapped and 
the value of the gold contents will be used 
to purchase more equipment for the vet- 
erans’ watchmaking school. 

Herman A. Folgner, local representative 
for Handy and Harman and who gener- 
ously offered to recover all scrap at no 
expense, was of the opinion that at current 
market prices for watches in such condi- 
tion, they would be worth approximately 
$30,000. 

Thorne expressed the belief that such 
a pattern of watch collection throughout 
the nation would be of great benefit to the 
entire industry and would accomplish a 
two-fold purpose: First, the apprentice 
veteran watchmakers in all worthy insti- 
tutions in the country would be amply 
supplied; second, our industry might 





readily purge itself of the curse of second- 
hand and rebuilt watches. In closing he 
said, “Isn't this little enough to do for 
those who did and gave so very much for 
us?” 

T. L. Fowler, executive director of the 
Birmingham General Hospital, accepted the 
watches in behalf of the Birmingham Hos. 
pital and all other veterans’ hospitals who 
have similar watchmaking training courses 
from the organization. 





VETERANS GET PRESENTS 





Harry H. Prezant (left), West Coast Man- 
ager of Bulova Watch Co. and chairman of 
Birmingham Hospital's Watchmaking School 
Committee, and Max Strasburg (right), pres- 
ident of the 24-Karat Club of Southern 
California, hand Christmas presents to para- 
plegic veteran John J. Scarberry of Red- 
lands, Calif. while Joe Sowers, head of the 
Hospital's Watch Repair Unit, looks on. 
Distribution of presents to Veterans at Bir- 
mingham Hospital was sponsored by the 


24-Karat Club. 


























ATTENTION 
M ANUF ACTURERS 
of Quality Products 


Do you want reliable and strong 
representation in the East? We 


have the following to offer: 


Years of experience as Costume 
Jewelry Wholesalers. 


. Sales Personnel with us for years. 
Fifth Avenue Show Rooms. 

Finest reputation. 

Hundreds of accounts on our books. 


Sound financial position. 


Best of references. 


Only high grade line will be con- 
sidered. Advise what you have for 
We offer 


unique proposition to act as your 


direct sale to retailers. 


sales organization. 


ADDRESS BOX "A., 432" 


JEWELERS' CIRCULAR-KEYSTONE 
100 E. 42nd Street, New York 17, N.Y. 
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The West Coast 


q Oscar L. Zweibel has recently joined 
the sales force of Flex-Let Expansion 
Products of East Providence, R. I. States 
covered by Mr. Zweibel include Washing- 
ton, Oregon, Idaho, Montana, Utah, Wy- 
oming and Colorado. Mr. Zweibel’s head- 
quarters will be at 1394 Meade St., Den- 
ver. Colo. 

q Herman Siegel, owner of Robbins Jewel- 
ry Co. has announced the opening of a 
third Robbins’ unit. Located at the corner 
of Broadway and Second Sts., Los Angeles, 
the new store will have 2750 square feet 
of selling space and will be thoroughly 
departmentalized. An innovation will be 
the “Bridal Corner,” where the prospective 
bride will find everything from the en- 
cagement ring to her wedding shoes. Sep- 
arate departments in electrical appliances, 
cameras. radios, as well as household ap- 
pliances, will augment the established 
jewelry store lines. 

q A recent campaign launched by the 
Washington Retail Jewelers Association to 
combat the growing evil of employee cour- 
tesy discounts has given rise to consider- 
able comment from all parts of the coun- 
try. Most of the comment, according to 
association officials, has been favorable to 
the program. The reaction was started 
after the association mailed a piece to 
business and industrial firms, government 
agencies, veterans’ organizations, etc., hit- 
ting the practice of discounts, and point- 
ing out the misleading features of that 
type of merchandising. 

Following are quotes from the _ letter 
sent to more than 1000 firms, organiza- 
tions, and association members: 

“Most courtesy discount plans are mis- 
leading at the outset in that they imply 
that contract merchandise is also included. 

“It is obvious that mass discounts can- 
not be offered on standard quality mer- 
chandise which is correctly priced in the 
first place. 

“Assuming goods are of standard quality 
and original pricing was right, then dis- 
counts would be possible only if the mer- 
chandise is a ‘loss leader’. 

“This association is definitely against 
this type of misleading merchandising. By 
calling it to your attention, we are attempt- 
ing to protect your employees from these 
practices. We suggest you assist this effort 
by closely examining any such plans of- 
fered.” 
| The letter mailing was followed by plac- 
ing an ad in the Washington Purchasing 
Agent and Manufacturer, with copy cover- 
ing the letter text. 


q Twenty-year partners, Fred J. Nielson 
and Anchor O. Jensen have re-opened 
their recently modernized store in Seat- 
tle’s University district, 1314 E. 45th St. 
The two men are 25 year veterans in the 
manufacturing jewelry business, and have 
been partners for almost that long. They 
maintain a manufacturing unit in the 
Ranke Bldg.. downtown Seattle, and have 
operated the University district retail out- 
let since 1944. 

q F. S. Rivkin, of Rivkin’s Jewelry, 1518 
3rd Ave., Seattle; announces that the store 
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will be moved to another location about | J 
April 1. Site selected is at 4th and Pike, daiwa Ss 
busiest intersection in Seattle. A complete y 


re-fitting and modernization program has 

° } 
already been started at the new location. | SOME f HING NEW 
q The Washington Retail Jewelers Asso- | 


ciation is already hard at work on plans | in old, dependable lines 


for their 1948 convention, to be held May 
2 to 4 at Spokane’s Davenport Hotel. A © WATCH BOXES 
lavish style show is tentatively planned, 

which will be pointed to more public at- " RING BOXES 
tendance and interest, according to Dave | ry GIFT BOXES 


Allan, secretary of the association. 


| 
q Post-Christmas reports from jewelers in | 7 DISPLAYS of all types 
the Seattle area indicate that the fourth | ; 

© JEWELERS’ FINDINGS, SUPPLIES 


quarter of 1947 was finished in satisfactory | 
manner. Volume was good and most items | 

were fluid, with the exception of dia- | © CLEANING MACHINES 
monds, which moved rather slow in com- ; 

parison with previous Yule seasons. Out- | ® JEWELER’S TOOLS 
look for 1948 is anything but pessimistic, | 

but all realize that progressive, hard-hitting | ® WATCH MATERIALS 
merchandising will be the only answer to 

the challenge of the usually lethargic first | ® WATCH ATTACHMENTS 


quarter doldrums. BRETTON BANDS: stock always on hand 
—__—, Leather Watch Straps 


David Davis, Diamond Importer, | © JEWELRY ITEMS 
Makes 24th Trans-Atlantic Trip WRITE FOR CATALOG 


David Davis of Barnett Davis, Inc., Clark 
Duilding, Pittsburgh, Pa., importers of dia- TO l ( 4 i N CO M DA N y 
monds and makers of diamond rings, de- | 
parted December 29 for his 24th trans- Wholesale Jewelers 


Atlantic diamond buying trip on the S. S. ' — 
America. On this trip, which will be of | 5 N. Wabash Ave., Chicago 2, Illinois 


six weeks’ duration, Mr. Davis will visit | 725 S Spring St., Los Angeles 14, Calif. 
(Antwerp, Amsterdam, London and Paris. 
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PATTERN WAXES 


used throughout the jewelry 
trade by leading manufacturers 


SAUNDERS 
KERR —e 
TIFF 

for high quality CASTINGS 


ALEXANDER SAUNDERS & CO. 


Successor to J. Goebel & Co. Est. 1865 
PRECISION CASTING EQUIPMENT and SUPPLIES 


95 Bedford Street New York City 14 
WaAtkins 4-8880 Cable Address HOWDAH 
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K. NYGAARD 


NORWAY 
GENEVA 
PARIS 


*Maker of European Crown Jewelry* 
Any handmade Jewelry & Watchcase 
Platinum—Gold—Palladium. 


** VM odelmaker 
** Manufacturer 
** Repairs 
Waterbury 85, Conn. 
Box 136 





Formerly 
NP, 





New York City 17 
Gr. Ct. St. Box 847 




















, Model No. 222-A 

@ 17 Jewels 

@ 14K Gold Case 

@ & Genuine Rubies 

@ Rhinestone Dial 

@ Gold Filled Bracelet 
7@ Dome Glass 


$29.95 


Ask For Catalog 


Mail Orders Filled Promptly Send 
Check, Money Order or C.O.D. 


Lugerner s 


The house of fine watches sinee 1895 
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ONE PARK ROW, NEW YORK, N.Y. 











FINE STERLING 
HOLLOWWARE 


- and 
_ AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 
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WELLS MFG. "CO. ATTLEBORO, MASS. 








NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR. CONN. 
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q Joseph A. McLaughlin of 609 Washing- 
ton Building, became associated on Feb. 1 
with Douglas C. Woodman, 
Room 610, and both are now located in 
Rooms 604-5 Province Building, 333 Wash- 
ington St. 

q “Al” Ettinger of Solomont & Ettinger, 
Bromfield St., took in the Icecapades dur- 
ing its recent Boston showing—and for a 
change didn’t fall asleep, it is reported 
authoritatively. 

q Mr. and Mrs. Nathaniel I. Goodman of 
1006 Jewelers Building had a bit of Ice- 
capades of their own when they landed in 
New York City during that recent blizzard. 
They were stuck just outside the city for 13 
hours on the train, and finished their jour- 
ney by dog sled. 

q > Melvin Gilman, formerly with A. Kopel- 
man & Sons, Inc., 453 Washington St., has 
been named Assistant Manager of Gerber’s 
Jewelry Store, Salem. 

q Visitors who braved storms and snow to 
join greater Boston jewelry circles in early 
January included: Harry Penn of George 
K. Rogers Co., Gloucester; Mr. and Mrs. 
E. “Jockey” Johnston of Caribou, Maine, 
with their two children; Edwin Beaulieu 
and son Edward, Jr., from Portland, 
Maine; Mrs. Alberta Chesley of Holmes 
Jewelry, Presque Isle, Maine; Myer Lippa 
of Burlington, Vermont; and Edward Gor- 
don of Davis-Hawley Co., Bridgeport, Conn. 
q Mr. and Mrs. George Salisbury (he’s 
a popular engraver in 907 Jewelers Build- 
ing) are all set for their first visit to their 
old home in England in 27 years. They 
have reservations and leave on April 29 
for Birmingham. 

q Oresto Dell’Orfano, Manager of the Ma- 
terials Department, Travis, Farber Co.. 
Inc., Jewelers Building, has purchased a 
new home into which he expects to move 
soon. Mrs. Rose Marshall, head book- 
keeper with the same firm, attended and 
took part in the annual Ski Carnival. at 
Dartmouth. 

q Among those holding “Open House” 
Christmas Eve parties in the Jewelers and 
Washington Buildings were Mahar & Eng- 
strom; Nathaniel I. Goodman; Katherine 
A. Murphy Co.; Herbert Stranger & Co.; 
Edmund Kirby Co.; Harry H. Solomon; 
Henry Kamlot; Smith & Zaff; and Greene 
& Laurie. 

q Charles E. Mather opened a new jewelry 
store in Manchester, Conn., just before the 
Christmas season. 

q Robert Haselton joined the Haselton Co., 
702 Jewelers Building on January 1, and is 
now traveling through New England for 
the firm. 

q June Gray, with her uncle Roy L. Spring 
through the Christmas rush, and an attrac- 
tive addition to the firm, has gone back to 
Lasell Junior College, but looks forward 
to being back in 706 Jewelers Building 
come summer. 

q Christmas ties may come and “glow” 
but at the Mahar & Engstrom Co. they 


formerly in 





NEW ENGLAND 


seem to be always in evidence, fancy ties 
being sort of a necessity, according to Mike 
Mahar and Elly Engstrom, both of whom 
cultivate them themselves and for their 
workers. Elly, by the way, passed out 
cigars on January 12th, proud father of 
his third boy. 
q Whether the gay ties had anything to do 
with it or not the Mahar & Engstrom 
team opened the second half of the season 
of the Boston Jewelers Bowling League in 
the lead position. 
q Workers at the D. C. Percival & Co. 
store are enjoying a week’s winter vacation 
during these early months of the year, 
which comes as a welcome addition to 
their usual two weeks off during the sum- 
mer. 
q Peter Wolfson of the City Loan Co., 
Washington St., is just back from a Florida 
vacation trip. 
q A new jewelry store was opened re- 
cently at 1060 Elm St., Manchester, N. H., 
known as Roland’s Jewelry Store, and with 
Roland M. Routhier as Manager. 
q Cigars were being passed out on two 
locations recently, James Bridges of Smith 
& Zaff, Jewelers Building, proud father of 
James, III, on Dec. 12, and Herman Frad- 
koff of B. Yaffe & Sons, Washington Build- 
ing, whose son Stephen was born on Dec. 
8. 
q Among many Boston jewelers to take in 
the 24-Carat Club dinner in New York 
were: Adrian H. Lesperance of Bigelow & 
Kennard Co.; John Kennard and Guy New- 
comb of John Kennard & Co.; Herbert W. 
Stranger; Don Reaves of Smith-Patterson 
o.; J. Gould Cook of A. Stowell & Co.; 
Harold Partridge of Trefry & Partridge; 
Forrest and Allen Davidson, Frank Ames 
and Howard Whittum of the Thomas Long 
Co.; Richard S. and William Shreve, and 
Montgomery C. Reed of Shreve, Crump & 
Low. 
q Don MacPhee, Needham, Mass., jeweler, 
went to Florida for a vacation in January. 
Sam Freeman of Hub Materials, Jewelers 
Building, also took a Florida vacation, as 
did Mr. and Mrs. Edmund Aronson of B. 
Aronson & Son, Washington Building. 
q Dan E. Mayers was the featured speaker 
at the Jan. 28 meeting of the New England 
Guild of the American Gem Society at the 
Harvard Faculty Club. The meeting opened 
with a laboratory period for testing un- 
known stones, followed by dinner. After 
the usual gem quiz, Mr. Mayers, who 
talked on Gem Collecting in Mexico, was 
introduced by Dr. Cornelius C. Hurlburt 
of Harvard University, leader of the group. 
@ Vera Rodin of the office force, and 
Archie Rodger of the wholesale silver de- 
partment of the Thomas Long & (Co. 
sprung a surprise engagement on their fel- 
low workers recently, with plans for an 
early summer wedding. 
q William Filene’s big Boston department 
store devoted their corner windows, al 
Washington & Summer Sts.—the Hub’s 
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busiest corner, and reputedly one of the 
busiest in the nation—to a display of 
jewelry recently, with clocks shown in the 
smaller doorway windows, and a variety of 
jewelry in the larger window, right on the 


corner. 

q Boardman H. Chace of B. Aronson Co., 
Wahington Building, recently returned 
from a New York buying trip. 

q Mr. and Mrs. Louis F. Guiness, 711] 
Jewelers Building, left for California on 
Feb. 8 for a six weeks’ vacation. 


q David Cohen, for the last two years asso- 
ciated with S. Bloomfield, 601 Jewelers 
Building, left that firm on January 1 to 
live in Florida. 

q George Romm of Romm’s, Inc., Brock- 
ton, Mass., did his bit to the tune of the 
wedding march and the chime of wedding 
bells at the Hotel Sheraton on Feb. 1. 


q Among those New England jewelry firms 
exhibiting at the Parker House during Jan- 
uary Market Week, Jan. 19 to 23, at a 
showing of Easter gifts were: Irving Adler; 
A. Berk Jewelry; Colton-Lewis Co., Inc.; 
Joseph Gann; Harry Parritz & Bros., Inc.; 
Herbert W. Stranger Co., Inc.; B. Yaffe & 
Sons; and Arthur Wright of Wolfsheim & 
Sachs, Inc. 

q Slight alterations have resulted in a 
new glass-enclosed sales room being added 
to the quarters of B. Yaffe & Sons, 716 
Washington Building. 

q Two “sparks” recently interviewed in 
Boston jewelry circles were: Ellsworth 
Read, of Kettell, Blake & Read, Secretary 


of the Boston Jewelers Club, who follows 
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FOR ONE YEAR! 

e AGAINST BREAKING 
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the fire engines in Wellesley; and Herbert 
W. Stranger, Jr., of the Herbert W. 
Stranger Co., Inc., who just dotes on “four- 
baggers” in any section of Greater Boston. 
q A new engraver has been added to the 
J. M. Michelin firm, 702 Washington 
Building. 

¢ Coming as it did on the eve of a national 
election year, it was small wonder that the 
annual Christmas Eve election for Mayor 
of the third floor of the Jewelers and 
Washington Buildings caused plenty of 
excitement. Electioneering had been a hot 
subject of controversy this year, the long- 
time venerable Mayor “Romie” H. Nathan 
receiving no end of competition from that 
young upstart, Herbert W. Stranger. Both 
had their adherents, but as Christmas Eve 
drew near, the results were closely watched. 
There were accusations of “ballot-box stuf- 
fing,” and women of both floors cried that 
they had been denied the franchise. The 
candidates ran neck and neck, and would 
doubtless have been at each other’s throats 
had it not been for the extremely cordial 
relations that long have existed between 
the two. As closing time came, the elec- 
tion was still undecided. The long-time 
Mayor was on the point of “conceding” 
Mr. Stranger’s election, when it was recog- 
nized that several constituents had failed 
to vote. It was decided to extend the time 
limit. The day following Christmas 
brought a flood of post-card votes, and 
while FBI fingerprint experts were not 
called in on the validity of these ballots, 
there were strong suspicions that some of 
the votes were none too genuine, especially 
when signed by such unknown characters 
as “Peter Zilch” and “Joe Boolion.” The 
decision might have hung in the balance 
throughout this presidential year had not 
Romie and Herb finally got their heads 
together and decided between them that 
Herb should serve as Mayor this year— 
but only on the condition that Romie, a 
great grand-daddy on Dec. 31, was named 
Governor. So the election now stands. 

q Melvin Lewis of the Colton-Lewis firm, 


703 Washington Building, has been on a 


trip to the Pacific Coast. 
q Gertrude Fallon, formerly with Harry 
Heller, Inc., Washington Building, is re- 
cuperating from an operation at the New 
England Hospital. 
q Fourteen employees of the E. H. Saxton 
Co., Washington Bldg., held an end-of-the- 
year party at the Parker House on Dec. 
31, with a fine dinner and entertainment. 
and with Carl Lawton as “M.C.” 
4 Gordon Brothers, 18 Province St., held a 
dissolution-of-partnership sale and action 
on January 6, with Samuel Leavitt leaving 
the firm, and J. B. Gordon remaining in 
complete charge. 
q Mr. and Mrs. Bernie Smith, of Smith & 
Zaft, Jewelers Building, spent New Year’s 
Eve with Irving G. Green of Lux, Bond & 
Green, Hartford, Conn. 
q Alfred F. DeScenza plans on early en- 
largement of his quarters at 609 Washing- 
ton Building, taking in room 610 just 
vacated by Joseph A. McLaughlin. 
qHerbert W. Stranger of the Washington 
Building went to Berlin, N. H., recently to 
appraise and take an inventory of the es- 
(Please turn to page 296) 
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vou save 
20% on all 
“Jewelers” 
protection! 


@ The Jewelers Mutua. 
| dividend rate is now 30% 
on all insurance we write: 


1. Fire 
2. Windstorm 


3. Extended Coverage 


@ These savings are avail- 
able to Jewelers (wholesale, 
manufacturing and retail, 
and their salesmen), 
Watchmakers, Engravers, 
Optometrists and allied 
lines. We also insure the 
dwellings and _ household 
goods of their families and 
employees. 


Write for information. 





National Jewelers Mutual 











Fire Insurance Company 


104 E. Wisconsin Ave. Neenah, Wis. 
Offices in: Milwaukee, New York, Chicago 
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New England 
(From page 295) 


tate of Daniel Dannemann, who died there 
on Dec. 3. 

4 Thomas Moody, formerly with Goldland 
Jewelry Co., Washington Bldg., has taken 
over the quarters formerly occupied by 
Alice Galvin, 7th floor of the Jewelers 
suilding. Gene Wirth, plater, will share 
the quarters. 

q Henry Kamlot Co., now occupying Rooms 
307 and 8, Washington Building, plan to 
enlarge their quarters on March Ist, taking 
in Rooms 309 and 310. 

q The new stairway to the second floor 
siftware salesroom of the A. Stowell Co. is 
now completed, and is especially attractive 
with inset framed showcase windows lo- 
cated on stairway landings. 

€ Alterations in the new Ross-Taylor quar- 
ters, 717 Washington Building, have re- 
sulted in added accommodations for cus- 
tomers, with showcases running Jengthwise 
of the space. and giving easier access to 
the quarters of Hopfgarten Brothers, who 
share the rooms. 
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Jewelers Board of Trade 
Raises Membership Dues 


The board of directors of the Jewelers 
Board of Trade, at their regular monthly 
meeting, December 19, 1947, voted to fix 
the membership dues for the calendar year 
1948 at $50 per quarter. 

It has been possible for the Jewelers 
Board of Trade to give service to mem- 
bers and associate members without any 
increase in the dues for the past ten years 
because the Board is a mutual non-profit 
organization. However, with the rising 
costs of operation, including overhead, sup- 
plies, and particularly wages, as well as 
a substantial increase in the cost of print- 
ing and binding Reference Books, the 
Board has been faced with a very serious 
problem in attempting to operate within 
the limitation of their anticipated income 
for 1948. 

After considerable study and delibera- 
tion it was decided that the only way to 
meet these general rising costs in opera- 
tion and not curtail service to members 
was to increase the annual assessment. Ac- 
cordingly, at the meeting the board of 
directors fixed the charges for dues and 
extra service bulletins, effective January 
1, 1948, as follows: Annual dues for mem- 
bers and associate members, $200: annual 
dues for branch members, $60: and extra 


service bulletins per quarter, per copy, 
$1.80. All other charges remain at the 
same rate as heretofore. 





Association Sponsors ‘Market Days’ 
To Foster Buying in Pittsburgh 


“Make Pittsburgh the buying Mecca for 
local and neighboring retailers” is the aim 
of the recently-formed Pittsburgh Market 
Days Association. Toward this end 70 of 
Pittsburgh’s leading wholesalers, distrib- 
utors, and manufacturers have joined in a 
campaign to foster buying in Pittsburgh 
by the retailers throughout that trading 











area. Jewelry is one of the lines that will 
be featured. 

The first of the “Pittsburgh Market 
Days” will be held from Sunday, February 
15 through Wednesday, February 18. As 
an added inducement to retailers to attend 


the event, the Association will present 
three awards to visiting buyers. Tickets 


for these prizes—a 1947 Plymouth, a 
Frigidaire refrigerator, and a Zenith radio. 
phonograph combination—will be given 
away gratis by the member distributors to 
all retailers patronizing them during the 
four Market Days. 

Prior to the Market Days, the Associa- 
tion will distribute to more than 10,000 
retailers in the Pittsburgh trading area, a 
“market newspaper” which will give each 
retailer an authoritative local 
market conditions, information on the new 
merchandise available, and on the member 
firms and their offerings. 


review of 


Wholesale Sales Decrease 2°, 

Jewelry wholesalers’ sales were two per 
cent lower in November. 1947, than during 
the same month of 1946. according to data 
from 162 firms throughout the New 
England. Middle Atlantic. East North 
Central, West North Central, South Atlan- 
tic, Mountain and Pacific Coast states. 
Sales were three per cent lower in Novem. 
ber than during the preceding month of 
October. 

Comparing the first 11 months of 1947 
with the corresponding period of 1946, 
jewelry showed a de- 


wholesalers’ sales 


crease of 14 per cent. 
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A NEW SERVICE 
FROM AN OLD FIRM 


@ Peerless Platers wants fo serve 
you from its modern shop. 


@ We are now ready to accept your gold and 
silver replating and rebuilding. 

© We are fully equipped to rebuild and re- 
finish hollowware, candelabra and silver ser- 
vice. 

© We offer you maximum quality at minimum 
cost. 

® We are the oldest silversmiths and platers in 
the west. 

© We employ only the finest, 
craftsmen. 

© Write or phone today for a price list. 


FREE PICK-UP AND DELIVERY SERVICE 
WITHIN LOS ANGELES METROPOLITAN 
AREA. 


PEERLESS PLATERS 


associated with JEWELER'S SERVICE 
specialists In repairing expansion bands an 
bracelets. 


743 Ceres Avenue, Los Angeles 2! 
Phone Vandyke 5417 


most skilled 








THE JEWELERS’ CIRCULAR-KEYSTONE 











SNe 





School, New Castle, Pa., shown an the 


FINISH JEWELERS' TRAINING COURSE 








Members of the graduating class of December, 1947, of the New Castle Jewelers Training 
day they received their diplomas after successfully 


completing the course of study. 


Diamond Mfrs. Association Meets, 
Elects Officers at Annual Gathering 


The Diamond Manufacturers Association 
of America, Inc., held its 18th annual 
meeting at the Hotel Roosevelt, New York, 
on Monday, January 5, 1948. The main 
speaker of the evening was Benjamin H. 
Gordon of the United States Department 
of Commerce. Following Mr. Gordon’s ad- 
dress on the general economic position of 
the United States and their related effects 
on the diamond industry, a round table 
discussion on the “Diamond Industry in 
1948” took place. The general attitude was 
one of optimism for 1948, due to the fact 











"COINCIDENCE" 


WATCH 
OBSERVATION 
AND RATING 
UNIT 


Results are indicated automati- 
cally — directly in minutes and 
seconds per day. Observation 
time: 15 or 30 seconds. Watch 
noises audible in loud-speaker. 
An instrument of utmost simplic- 
ity and low cost. Swiss made. 


DESIGNED BY 


JEAN L’EPLATTENIER 


LA CHAUX-DE-FONDS 
(SWITZERLAND) 


U. S. A. agent or license-holding 
manufacturer wanted. 
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that despite a general shortage of rough 
diamond supplies, the industry during 1947 
maintained prices at a reasonable level, 
avoiding practically all inflationary pres- 
sures. Cutters therefore expect very little. 
if any, buyers’ resistance. 

Another important factor contributing to 
the optimism shown at the meeting is the 
fact that most jewelers do not find them- 
selves with overburdened inventories. This, 


GEORGE FINE 





it is believed, will result in good demand 
for diamonds in the first quarter of 1948. 

The following officers of the association 
were elected for 1948: President, George 
Fine, Max Fine & Sons; Vice President, 
Simon Barend, Barend, Sweyd & Vander- 
linden; Secretary, Joseph S. Kipnis, and 
Treasurer, Leon Ray, Lubell & Ray. 

Louis Frankel continues as General 
Counsel of the association, a position held 
by him for the past 12 years. 


November Retail Sales Down 9°%/ 


Sales of independent jewelry stores were 
9 per cent lower in November, 1947, than 
during the same month of 1946, according 
to data compiled by the Bureau of the 
Census, Department of Commerce. Novem- 
ber sales were 19 per cent higher than 
sales for October, the preceding month. 

Retail jewelry sales for the first 11 
months of 1947, in comparison with the 
first 11 months of 1946, showed a decrease 
of 11 per cent. 

November, 1947, jewelry store sales, in 
comparison with the same month of 1946, 
are shown for five cities as follows: Los 
Angeles decreased ten per cent; Chicago 
one per cent; St. Louis eight per cent; 
Portland 17 per cent, and Seattle 13 per 
cent. 














HERSCHEDE 
Chiming 
FLOOR CLOCKS 





No. 243 


Honduras Mahogany 
Movement No. |—Eight Day, Key-Wind, Tubular 
Chimes. Dial A. 
Height 79/, in. Width 20% in. Depth I5'% in. 


First Quality, Nine "Herschede" 
Tubular Bells, Chiming all quarters. 
Westminster on four bells, Canter- 
bury on six bells, and Whittington 
on eight bells, and an extra tubular 
bell of deep tone for the hour strike. 
Chimes can be changed or silenced 
at will. This movement is a "three 
train" and contains the exclusive 
"Herschede" patented self-correct- 
ing chime feature. 

To Retail $840. F.0.B. Philadelphia 
Immediate Delivery 
Herschede Clocks have been fa- 
mous for three generations as ex- 
emplifying the finest in American 
craftsmanship and precision manu- 

facturing. 
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Wholesale Jewelers 
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Prompt Mail Service 
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124 South 8th Street Philadelphia 7, Pa. 
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q Albert Adler of Admark, 714 Sansom 
St., left on February Ist on a month’s va- 
cation to Havana, Cuba. 

q Glenside Jeweler of 107 Easton Road, 
Glenside, Pa., tried a new kind of sale, 
offering ten per cent discount on all mer- 
chandise except that where such reductions 
were prohibited under the Fair Trade Law 
from Dec. 10th until Christmas. M. 
Gleiger, proprietor and certified watch- 
maker, expected this to draw local shop- 
pers to his store rather than letting them 
go to the larger shops in Philadelphia. He 
claimed he was quite disappointed with 
the results, no one inquired about the ten 
per cent reduction, and volume of business 
did not increase substantially after news- 
paper and direct mail advertising notified 
the public. He has concluded: “If people 
want to buy something for Christmas they 
don’t look for special prices. . . . In gen- 
eral a store in a small community has 
nothing to gain by slicing prices, and this 
is particularly true before Christmas.” 

q The Pensylvania Guild of the American 
Gem Society held no meeting in December. 
The January meeting took place Thursday, 
Jan. 15th, at the American Museum of 
Natural History. Nicola D’Aszenzo, noted 
mineralogist and author, who has_ been 
teaching the group, again conducted the 
instruction and identification of gem stones 
with the aid of various instruments con- 
tinued. In keeping with their practice of 
this season, the jewelers met for dinner at 
Hollands before going to the museum for 
the serious business of the evening. The 
next meeting is scheduled for Feb. 19th, 
same time (8 p.m.), same place, same 
type of program. 

q Weser’s Jewelry store, and the dwelling 
which occupies the rest of the building 
at 2913 N. 5th St., Phila., has been of- 
fered for sale. This building has been the 
location of a jewelry store for over 12 
years; five years it was established be- 
fore the Weser family bought it, and they 
have managed it for seven years. 

q Miss A. Gelb, jewelry buyer for Lit 
Brothers of Philadelphia, has recuperated 
from the illness which kept her from work 
for over a week, and has returned to the 
store at this writing. 

q Vacationists at this time include: Rob- 
ert Weill, adv. mgr. responsible for the 
many clever jewelry ads at Stern’s, who is 
in Atlantic City for a two weeks’ vacation 
beginning the 15th of the month; Marshall 
Leopold of the jewelry dept., who begins 
his vacation about the time Mr. Weill re- 
turns, will also spend it in Atlantic City; 
and many others. 

q Frank & Seder news of the month in- 
cludes the addition of Miss Clare Rowan 
and Miss Stella Johnson to the jewelry 
staff, replacing Miss A. Scottoline who 
left recently to marry, and the addition 
of Miss Eleanor Daily to the staff of the 
watch dept. The jewelry department in 
this store has been enlarged, and new 
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counters added, and the watch dept. 
doubled, changing the  oblong-shaped 
counter to a prominent square. 

q The Retail Jewelers’ Association of Phil. 
adelphia and vicinity held no meeting in 
December, but a very successful one in 
January, the evening of the 28th, at the 
Ritz Carlton Hotel. 

q William Carlson, certified gemologist 
who was the instructor for the Pennsyl. 
vania Guild of the American Gem Society 
last winter, then left early last spring to 
become a member of the staff of the 
gemological institute in Los Angeles, Calif., 
has received high honors as the result of 
his examinations last. June. Mrs. Carlson, 
Bill’s mother, has received a copy of the 
“Final Report” of the examinations spon- 
sored by the Gemological Fellowship As- 
sociation, of Great Britain. Of the 133 
gemologists who took this examination, in 
Australia, Canada, Mexico, India, Ceylon, 
Denmark, Hong Kong, Holland, Palestine, 
Siam, and South Africa only two outside 
of Great Britain, William Carlson and Les- 
ter Benson, both staff members of Ameri- 
can Gem Society, passed the examination 
“With Distinction” and were awarded the 
additional title of “Members of the 
Gemological Fellowship Association” of 
Great Britain. Only three others in the 
United States and Canada carry this dis- 
tinctive title, and seven in England and the 
other British Isles. Dr. Holmes, mineralo- 
gist of Columbia University, who was co- 
operating with the American Gemological 
Institute in Los Angeles at the time, acted 
as William Carlson’s proctor during the 
examination. 

q The American Horological Society held 
their regular meeting Tuesday, Jan. 13th, 
at their usual meeting place, the Frank- 
lin Institute. An educational film supplied 
by a well-known watch manufacturer was 
enjoyed. The general business meeting in- 
cluded a discussion concerning the prob- 
ability of the local chapter of this organi- 
zation withdrawing from the National Or- 
ganization due to the announced increase 
in dues. Orville Hagans, Executive Sec- 
retary of the United Horological Associa- 
tion of America, visited the members of 
the Philadelphia Chapter Jan. 22nd. 


q Allen Shatzman and Israel Berman, ex- 
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serviceman who have never been in busi- 
ness for themselves before, have opened a 
new jewelry and watch repair shop at 1305 
Point Breeze Ave., which they leased 
through S. A. Green, of 1330 Point Breeze 


Ave. after it had been completely re- 


modeled. 

4 Herman Dubrow of 721 Sansom St. tells 
us that about half the members of the 
Sansom Street Business Men’s Asociation 
are on vacation in warmer climates and 
so will be missing from the next meeting 
or were missing from the last. The Di- 
rectors’ meeting was held at the Benjamin 
Franklin Hotel at 6 P.M., Thursday, Jan. 
15th, at which time plans for future meet- 
ings were made and plans for an annual 
social affair, to be held in April or May. 
4 McCutcheon’s, “Jenkintown’s New Jewel- 
er,” is the only store of its type to be par- 
ticipating in the community promotion 
known as Jenkintown Day, one Friday in 
each month during which local stores offer 
at least one “special” at reduced prices 
and all use special newspaper advertising 
and window and street displays. 

q Snellenburg’s Department Store has 
greatly enlarged their jewelry departments. 
Two new tables and two new booths have 
been added, one each for costume jewelry 
and one each for rings. More jewelry is 
now stocked and displayed in the regular 
department. In the basement store, addi- 
tions are still being made at this writing. 
New circular aisle tables have been placed 
just off the main aisle, changing the for- 
mer half-moon display tables to complete 
circles, and thereby doubling the floor 
space they occupy and the jewelry they 
are capable of displaying. A complete new 
circular table of rings have been added 
and new changes are being made which 
will be reported in next month’s column. 
q A spokesman for the Business Men’s 
Association of Glenside, with a member- 
ship including several local jewelers, ex- 
plains that this organization is in the 
midst of preliminary plans for a spectac- 
ular Christmas display and parade next 
year, somewhat similar to the one Jen- 
kintown held in 1947. The parade will 
include a, Santa Claus, floats from various 
independent business men, perhaps bands, 
clowns and comics and other features. It 
will be remembered that Miss Marie Leon- 
hardt, owner of an exclusive jewelry shop 
and gift shop in Jenkintown, started this 
parade when she unselfishly introduced a 
Santa Claus who gave presents to children 
and sent food, coal and wearables to the 
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needy of the borough with funds from her 
own pocketbook. This idea has now been 
expanded and commercialized in Jenkin- 
town into a parade lasting almost one full 
hour and including the floats, clowns, ten 
bands, etc., which other boroughs are plan- 
ning to copy. 


4 To bring in new customers and _ indi- 
rectly foster the sale of new merchandise, 
as well as to pay for itself, Barr’s Jewel- 
ers who have four stores in this area, with 
headquarters at 1112 Chestnut 5St., ran 
their “Annual Mounting Sale” during 
January. Mountings were illustrated and 
prices given and readers of the newspaper 
in which the ad appeared were invited to 
“select from a thrilling variety of distine- 
tive styles . . . with or without side dia- 
monds ...” or to have settings designed 
to order. 


q Philip Kind, Sr., of S. Kind & Sons, 
Chesnut St., at Broad, left for an extended 
vacation Jan. 15th. His destination and 
the exact extent of his stay was not re- 
vealed. 


q The Sansom Street Business Men’s As- 
sociation has pending a request for city 
officials to remove the no-parking ban on 
“Jewelers’ Row.” The temporary agree- 
ment between the police and representa- 
tives of the Sansom Street Business Men’s 
Association permitting “stops” of 15 min- 
utes or more has been discontinued after 
Jan. 8th. On this date Robert A. Mitchell, 
cily traffic engineer, “became irked” with 
the placards printed by the Association 
and placed in the windows of  va- 
rious jewelers reading: “If your car is 
parked on Sansom St. please ask for card 
to put on your windshield. This will en- 
able you to park for one-half hour on 
north side of street only. Sansom St. 
Business Men’s Association co-operating 
with superintendent of police and direc- 
tor of traffic,’ according to a newspaper 
report. Mitchell then suggested to assis- 
tant superintendent of police Guy E. Par- 
sons that patrolmen be instructed to ignore 
the cards. According to one newspaper, 
Mitchell objected to the “formalizing of 
the informal agreement with the placards 
and courtesy cards.” Spokesmen for the 
Association explained that the courtesy 
cards and placards had helped business, 
and four thousand (4,000) had been print- 
ed for distribution to jewelers on San- 
som St. Both Mickey Orloff, President of 
the SSBMA, and traffic engineer Mitchell 
were not available when called on for 
more details. 


q Mrs. Theresa Kind, wife of Oscar Kind, 
an official of S. Kind & Sons, Chestnut 
St. at Broad, died in Jewish Hospital, De- 
cember 24th. Mrs. Kind is survived by 
her husband, for whom her will set up 
a $25,000 life trust, and her children, Os- 
car Kind, Jr., and Mrs. Juliet Herrman, 
between whom the principle is to be di- 
vided upon the death of Oscar Kind, Sr. 


q Tappin’s jewelry store of Newark, N. J., 
has been completely remodeled with an 
“all-view” completely glass front. The in- 
side has been widened and windows have 
been made more shallow to give greater 
floor space. 
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A distinctive 
EASTERN STAR RING 


This “GRAN” Eastern Star Ring 
offers you three styles and three 
prices. 


* Enameled star — richly engraved. 


* Jeweled synthetic points with 
altar. 


* Five or six diamonds radiating 
beautiful stone colors. 
Each ring can be made with center 
plate for setting diamond or altar 
as desired. Gavels, too, can be ap- 
plied to make this an attractive 
Past Matron Ring. 
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Here Comes That Man Again! 


Yessir, here comes your ENGEL 
Representative with the most com- 
plete line you've ever seen! He's 
the best friend a jeweler has be- 
cause you can always count on the 
ENGEL line for new items and de- 


signs and real value! 


W ait for him, he'll see you soon. 
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q Willard’s Jewelers, who are now operat- 
ing stores in Baltimore and Essex, Md., 
have secured a location in Dundalk, Md., 
which will be the third unit in their 
growing chain of fine stores. 

q Abraham Rosenstock, 65, died on De- 
cember 20 after a prolonged illness. His 
jewelry business, which he conducted at 
116 N. Howard St., Baltimore, for about 
18 years, will be carried on by his two 
sons, Julian and Manuel Rosenstock. 

q Giftland, who recently opened a store 
in Glenburnie, Md., closed their jewelry 
store at 1209 Light St. on Christmas Eve. 
About a week before Christmas, they gave 
away the toys from their toy department 
in the latter store to the needy children of 
Glenburnie. 

q Samuel Swerdlin recently moved to 127 
S. Broadway from 507 S. Ann St., where 
he had been located since January, 1945. 
q Robert’s “Your Square Deal Jewelry 
Store” have recently secured a location 
on Lexington St., one of the main business 
streets of Baltimore. After necessary 
alterations are completed, they will open 
one of the most modern and _ beautiful 
jewelery stores in the country. 

q Gerald Heller, who has been executive 
head of the jewelry division of Reliable 
Stores Corporation, with his office at 
Castleberg’s, in Baltimore, for many years, 
has resigned his position and it is un- 
derstood that he is entering the clothing 
industry. 

q P. G. Lauteres, Greenville, N. C., ar- 
rived in Baltimore on January 5 to re- 
ceive treatment for a leg infection. 

q Arthur C. Macy, who is 79 years old, 
will retire from the retail diamond _ busi- 
ness when his lease expires in April. He 
started in business on Lexington St. in 
1904 and has been in his present loca- 
tion at 205 N. Charles St. for over 30 
years. 

q Murray R. Fitterman, secretary-treasurer 
of the Ned Cohen chain and manager of 
the Jewel Box, in New Bern, N. C., was 
recently confined in St. Luke’s Hospital, 
in that city, with a serious stomach dis- 
order. 

q Sam Reibstein, 3203 Georgia Ave., N. W., 
Washington, D. C., has entered the hos- 
pital for a major operation. His wife, 
Lena Reibstein, will carry on the busi- 
ness for the next month while he is in- 
capacitated. 

q On December 8, 1947, William S. Bur- 
dell sold his store at 831 Broad St., Augus- 
ta, Ga., to Warren Walker, who will con- 
tinue to use the trade style of Rogers 
Jewelers. 

q Jack Gordon and Hanna Gordon have 
purchased the fixtures from Albert’s Jewel- 
ers, 3301 Washington Ave., Newport News, 
Va. 

q R. D. Williams, who has been in the 
jewelry business for the past 12 years, 
opened a small cash and credit jewelry 
store in Fayetteville, Tenn. on December 
13. He is carrying a general line of 
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jewelry and employs two watchmakers jp 
the complete clock, watch and jewelry re. 
pair department of the store. 

q Darwin Hensey, who opened a store on 
Washington St., in Charles Town, W. V,, 
about a year ago, has purchased the stores 
of C. B. Feagans & Son in Charles Town 


and Berryville. The elder Mr. Feagans 


died last September. 

q Henry Messinger, of the Jewel Mart, on 
14th St., N. W., has completely recovered 
from an attack of bursitis. 

q Z. E. Miller is selling his store at 707 
Twelfth St., N. W., in Washington, D. C., 
and will move into the store of his part. 
ner, Jack Rosenberg, which is operated 
under the name of Oneida Jewelers, at 
708 17th St., N. W. 

4 Burnstine’s, on F St., in Washington, are 
planning to start work on a completely 
new store front in February. 

q At Julius Garfinckel & Co., Washing. 
ton, D. C., Mr. Riggs has been succeeded 
in the watch department by Mr. Thomas. 
Mr. Riggs has been promoted to manager 
of all repair service departments. 

q Christmas business was good for re- 
tail jewelers in most sections of Texas, 
reports indicate. It was especially good 
in the Valley cities and towns along the 
Mexican border, where jewelers report 
the embargo resulted in many Mexicans 
crossing the boarder to make their holi- 
day purchases in the United States. The 
only section in which Christmas business 
was not entirely satisfactory was along 
the Gulf Coast, where the closing of war- 
time establishments and industries was 
felt this Christmas. 

4 Concord Jewelers, Inc., of Athens, W. 
Va., has received a charter from the Sec- 
retary of State, listing $5,000 authorized 
capital stock. Incorporators were W. I. 
Munsey, Lester M. Robison and Jacob R. 
Siegel, all of Bluefield. 

4 Rudolph J. Ortmann, prominent jeweler 
of Charleston. S. C., has been named presi- 
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423 E. Lombard St., Baltimore 2, Md. 
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dent of the Retail Merchants Association 
of that city. Mr. Ortmann is a member of 
the jewelry firm of Adams and Ortmann. 
4 George W. Heffernan, jeweler, Memphis, 
Tenn., has moved from Main St. to» new 
and more spacious quarters at 86 South 
Second St. 

qA year-round air conditioning unit is to 
he installed in the A. M. House Jewelry 
Co.. Taylor, Tex., according to announce- 
ment by the management. 

4 Vaughan’s Jewelers, 16 W. North St., 
Greenville, S. C., announces that Albert T. 
Vaughan, Jr., has been admitted to full 
partnership in the firm. 

q Horace G. Adams, co-owner of the jewel- 
ry firm of Adams & Ortmann, Charleston, 
S. C., is the new president of the Charles- 
ton Kiwanis Club. 

q As part of an expansion program, the 
O. K. Reisinger jewelry shop in Tulsa, 
Okla., has enlarged its floor space in the 
Orpheum Building there. Mr. Reisinger 
says the shop has more than doubled its 
former floor space. 

q With Mr. and Mrs. Guy C. Stone as 
proprietors, Stone Jewelers, formerly Al 
Williamson’s Jewelry Store, has opened at 
12 East Church St. in Orlando, Fla. Mr. 
Stone, formerly manager of an Orlando 
jewelry store for 18 years, has been in the 
jewelry business for over 25 years. 

q Moore’s Jewelry Store has opened on 
Newnan St., Carrollton, Ga., with C. C. 
and W. E. Moore as co-owners. 

q Hartzog Jewelers, Inc., of Gaffney, S. C., 
has filed articles of incorporation with the 
Secretary of State, listing authorized capi- 
tal stock at $30,000. L. T. Hartzog, Sr., 
is president of the new firm, which will 
engage in a retail jewelry business. 

q Mr. and Mrs. Milford Richardson of 
Malvern, Ark., announced the formal 
opening of the Richardson Jewelry Store 
in that city, December 11. Mr. and Mrs. 
Richardson attended the Kansas City 
School of Watchmaking where Mr. Rich- 
ardson completed courses in watchmaking 
and jewelry repairing while Mrs. Richard- 
son specialized in engraving. 

q Herbert Silverson, jeweler at Covington, 
Tenn., moved to a new location in that 
city on January 1. The building that had 
been occupied by Mr. Silverson is now 
housing Younger’s of Ripley. Tenn.. a 
jewelry business. 

q Gore and Bryant, a jewelry firm at 
Ridgely, Tenn., recently moved into the 
Peacock Building in that city. B.. D. 
Bryant and L. J. Gore, associated in the 
business, announced that their plans in- 
clude expansion of stock and better dis- 
play as rapidly as stock and new fixtures 
can be added. 

q Kernaghan’s Jewelry Store, 411 Cherry 
St., Macon, Ga., will make store altera- 
tions at an estimated cost of $15,000. Con- 
tract for the work has been awarded to R. 
H. Smalling’s Sons. general contractors. 








BURKE'S BEST BUYS THIS MONTH 


oo 101 E. 16 St. N. ¥. 3. OR 4-6703. Our Price. 
Stone Spray Pin 24K on hyy. sterling.... $20 dz. 
_ Link Bracelet to match, 5 hd. set stone.... $20 dz. 
$4 Expans. Band, pink, yellow gold, chrome.... $12 dz. 


$3 Money Clip, Silver Mexican Dollar........ $9 cz. 


$1 Stretch Monel Watch Bands $ 2 dz, 
$8 Lord Cromwell Desk Liter Ultra Mod...... $24 ds. 
$17 Automat. gen. onyx Knapp Desk Liter..... $60 dz. 
$10 Aviator-type gold pl. sunglass, case....... $21 dz 
$35 Clock AC/DC crystal dome, pendulum..... $150 dz. 


Dependable profit items since 1920—Write for catalog. 
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q Concord Jewelers, Inc., of Athens, W. | 


Va., were granted articles of incorpora- 
tion at Charleston, W. Va., early in Janu- 
ary, with an authorized capital of $5,000 
and starting capital of $1,200. The incor- 
porators are W. I. Munsey, Lester M. Rob- 
inson and Jacob R. Siegel. all of Bluefield. 
« The entire stock of W. A. Gill Jewelry 


Co. at 416 North Broadway in St. Louis, | 


Mo., has been purchased by Herman Spar- 


The Gill Co. had been 


ber. 


in business | 


in St. Louis since 1886 and at the same | 


location for 35 years. Sparber plans to 
continue the store’s operation for an in- 
definite period. 


Display Wins First Prize 


In a contest sponsored by the local 
Junior Chamber of Commerce, Klein and 
Son, Montgomery, Alabama’s largest 
jewelry store, won the award for the .best 
window display in connection with the 
Freedom and Liberty theme. Many other 
local establishments exhibited effective 
displays. 

W. J. Fritz, decorator of Klein’s window, 
was awarded a $25 prize, and the store 
will receive a plaque. The display fea- 
tured a large sign and several liberty bells 
along with documents and pictures ob- 
tained from the Alabama State Depart- 
ment of Archives and History. The dis- 
play was viewed by thousands of people 
on December 26 and 27. 








sae 








Klein and Son, Montgomery, Ala., made this 








effective window display in connection with | 
the showing of the Freedom Train in Mont- | 


gomery. The window won first prize in a 
contest sponsored by the Junior Chamber 
of Commerce. 





UHAA Units Have a New Home; 
All Are Now Centrally Located 


Headquarters of the United Horological : 


Association of America, the UHAA Testing 
and Certification Laboratory, the National 


Association of Horological Schools and the | 


American Horologist & Jeweler, (official 


organ of the UHAA) have all been moved | 


from their former location at 226 16th St., 
Denver, to a downtown office building at 
1549 Lawrence St. 

Also newly housed in the same building 
is the American Academy of Horology, 
thus bringing together in one central lo- 
cation under one roof the entire array of 
national horological activities centering 
in the Colorado City. 

The transfer was made the latter part 
of December and all of the organizations 
named are now functioning in their new 
quarters. 


raftsmen 


in the art of RESTORING 
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ANTIQUE and MODERN 


@ REPAIRING 

@ REPLATING 

@ REFINISHING 
@ LACQUERING 
@ SPECIAL ORDER 


Write for Price List 
Serving the Trade since 1892 


The House of Mastercrafismen 
LOUIS J. MEYER, Inc. 


SILVERSMITHS 
Philadelphia 7, Pa. 





205 S. 9th St. 











SOLARPRUF 


DOES IT AGAIN 


Introducing: 

The "North-Lite’ Window Shade. It shuts out 
the sun but lets in the much needed North 
Light required in your work. Eliminates the 

ity of all artificial lighting. 
"No te" can be measured for and 
installed in the same manner as an ordinary 
window shade. 
immediate Delivery 
For sample and full particulars 


Call or write: 


SOLARPRUF SHADE CO. 


CHelsea 3-598! 
228 Seventh Ave. New York I!, N. Y. 

















JEWELERS’ LATHES 


REPAIRED AND REBUILT 
Used Lathes bought and sold 


E. W. KOCH MACHINE WORKS 
220 Arch St. Cumberiand, Md. 
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A complete Display Service 
ciiver platter for ony $/ 9 
Write for a 30 day FREE TRIAL 


EDWIN FREED, INC. 
1233 SIXTH AVE. « NEW YORK 19, N.Y 















ALWAYS USE 
@ THE NEWALL 
es “Finger Print’ System 
WHEN SELECTING 
WATCH 
MATERIAL 


Order From 
Your Jobber 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 























CGold=Silver 
PLATING 


“ASK ABOUT” 


PHODAN IZE 


TRACE MARK REG. VU. 6 PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


EST. 1917 
10 S. Wabash Ave., Chicago 3 CENtral 6089 



































All-Plastic 
Interchangeable 
Price Markers 


Designed especially to price articles and augment the 
beauty of showcase and window displays. Gracefully 
fashioned, long-lasting and easily washable. Retains 
its beauty indefinitely. Any figure combination pos- 


sible. Size—1%” x % 
COLORS 


PRICES 
Set (25 frames & 300 numbers) Frames—White, grey, 
black, red, green 


$3. Additional Nos. (150 per 
sheet) 30c. Additional frames — white, 
r 


—i0e each. 
Orders sent C.O0.D. $3.00 plus charges. To receive 
order postage-free, enclose $3.00 (check, money order). 


KOVEE PLASTIC CO. 
3753 N. Marshfield Ave., Dept. 120, Chicago 13, III. 




















WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 




















MAYNARD LEVY 


Leading Jewelry Auctioneer for le- 
gitimate jewelers. Write for date and 
information, 

PHONE BUTTERFIELD 1100 
5200 BLACKSTONE + CHICAGO 15 
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q Benj. Allen & Co., gave a luncheon at 
the Illinois Athletic Club for 50 customer 
guests on the day of the Chicago Jewelers 
Association banquet, January 3 with B. 
C. Allen as host and John G. Leiner 
master of ceremonies. 

q M. A. Mead & Co., recently announced 
that Lars R. (Olie) Olsson, formerly with 
Waltham Watch Co., and more recently 
a member of the Gerwe-Brown Co., Cin- 
cinnati, sales force, succeeds Wesley Jack- 
son as representative of their line of Boule- 
vard diamond ring and watch lines and 
Hamilton watches in the Ohio territory. 
q Stein & Ellbogen Co., and their sub- 
sidiaries, National Railway Time Service 
Co. and Wendell & Co., held their Christ- 
mas party for employees and‘ salesmen in 
the Gold Room of the Congress Hotel 
after which several salesmen and _ their 
families left for short vacations in Florida, 
Puerto Rico and other southern places. 
Among them were Adolph Bitterman, 
Harry Wish, Ernest Roseth, W. L. Little, 
and Ralph Weckerle. Allen T. Green, 
Nashville, southern representative reversed 
the order and brought his wife and 
daughter to Chicago for a visit. 

q Charles Burley, manager of the diamond 
department of Benj. Allen & Co. for the 
past 20 years, popular and active member 
of The Golden Roosters of Chicago and 
the Jewelers Club, died on December 31 in 
Florida where he had gone for con- 
valescence after several months of illness. 
q Oscar Thomas Kuhn, for many years 
manufacturers representative with head- 
quarters in Chicago and more recently 
associated with Son & Prins, diamond im- 
porters, an active member of The Golden 
Roosters of Chicago, died on December 31 
at the age of 48. 

q Maytree Products Co. of New York re- 
cently announced that George O. Flem- 
ming, with offices located in the Heyworth 
Building in Chicago, will represent their 
firm throughout the territory he now 
covers. Mr. Flemming will carry the May- 
tree line in conjunction with the Acme 
Ring Mfg. Co. 

q James A. Monfort, located in the Hey- 
worth Building in Chicago, will represent 
the Anniversary Pearl Co., 48 West 48th 
St., New York, in the Chicago area. 

q Norman Goodman, Norman Goodman & 
Co., Los Angeles, spent two weeks in Chi- 
cago last month on business and visited 
his parents and former associates at 
Weksler & Goodman with whom he was 
connected prior to 1942. 

q Nearing the middle of the season the 
teams of the Chicago Bowling League have 
shifted positions and the M. F. Lens Co. 
team is in first place with 22 won and 14 
lost with several others crowding. In or- 
der following the January 9th play they 
are—Olsen & Ebann, 20-16; Newall Mfg. 
Co., 20-16; Benj. Allen & Co., 19-17; The 
Ball Co., 17-19; Jas. Hagen Co., 17-19; 
J. Milhening, Inc., 16-20, and Swartchild 





CHICAGO 


& Co., 13-23. Henry Barge, Newall team, 
has high average of 182. Ralph Milhen. 
ing high single game with 266. Lens team 
has high team series, 2812, and Newall 
has high team game, 1016. 


Goldberg to Head NAC) 


Hy Goldberg (Cooper’s, Portsmouth and 
Norfolk, Va.) was elected president of the 
National Association of Credit Jewelers 
at the annual meeting of the Board of 
Directors of that organization on January 
19, succeeding Leo Weisfield (Weisfield & 
Goldberg), who has completed his second 
year in that office. 

Hy Abelson of the Abelson chain of 
Northern New Jersey was elected to the 
Board to succeed Gerald Heller of Re. 
liable Stores, who resigned due to the 
fact of his having left the jewelry industry. 
The rest of the Board remains unchanged. 








Have You Discarded OPA Records? 


A recent release from the Jewelers 
Vigilance Committee discloses the fact that 
a government ruling requires the preserva- 
tion of records of companies previously 
controlled by OPA regulations until No- 
vember 9, 1949, or such date as would com- 
plete a three year period from date of 
decontrol. 

Most jewelry items were decontrolled in 
August, 1945, therefore records covering 
these items should be held at least until 
September, 1948. It is explained that the 
purpose of the amendment is to preserve 
such records for possible use by the De- 
partment of Justice. 





Paraplegics Get Full Credit For 
VA Hospital Watch Repair Training 


The Bulova Schooi of Watchmaking in 
Woodside, New York, is giving its para- 
plegic veteran-students full credit for any 
watch repair training they might have 
taken while they were patients in Veterans 
Administration hospitals. 

Full credit may be granted, VA ex- 
plained, because hospital instruction, pre- 
sented as part of VA’s manual arts therapy 
program, is similar to training received in 
the Bulova school. The watchmaking school 
furnishes VA with lesson plans and text- 
books. 

By the end of 1947, nearly half a hun- 
dred veterans, paralyzed from the waist 
down, were enrolled in the Bulova School. 
All were first introduced to the watch re- 
pair field during their hospitalization. 








MASTER Watchmahing 


“Famed the World Over 
as the School of Quality” 
CHICAGO SCHOOL OF WATCHMAKING 


Founded in 1908 by Thomas B. Sweazey 
1608 N. Milwaukee Ave., Dept. 228 Chicago 47, Ill. 
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RECENT REMODELINGS AND REMOVALS 
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Longacre’s Jewelry Store, 17 N. Hanover St., Pottstown, Pa. New Location. 
Halpert Jewelry Store, Main St., Saugerties, N. Y. Remodeled. . 

Brown’s Jewelers, 29 South Broad St., Penns Grove, N. J. New Location. 
Nathan’s Jewelry Store, 327 West Main, Denison, Texas. Remodeled. 

Paul Vermillion Jewelry Store, 121 North Harrison St., Alexandria, Ind. Remodeled. 
Brown’s Jewelers and Optometrists, 184 North Liberty St., Salem, Ore. Remodeled. 
C. W. Phillips Jewelry Store, 337 Eighth St., Richmond, Calif. New Location. 
Bams, Inc., Jewelers, 311 East Broad St., Richmond, Va. Remodeled. 

Rudolph’s Jewelry Store, West First and Bridge Sts., Oswego, N. Y. Remodeled. 
Gooding’s Jewelry, 18 Court St., Plymouth, Mass. New Location. 

Jensen Jewelry Store, Hales Corners, Wis. Remodeled. . 

Sellers Jewelry, 813 Commercial, Emporia, Kan. New Location. 

Pratt’s Jewelers, 115 West Ferguson, Tyler, Texas. Remodeled. 

Strachan Jewelry Co., 912 Main, Duncan, Okla. Remodeled. 

Alvin Jewelry Co., 128 Main St., Culpepper, Va. New Location. | 
Philip Sures & Co., 1102 Connecticut Ave., Washington, D. C. New Location. 
Taub Reliable Jewelers, 138 West Ridge St., Lansford, Pa. Remodeled. 

Vincent Jewelers, 115 Pine SE, Warren, Ohio. Remodeled. 

Lee’s Jewelers, 31 Haywood St., Vicksburg, Miss. Remodeled. 

Gensler-Lee Jewelry Store, 346 E. Main, Stockton, Calif. Remodeled. 

Mingrone Jewelry Co., 37 Elizabeth St., Ansonia, Conn. Remodeled. 

Kintner Jewelry Co., 257 E. Erie St., Painesville, Ohio. New Location. 
Christensen’s Jewelry Store, 144-146 E. Fifth St., St. Paul, Minn. Remodeled. 
Lechenger’s Jewelry Store, 815 Main, Houston, Texas. Remodeled. 

Gem Jewelry Store, 1236 Broadway, Columbus, Ga. New Location. 

Olsen & Ebann Jewelry Store, 216 North Main St., Kokomo, Ind. Remodeled. 





Barney Sims Retires From Business 
After Fracturing Knee in Accident 


Jewelry buyers visiting Providence these 
days are missing a familiar face and are 
realizing what a help the owner of that 
face has been to them for a good many 
years. 

The person missed is Barney Sims— 
christened Bernard—who for more than 20 
years has served as a link between the 
buyer and the manufacturer. 

Barney, now 87 years of age ,met with 
a painful accident just after Christmas. 
It was on Monday, Dec. 29th. He was 
enroute to his office in the Sheraton-Bilt- 
more Hotel on one of this season’s stormy 
days when he was struck by an automobile 
and knocked to the ground. He was re- 
moved to Rhode Island hospital where it 
was discovered that he had fractured a 
smal] bone in one of his knees. 

The accident has resulted in Barney 
taking a step he had been considering 
for some time, namely, retiring from busi- 
ness. His injuries will keep him from get- 
ting around as he did for some time to 
come, so he has decided to retire from the 
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manufacturers’ representative job he has 
so capably handled for two decades. 

There have been only two men in the 
job he has held for so long. He succeeded 
George Whitmarsh who also held it for 
many years. Barney became such an im- 
portant link between the buyers and the 
producers, scheduling meetings for buyers 
and aiding in making contacts for the man- 
ufacturers, that the New England Manufac- 
turing Jewelers’ & Silversmiths’ Associa- 
tion has in recent years taken an active in- 
terest in the position Barney has_ been 
filling. He made his headquarters in the 
NEMJ&SA office in the Sheraton-Biltmore 
and was considered a valuable man _be- 
cause he could spot a buyer a block away 
and was known to all of them. 

There are many sincere wishes for 
Barney’s speedy recovery. His host of 
friends wish him many more years in which 
to recall the happy associations he has 
had with business men from all over. 





Satisfactory Attendance Expected 
At Oklahoma RJA 1948 Convention 


The annual convention of the Oklahoma 
Retail Jewelers Association will be held 
at the Skirvin Tower Hotel in Oklahoma 
City on April 18 and 19. This year all 
displays will be set up in booths in the 
convention hall in the Tower side of the 
hotel. Over 60 manufacturers and whole- 
salers are expected to exhibit. 

Association President H. S. McCurley 
of Norman, Okla. and Secretary V. P. 
Hildreth of Oklahoma City have announced 
that they expect a very satisfactory at- 
tendance because the convention is tradi- 
tionally one of the most popular meetings 
held annually in that district. 

The Oklahoma Horological Association, 
of which L. M. Lewis, dean of the Weather- 
ford, Okla Technical School is president, 
will meet in conjunction with the retail 
jewelers. 





24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN & CO. 
Rm. 418 5 S. Wabash Ave. 


CHICAGO 3, ILL. 

















PPP TT a aaa 


STOP 
SILVER TARNISH 


One simple application of Pro-Tex-Sil 
will protect beautiful silver from tarnish 
for many weeks. 


TEST IT YOURSELF 


and be convinced. Your customers 
need it too. Pro-Tex-Sil will bring 
repeat business into your store. 


FREE SAMPLE 
on request if you use your letter- 
head. 
WELMAID MANUFACTURING CORP'N 
1737 No. Camrbell, Dept. 22, 
Chicago 47 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 














Oulch Case Fepaniny, 


Our work costs no more 
than ordinary work cd 


BECKER-HECKMAN COMPANY 
29 East Madison Street. Chicago 3. Tlinois 





























THE PRICE OF 
NEW MATERIALS 


Wheels, pinions, 
pallet forks, etc. 
. for all watches. 
6 Size Elgin, Wal- Send sample of 


73, $3.00—i5), $4.00 
18 Size Hunting, 
Eigin, Waltham 

7J, $2.00—i5J, $3.00 

18 Siz 


e O.P. 
Eigin, Waltham 
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Harry Greenwold Co. 


The House of Quality and Service 
18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 

Lines of quality and style that give you pro- 

tected profit. You can recommend these lines 
to your customers with confidence. 












PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 














© IVE SPECIALIZE... 


in special soiles a Soad “us your 
specifications. W. id sbeell a design 


nithent obligation. 
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SCHUMER BROTHERS CO. 
Wan upa fa aT ring feu a ee 


5 EAST THIRD STREET + CINCINNATI, OHIO 
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DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & 
114 West 6th Stree! 


SONS 
Cincianal 





KLEIN BROTHERS 
COMPANY 





WHOLESALE JEWELERS 





ENQUIRER BLDC. CINCINNATI, O. 
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q Charles Richter’s jewelry store again re- 
ceived much favorable publicity in Decem- 
ber when Mr. Richter once again did a 
little press agentry. For years Charles 
Richter has supplied policemen with iden- 
tification cards which bear their names, 
position and badge number. To the one 
who had the most cards the _ Richter 
Jewelry Co. offered a $100 merchandise 
order: merchandise order to the 
cop who had his cards for the past five 
years; and a $10 merchandise order to 
the policeman with cards for the past four 
years. Patrolman Leon Graf, who had 
saved his for six years, was the top man. 


a $25 


Second and third prize winners’ were 
Patrolmen Morris L. Black and Richard 
Sutherland. The rest had been thrown 
away. 





Claus Frank 


(retired patrolman 
Pfister) presents patrolman Leon Graf with 
a $100 wrist watch as Charles Richter, donor 
of the gift, looks on. The prize was awarded 
by Richter in an identification card contest 
staged at a Christmas party. 


Santa 


q The Town Criers Christmas party was 
held on December 30th at the Cincinnati 
Club. At the party a nominating com- 
mittee was appointed which consists of 
Charles Payne, Maury Solomon, Ralph 
Patterson, Cherrington Fisher, and Al 
Gebhardt. The next meeting and dinner 
was held on January 15th at the Alms 
Hotel. 

q Mecklenborg and Gerhardt held their 
annual dinner party for employees and 
their wives on December 30th at the Alms 
Hotel. Norbert Mecklenborg and Carl 
Gerhardt acted as hosts while Helen Koch 
acted as hostess. 

q Lars R. Ollson will leave Gerwe-Brown 
Co. shortly and will be connected in the 
future with Meade and Co., Chicago, III. 
Jack Schmitt will replace Mr. Olison on 
the road. 

q Ralph Patterson, formerly with Albert & 
Seifert Co., is now connected with the 
Greenwold Co. taking Melvin Hesse’s 
place. 

q Melvin Hesse, formerly with Green- 
wold-Grift Co., has associated himself with 
Sam Silverman, wholesalers jewelers in the 
Keith Building. 

q Louis Page, with Bugbie and Niles Co., 
and Emmett Fitzpatrick, travelling sales- 
man for Gerwe-Brown Co., are the two new 
members recently admitted to the Town 
Criers. 

q Floyd Knight, a diamond cutter for a 
good many years in the Edwards Building, 
has been seriously ill at his home in 





CINCINN AT 


Madisonville for a couple of months but 
now seems to be on the road to recovery, 
q Ed Karg represented Gerwe-Brown Co, 
at the A.J.D. Buyers conference in New 
York recently. 

q The 13th Annual Watclhmakers Ball was 
held at the Gibson Roof Garden on Jan. 
uary 17th. Howard Sanders was in charge 
of arrangements. 

q D. Jacobs Co. are having extensive re. 
modeling work done on _ their present 
quarters. The firm has added two new 
members to their staff of salesmen. They 
are Abe Chapman, who will represent them 
in the Southwest, and Ben L. Henry. 

q The Cincinnati Wholesale & Manuface. 
turing Jewelers Association held a meet- 
ing on January 13th at the Alms Hotel. 
Directors elected at the meeting include: 
Ralph Seifert, Albert Seifert Co.; Albert 
Sauer, A. Sauer Co.: Arthur Hirshfield, 
D. Jacobs Sons Co.; Earl Bose, Oskamp 
Nolting Co.; George Gruen, Gruen Watch 
Co.: Charles Stern, Wallenstein Mayer 
Co.; Ray Kirkendall, G. W. Seifriend Co.; 
Dick Heileman, Heileman & Roth: Herman 
Rauch, C. & H. Rauch; Paul Knight, J. P. 
Knight Co., and Howard Rosfelder, Ros- 
felder Bros. 

q Charles Richter, well known Cincinnati 
jeweler, once again made the headlines 
when a small blaze was discovered at 3 
a.m. one morning shortly before Christmas 
in one of his show windows: The display 
that caught fire was an animated Santa 
Claus which played versions of Yuletide 
carols on an organ connected with sound 
equipment and loud speakers. On_ the 
night of the fire the store was closed be- 
fore the music was shut off and in some 
manner it became overheated and caught 
fire. 

q The Northern Ohio Guild of the Amer- 
ican Gem Society held its regular monthly 
meeting on January 13th at the Hatch 
Building, Western Reserve University. Dr. 
Henry F. Donner delivered an interesting 
address on “The Garnet Group: Origins, 
Varieties, and Properties of the Different 
Species.” 


Change of Ownership Announced 


L. C. Mann is now the sole owner of 
H. F. Mann and Son, jewelers of 123 East 
Main, Marshalltown, Iowa. The business 
will hereafter be continued under the name 
of L. C. Mann, jeweler. 
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Report From South Africa 


The South African jewelers are now well 
stocked. In fact, shipments of goods have 
been coming forward so treely from 
America and elsewhere that a number of 
lines are in excessive supply. In some 
cases orders placed several years ago are 
now being fulfilled, and it is expected that 
during the coming year the imports will 
be so large as to constitute a glut. This 
fact has confronted jewelers with some 
dificult problems, occasionally straining 
the financial resources of the firms con- 
cerned. In some degree these difficulties 
are due to the fact that orders were placed 
at “ruling prices,” and as these still have 
a rising tendency importers have some- 
times been unpleasantly surprised at the 
prices marked on the usual documents. 


Against this must be set the fact that 
consumers in South Africa are not now 
spending so freely, so that rising costs 
have come when the market was falling. 
This fact has led to price cutting by re- 
tailers anxious to sell at any cost to raise 
the funds to meet their oversea commit- 
ments. Many jewelers have been _in- 
vestigating the legal position in regard to 
orders placed years ago for goods not now 
required, in the hope that some of these 
contracts could be cancelled, but they 
have been unable to find a way out, the 
only buyers who can do so being those 
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the right to export gold jewelry, which | 
so far has been prohibited. Local manu- | 
facturers have received a number of in- | 
quiries from North Africa and the Middle | 


and Near East for such jewelry. The au- 
thorities in South Africa have been con- 
sidering whether to lift their ban. There 
is a possibility that this will be done, for 
there has 


been a tentative discussion on | 


various aspects of the matter, including | 


the fixing of prices. 


ACCUMULATED DIAMOND 
STOCKS GONE 


Now that the accumulated stocks 
vious that sales must be _ increasingly 
linked with production. The position in 
this regard should be better when the 
Premier and the New Jagersfontein mines 
are in operation again, but this may yet 
be some time, as there have been dis- 
heartening delays in the provision of plant 
and machinery. The mines at Kimberley 
have also had to be closed down temporarily 
for refitting and the replacement of sorely 
used equipment. Furthermore the diamond 
mines are still suffering from staff short- 


ages. 


Recently three farms in the Lichtenburg 
area of the Transvaal were proclaimed as 
alluvial diggings and have attracted wide 
attention among licensed diggers, who con- 
sider the outlook on this new field to 


of | 


diamonds have come to an end, it is ob- | 
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be promising. About 600 diggers took 
part in the pegging and have now begun 
to work their claims. Many of these 
POSITION NOT UNREASONABLE diggers have come up from other areas 
| which have not turned out to be so profit- 
: This position is not unreasonable, for able. A fair number of alluvial stones 
where large orders are concerned the have been offered to buyers during the | 
manufacturers are involved in heavy past few months and in some cases very 
capital outlay which they would not other- high prices per carat have been paid. 

wise have incurred. The present position | 


who stipulate a delivery date when plac- 
ing the original orders. 

















calls for patience and planning on the BUILDING NEW BREAKWATER 
part of the trade, but it is evident that in 
time the large surplus stocks will be 
absorbed and business returned to a basis 
that will give general satisfaction. This 
will depend upon maintaining prices at 
an economic level, for if there is whole- 
sale price cutting the trade may be in for 
a difficult time. 


Manufacturing jewelers in South Africa 
have also had their difficulties. Many over- 
seas countries seem to have been im- 
pressed by the possibilities for export 
business with the Union, and it is claimed 
locally that much of the jewelry sent to 
South Africa is actually inferior to that 
produced in the country. This imported 
jewelry, however, is cheap, and on that 
basis it enjoys a good sale. It is said 
that the local manufacturers are now faced 
with the problem of reducing the quality 
and cost of their products or of con- 
centrating on the high priced market. It 
will be difficult in South Africa to reduce 
costs to compete sufficiently with certain 
European countries, where wages seem to 
be very low and work is done on a mass- 
production basis. Thus the best hopes of 
local manufacturers seem to lie in the 
quality market. 


Organized. jewelers have been ne- 
gotiating with the Union Government for 
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A new breakwater is being built in the | 


Vaal River in connection with the Del- 


port’s Hope-Austin Hope area so that — 
diamonds can be recovered from the river | 


bed. This has been done in the past with 
pleasing results. The water is _ being 
diverted into a wide canal beside the orig- 
inal bed of the river. This work has had 
to be done while the river was at its low- 
est level and the diamond digging will 
have to be pushed on before the flood 





period starts and threatens the breakwater. | 
In the past violent storms have ruined | 
many of the breakwaters thus built in — 


the river. 


This Christmas season has been a 


profitable one for the diamond and jew- | 


elry trades in.South America. There was 
definitely a Christmas rush on giftware 


and many other lines. This was welcome | 


to the retailers, even though for some time | 


before the Cnristmas season business had 
been picking up. It has not yet been pos- 
sible to balance the books, but on snap 
judgments the feeling is that this Christ- 
mas the volume of business has been in 
most respects equal to that of the previous 
year, which was certainly the most profit- 
able known for a long time. Johannesburg 
and the coastal towns have had the big- 
gest Christmas turn-overs this year. 





EXPRESS CHARGES COLLECT. 





SIGN 


Attach this coupon to your letterhead and mai! TODAY. 


Sdwin reed .... 


1233 SIXTH AVE., NEW YORK 19, N 


- V. 
O68 Oe Ge So Ge Se Pe es 





NOW, 


you can convert your 
old style, agate jaw 


JE VIN 
POISING TOOL 
into an up-to-date Ruby Model. Our fac- 
tory will replace the old agate jaws with 
the new knife edge Ruby Jaws, 
full 3% inches long, for only . . 9.00 
LOUIS LEVIN & SON, INC. 


782 EAST PICO BOULEVARD 
LOS ANGELES 21, CALIFORNIA 











HOROLOGICAL INSTITUTE 
© THE PACIFIC COAST'S MODERN * 
SCHOOL OF MASTER WATCHMAKING 
2030 BROADWAY ® GLENCORT |-5483 
DOAKLAND 12, CALIFORNIA 


— APPROVED FOR VETERANS = 





VAN SLYKES 














Where to Bey 
China and Glass 


—_—- 











ROYAL DOULTON 


English Bone China and BDarthenware 


DOULTON and CO., Ine. 
Successors To 
WM. 8. PITCAIRN CORPORATION 
et2 Fitth Ave. 


New York, N. Y. 











PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
| Murray Hill 38-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 


Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 











EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 

















MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 














JUSTIN THARAUD & SON 


INC. 
129 Fifth Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 Tele.: CA 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Teas and A.D.'s, Breakfast and Tea Sets 
Smoking Articles, Toby Jugs and Lustreware 














. importers of 
.7 ENGLISH CHINA 

.% and 
EARTHENWARE 


Stoek and Import 


FONDEVILLE & CO., 
149 Pitth A 


INC. 


ve. New Yerk 10, WN. Y. 
AL. 4-0104 














306 


JEWELRY INDUSTRY RAISES FUNDS FOR PALESTINE 


*: 





Prominent members of the jewelry industry attended the recent luncheon at the Waldort. 
Astoria Hotel in New York at which $10,000 was raised for Palestine resettlement work under 


the direction of Histadrut (Jewish Federation of Labor in Palestine). 


Shown in the above 


photo are (standing left to right) Abraham Danzig, Belove Watch Co.; Louis Flyer, Flyer 
Brothers; Sidney Fiddelman, J. Fiddelman and Sons, and Max Jacoby, Jacoby-Bender, Inc. 
Seated, left to right, are Ben Zion Elan, Palestinian member of Histadrut; Col. Harry Henshel, 
Bulova Watch Co.; Jacob Shaeffer, Shiman Bros., and Maurice Samuel, author and lecturer. 


A luncheon sponsored by the Histadrut 
(Jewish Federation of Labor in Palestine) 
for members of the Jewelry Industry at the 
Waldorf-Astoria Hotel, New York City, re- 
cently, raised $10,000 to be used for re- 
settlement activities in Palestine, it was 
announced by Jacob Shaeffer, of Shiman 
Brothers, Inc., chairman of the luncheon. 

More than 60 representatives of the 
leading jewelry firms attended the lunch- 
eon. Ben Zion Elan, a Palestinian mem- 
ber of the Histadrut, which renders h- 
nancial and moral aid to the Palestine 
labor movement and its cooperative settle- 
ments, was the principal speaker. Others 
who addressed the gathering were Colonel] 
Harry Henshel of the Bulova Watch Co. 
and Maurice Samuel, an author and 
lecturer. 

It was announced that the $10,000 pledge 
will be used as a contribution to the 1948 
Palestine Histadrut Campaign for $7,500,- 
000, a large part of which will go toward 
the security and colonization activities of 
the 180,000 organized members of the 
Histadrut and future immigrants during 
the year. 

Organizing committee for the Jewelry 
Industry included: Abraham B. Danzig, of 
Belove Watch Co.: Sidney Fiddelman, of 
J. Fiddelman and Son, Inc.: Louis Flyer, 
of Flyer Brothers; Samson Hittner, of 
Bulova’ Watch Co.: Max Jacoby, of 
Jacoby-Bender, Inc.: Jacob Podel, of Acme 
Watch Case Co.; Ben Rosenthal, of Rosen- 
thal and Kaplan and Morris Borodkin. 





Engelhard, in Year-End Review, 
States Platinum Demand is High 


World demand for platinum continues 
at a high level, Charles Engelhard, presi- 
dent of Baker Platinum of Canada, Ltd., 
said recently in a year-end review. Canada 
is a major source of the world’s supply of 
these metals which include platinum, pal- 
ladium, rhodium, ruthenium and _ iridium. 
All are produced as by-products of the 
Dominion’s vast nickel output, he said. 


“Although the United States is the larg. 
est consumer of platinum metals, industrial 
reconstruction in Europe requires large 
quantities of these metals,” he said. 

“United States imports during the first 
10 months of 1947 included approximately 
45,000 ounces of platinum and _ 63,000 
ounces of palladium from Canada. 

“Most people think of the platinum 
metals in connection with jewelry. But a 
large proportion of the available supply of 
these precious metals is used for industrial 
purposes because they reduce costs of pro- 
duction and maintenance,” Mr. Engelhard 
said. “The economic advantage of using 
platinum metals for critical parts of equip- 
ment is well recognized by producers of 
rayon, glass and electrical instruments, and 
manufacturers in other fields are giving 
increasing attention to the money-saving 
possibilities of platinum metals. The de- 
velopment and perfection of bi-metallic 
products comprising a base metal faced 
with platinum has enabled users to employ 
these precious metals to a_ better ad- 
vantage.” 





Japan to Export Cultured Pearls 


The Army recently announced that cul. 
tured pearls would be available for expor! 
from Japan in very limited quantities be- 
ginning the first quarter of 1948. The an- 
nouncement stated that it would not be 
necessary for traders to go to Japan to 
effect purchases inasmuch as suppliers can 


_make offers of approved stocks to traders 


by transactional correspondence, with final 
sales being consummated by Boeki Cho. 
the Japanese Board of Trade. 
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Lours ADELS, 62, of the L. Adels Co., 64 
W. 48th St., New York, died on Dec. 20. 
He was the sole owner of the L. Adels Co. 
until 1944. At that time he entered into 
partnership with his daughter, Mrs. Lucile 
Skalet. In addition to his daughter, he is 
survived by his two grandchildren, two 
brothers and two sisters. 

RatpH E. Baker of Wakefield, Mass., 
for 38 years employed by D. C. Percival & 
Co., and for the last 25 years their top 
salesman covering New York State and 


Connecticut, where he was well known 
throughout the trade, died on Jan. 6 al 
Massachusetts Memorial Hospital. He is 


survived by his wife and daughter and his 
parents. 

Apert H. Denny, tor 35 years proprie- 
tor of a jewelry store at 62 Main St., Sara- 
nac Lake, N. Y., died Jan. 3 after a short 
illness. He had been a resident of the 
village for more than 50 years. 

GreorceE W. DeETMERING, 83, one of the 
oldest wholesale jewelry salesmen in the 
United States, died Dec. 16 in Cincinnati, 
Ohio. He was a specialist in diamond 
and platinum mountings and was in the 


jewelry business for 68 years. For the 
last 11 years he was with Frosfelder 
Brothers & €o. of Cincinnati. He is sur- 


vived by his widow, 
son. 

Nits F. ERICKSEN, 62, jeweler of Port- 
land, Ore., who returned recently from a 
visit to his native Norway after 40 years 
in this country, died Dec. 13. He was 
chief watchmaker for a local jewelry store 
from 1914 to 1934, when he opened his 
own store at 3725 S. E. Hawthorne Blvd. 
In 1945 he sold his business and went to 
Norway to visit relatives. Surviving are 
his widow and three sons. 

FERDINAND FREISTADTER, of 70 Franklin 
St., Boston, Mass., well-known watchmaker 
in Boston jewelry circles for years, died at 
his home in Watertown on Jan. 1, 1948. 

ARTHUR HERZL, 66, senior partner in the 
diamond importing firm bearing his name 
at 580 Fifth Ave., New York, died Dec. 18 
at his home after an illness of several 
months. Born in Vienna, Mr. Herzl was 
formerly a partner in the wholesale dia- 
mond firm of Herzl Brothers with his late 
brothers, Karl and Anton Herzl. He had 
been a member of the Belgian Diamond 
Exchange. Surviving are a daughter, a 
son, a brother and three sisters. 

Evtas L. Jones, Sr., a prominent retired 
jeweler of New Orleans, La.. died Dec. 29 
at his home there. Mr. Jones, in the 
jewelry business for approximately 50 
years, retired from active business five 
years ago due to ill health. A native of 
New Orleans. Mr. Jones worked in the 
A. & M. Hill Jewelry Store on Canal St. 
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before opening his own business at 1004 | 
Poydras in 1893. After 33 years at that | 


site, the store was moved to 924 Poydras, 


where it still is operated. The deceased | 


is survived by his widow, two sons and a 
daughter. 

Merritt |. KirRKMAN, 
jeweler of Anderson, Ind., died Dec. 22 at 
Palm Beach, Fla. He had been in poor 
health for the past three years. He was 
founder and owner of the Kirkman Jewelry 
& Gift Store, 1213 Meridian St., Anderson. 
Mr. Kirkman was a member of the Indiana 
24-Karat Club and the Indiana Watch- 
makers Association. Surviving are his 
widow, two sons and a daughter. 

Max A. KoueEN, 73, founder and prin- 
cipal owner of the jewelry store at 35 
Sixth St., S., Minneapolis, Minn., bearing 
his name, died Dec. 8. Surviving are his 
daughter, two sisters and one grand- 
daughter. 

CHARLES C. Kress, 65, widely-known re- 
tired jeweler of Dover, Ohio, died Dec. 19, 
1947. Mr. Krebs, who had been in the 
jewelry business for 50 years, retired Aug. 
1, 1947, 

WittiAM Levinson, 74, president of the 
Morris Rosenbloom Co., Inc., Rochester, 
N. Y., wholesale jewelers, died Dec. 25. 
Mr. Levinson went to Rochester 45 years 
ago and entered into business with Morris 
Rosenbloom. His widow and two sons 
survive. 

LesLtigE T. Newton, 65, diamond expert 
for the J. J. Sweeney Jewelry Co. at Hous- 
ton, Tex., since 1933, died Jan. 2. He is 
survived by his widow and two daughters. 

BENJAMIN E. PALMER, 69, who was en- 
gaged in the jewelry business in New 
York for 39 years, died Jan. 6. For 18 
years until his death, Mr. Palmer had con- 
ducted business at 551 Fifth Ave., New 


63, prominent | 
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York. Before that he operated a store at | 


261 Fifth Ave. His widow survives. 
FERDINAND T. PLack, jeweler of Harris- 


burg, Pa., for more than 60 years, died 
Dec. 30. Surviving are two sons and a | 
daughter. 


Joun H. Rosinson, a watchmaker and 
jeweler of Columbia, S. C., for a number 
of years, died Jan. 2 in tha: city. He for- 
merly*lived at Charleston, S. C., but had 
moved to Columbia 18 years ago. 

Jack H. WEINGARTEN, 58, sales manager 
of Forstner Chain Corporation, died sud- 
denly on Jan. 11 after a short illness. In 
the course of his connection with Forstner 
Chain Corporation, which he joined in 
1933, he made many friends in this coun- 
try and all parts of the world. 





Internal Revenue Collections Down 


Internal Revenue collections of the 20 
per cent retailers’ excise tax on jewelry 
for Noveinber, 1947, amounted to $12,939.,- 
819.04. This represented a decrease of 
$2,465,015.03 under collections of Novem- 
ber, 1946. 

November collections showed a decrease 
of $3,783,691.62 under those for October, 
1947, when collections reached $16,723,- 
510.66. 
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How to Make a Balance Staff 


Continuing the discussion on the making of a replacement 


balance staff. This part considers.the preliminary steps 


and methods used in the cutting of the balance shoulder. 


by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author.) 


HOOSING the proper lathe chuck is important as the 
correct chuck will give a firm grip on the metal and 
allow for greater accuracy as well as its ability to grasp 
the metal tightly without undue strain on the draw-in 
spindle. Most chucks are numbered in tenths of a milli- 
meter. If the micrometer measuring the metal to be used 
reads 2.40mm, number 24 chuck should be used. If the 
metal gauges 1.90mm, chuck number 19 is proper and 
30 on. 


>, 
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Fig. 8. Balance shoulder is 
turned first. Entire surface 
must be smoothly cylindrical. 





The stock to be used is placed in the lathe chuck so 
that it emerges a little longer than the overall length of 
the required staff. To permit too much stock to stick out 
of the chuck will make the cutting operations more diffi- 
cult because of the possibility of its springing or scratch- 
ing while the graver is applied to it. This is shown in 
Fig. 7. 

The first shoulder to be turned is the balance shoulder 
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(Figs. 1 and 3), using graver “A,” Fig. 6. This is cut 
along the staff from the point where the balance rests, out 
to the end of the metal. The direction of the cutting 
should be always toward the lathe. This shoulder should 
fit the hole in the balance wheel quite snugly without any 
shake at all. The entire surface must be cylindrical, as 
illustrated in Fig. 8. 

In cutting shoulders, the corners must be sharp or 
“square. They should not be rounded. If this is the 
case, the balance arms will not rest firmly against the cor- 
ners of this shoulder but will lie on the slightly rounded 


Fig. 9. If the shoulder 
is left rounded as shown 
here. it will not permit 
the balance arms to rest 
firmly against shoulder. 








corners as shown by the arrow in Fig. 9. In such a case, 
when the balance shoulder is riveted, the arms will become 
spread and bent because the slight round will act as a 
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Interior and night ex- 


terior of the store of “I$ DIRECT CONTRIBUTION TO OUR GROWTH”’ 
MADISON JEWELERS 
Bridgeport, Conn. "75% of our last year’s sales can be attributed to our 


excellent repair service,’ say Madison Jewelers of 
Bridgeport, Conn., and add, “The WatchMaster has 
earned for us public confidence which we treasure 
above all gains and business is consistently increasing. 
We opened a branch store and our second Watch- 
Master was the first item of equipment purchased.” 


Such statements are many. They are conclusive proof 
that the WatchMaster really does pay for itself out of 
the “extra” profits that it earns — Faster, better, more 
economical watch repairs (fewer call-backs) — and 
there is greater insistence by customers for “Watch- 
Master tested” work. 
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wedge taper. This also applies to the corners at the base 
of the roller post. 

To cut these square shoulders, the graver shown in 
ig. 6C is used to finish the corners to the desired sharp- 
ness. It is a lozenge-shaped tool made over from the same 
graver as shown in Fig. 6B. The top is ground back so 
that the side and front surfaces present an angle slightly 
less than 90°. This graver has a strong and durable sharp 
point. 





rT Fig. 10A. In cutting the shoulder, 
graver is held so that the slight 
clearance shown by arrow is given 
as safety precaution against vi- 
— brations met with in hand turning. 

































































In using the graver, it is presented as shown in Fig. 10A 
and B. The graver is first used to permit the cylindrical 
portion of the balance shoulder to reach clear up to the 


base of the shoulder. 





Fig. 10B. Finishing off the shoulder 
the graver is held so that clearance 
as shown prevents front of tool from 
cutting into cylindrical part of the 
shoulder and reducing its thickness. 













































The slight clearance indicated by the arrow is a safety 
precaution against slight vibrations accompanied with 
hand turning. To finish, the graver is used to face off the 
shoulder. The clearance shown by the arrow in Fig. 
10B prevents the front of the graver from cutting into the 
cylindrical portion of the shoulder and reducing its thick- 
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ness. The “T’ rest is held as close to the stock as ‘Dos: 
sible, thus affording greater stability to the graver. To 
much pressure should not be applied to the metal as this 
may result in over-cutting or dulling the point. The height 












Fig. 11. Placing balance 
backwards upon newly 
cut cylinder, graver is 
used to cut slight groove 
to indicate where balance 
shoulder ends and hair- 
spring collet post begins. 








of the “T” rest is adjusted so that the graver is comfort- 
ably handled and permits close inspection with the eye- 
loupe while the metal is being turned. 

A small piece of white tissue paper clamped at the 
base of the “T” rest will give a good visual relief to the 
metal being cut. 

In cutting the staff, light cuts that keep each shoulder 
cylindrical are desirable and aid in successful staff 
making. 

To. obtain the height of the balance shoulder (D, Fig. 
1), the balance is placed backwards upon the newly-cut 
shoulder so that the arms are snug against the base of 
the balance shoulder and the top of the balance faces the 
lathe as shown in Fig. 11. As previously stated, this 
shoulder should exceed the thickness of the arm by .10 
to .15 mm depending on the size of the balance. As 
shown by the arrow in Fig. 11, the graver then cuts a 
slight groove to indicate where the balance shoulder ends 
and the hairspring collet post begins. This shoulder 
must be undercut so that this extra length may be spread 




















Fig. 12. A sewing needle is used as gauge to 
obtain correct thickness of hairspring post. 


over the edge of the balance hole to secure the staff to 
the balance. However, this undercut cannot be made 
until the shoulder for the hairspring collet (F, Fig. 1) 
has been cut. 

To obtain the correct thickness of the hairspring post, 
a set of sewing needles of various thicknesses may be used 
as gauges. The needles are inserted into the hairspring 

(Please turn to page 314) 
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Things move so much faster with a new, modern National 
Cash Register System! For it lets everyone know exactly 
where he stands at every instant. A glance at the indicator, and 
your customer has his payment money ready. With nothing 
to add and nothing to write, your clerk quickly produces 
the correct change. And you have an instant, complete, de- 


EXPRESSLY DESIGNED FOR JEWELRY STORES 


1. Issues an itemized and totalled printed 
receipt, or prints a record on the original 
and duplicate sales-slip. 


2. Separate cash drawers for recording the 
sales made by each of 4 clerks. 


3. Purchases of more than one item are 
mechanically — and accurately — added. 


4. Allitem accounts are automatically dis- 
tributed into 5 department classification 
totals, locked within the register. 


5. Printed audit strip affords you instant 
record,in detail and total form, as to activi- 
ties by departments, clerks and transac- 
tions. 
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tailed and unchangeable record of every transaction. 

Mechanizing your business figurework with a new, modern 
National Cash Register System brings entirely new standards 
of business control and protection. Have your local National 
representative show you just what it could do for you! Sales 
and Service Offices in over 400 cities. 


en and 





CASH REGISTERS * ADDING MACHINES 
ACCOUNTING MACHINES 
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THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO 
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MOUNT OF DRAW—What is the rule, in adjusting 

lever escapements, for giving it more, or less, draw? 

How can I tell the right amount of draw? (Question 
no. 6006). K. S. 

Answer—Note the direction in which the escape 

wheel teeth move when the watch is running. In adjust- 
ing to increase the draw, after warming the pallet so the 
shellac holding a stone is soft, swing the acting-end of 
the stone in the opposite direction from that in which 
the wheel-teeth move: in other words, toward the on- 
coming teeth. To lessen the draw, of course, you would 
swing the acting end of a stone in same direction as 
the wheel-teeth move, or away from the on-coming teeth. 
This applies to either of the pallet-stones. The amount 
of draw is a matter of experienced judgment; no more 
should be had except to hold the fork-lever firmly against 
its banking at all times, except when some exceptionally 
severe shock would displace it, at which time the safety- 
action (guard-pin contacting the roller-edge) would take 
place. More draw than just enough for this, would place 
too much burden on the balance for unlocking the es- 
capement at each beat. 

A good way to acquire judgment of the correct 
strength of draw is to take new movements of good makes, 
remove the balance assembly, and, with a pointed peg- 
wood or needle stuck firmly in a thin pegwood handle, 
move the lever slowly away from a banking, then let it 
return, pressing the tool lightly held in your fingers. 
Doing this quite often, you will get the feel of correct 
draw to use when adjusting it in other watches. 


(<j? CLOCKS—For judging old clocks, which kind 
silvered 


of dials were used earlier—brass with 
circles for numbers, or the kind made of iron plates. 
painted or enameled, with numbers, etc., painted on 


them? (Question No. 6007) D. B. G. 


Answer—Assuming that your question refers to long 
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HOW SHALL i? 


OUESTIONS 
AND 
ANSWERS 


case or “grandfather clocks, we will state a general rule, 
applicable to clocks made in England and America, that 
a clock with metal-surfaced dial is older than one with 
painted or enameled surface. In this, of course, there is 
an occasional exception. but the rulé is quite dependable. 


EST FINISH—Which is the best finish for lathes and 

staking tools, chromium or nickel? Having a great 

fight on this argument, in our shop here. (Question No. 
6008) G. F. 

Answer—tThis seems to us to be one of those dis- 
puted matters where there is no one correct answer. If 
you like a “warm” rather than a “cold” white color, 
nickel-plating will satisfy your taste better; chromium is 
of a “blue” shade of white that might be preferred by 
someone else. Chromium metal is harder than nickel. 
but this hardly enters into the matter of just a finish for 


metal surfaces. 


— GRAVER—1 got me one of these new 


carboloy gravers and a diamond lap wheel to 
sharpen it on. Now I need to sharpen the graver for 


first time and am afraid, not knowing the right way 
on this. Can you tell me about it? (Question No. 6009) 
R. W. K. 
Answer—tThe first question is about whether your 
diamond lap is of coarse, medium or fine grain. The 
final edge for good turning of steel, should be made by 
using a fine-grain lap; the coarse-grained laps are for 
quickly cutting carboloy to shape, after points or edges 
have been broken. But assuming that your graver just 
needs sharpening and that your lap is one of the finer 
grains, first see to it that the lap runs true in your lathe. 
Run the lathe same as for turning, the lap-top “coming 
toward you.” Lay the face of the graver carefully against 
the lap-face and use fingers flexibly to keep it on lap 
w thout tipping. Carefully get into the manner of mak- 
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How to look your “Sunday Best” 


seven days a week! 


HE “appearance factor” in retail selling cannot be over- 
‘Sonali It is a proven fact that the store with the 
greatest “eye-appeal’’—inside and out—is the one that con- 
sistently attracts the most customers ... makes the most sales. . . 
shows the largest profit. 

Make sure that vour jewelry store looks its “Sunday Best”’ 
every dav in the week. Remodel with Pittsburgh Glass and Pittco 
Store Front Metal. These products are unexc elled for store mod- 
ernization. They have helped to give smart, modern appeal and 
attraction-power to countless businesses. 

Why not consult an architect now? You will thus assure your- 

> self a well- -planned, economical design. And, if you preter, you 
can arrange for convenient terms through the Pittsburgh Time 
Pavment Plan. In the meantime, fill in and return the coupon 
below for a free copy of our interesting booklet, showing how 
“Pittsburgh” modernization has bene fited scores of merchants 

all over the country. 


A smart, good-looking store front 
and an attractive interior can 
cure many a sick business. And 
an already healthy one can be 
made even more robust. This 
jewelry store in Denison, Texas, 
shows how Pittsburgh Glass and 
Pittco Store Front Metal were 
utilized to give this business the 
right kind of “dress” for the 
maximum sales and profit-pull. 
Architects: Messrs. Shaw & Estes. 








W M4 
| Pitisburgh Plate Glass Company 
| 2058-8 Grant Building, Pittsburgh 19, Pa. 
! Without obligation on my part, please send me a FREE copy 
| of your booklet on store modernization. 
s 3 Oo R a FRO Ni ¥ he | EE a eye : ee ee ee ee ee 
AND INTERIORS PAaeiciceeniienraneen 
| ES meyer e eae nape eye are ne aN ey NA ae 


PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS 
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ing the graver travel slightly to and fro, so that it doesn’t 
stay and wear only in one spot. Run your lathe as 
fast as possible. Move always with care so that you 
do not allow the graver-edge to dig into the lap. “Prac- 
tice makes perfect” is the thing to keep in mind. 


HAT can I use to re-polish a cabochon-shaped opal 
scratched very slightly (not deeply, but slight fine 
scratches that dull the surface). as if just caused by con- 
tact with clothing? (Question No. 6010) C. B. W. 
Answer—A buffing-wheel of hard felt, on a jewelers’ 
lathe, used with powdered rouge, would be proper 
equipment if the scratches are very fine. If this does not 
get quick enough results, first use tripoli, on a separate 
buff, of course, and finish with rouge. 


AGNESTISM TESTING—Is there anything for test- 
ing magnetism in watches that is more accurate 
than a small compass? (Question No. 6011) F. L. 
Answer—Yes; a simple device can easily be made 
that is somewhat more sensitive than most of the small 
compasses much used for this purpose. Take one of the 
glass bottles with straight sides (perfectly cylindrical in 
shape) used for keeping watch-materials in stock. Un- 
ravel a strand from a silk thread or yarn, and cement an 
end of this on the center of the lower end of the cork of 
the vial. Cut a piece of jewelers’ iron binding-wire. 
about a quarter-inch long. and cement this, at its center. 
to the other end of the silk fiber. with shellac. We mean. 
for both fastenings, shellac dissolved in alcohol. The 
silk fiber should be of a length that will allow the iron 
wire to hang a little above the bottom of the bottle. when 
the cork is pushed home. Holding the bottom of this 
device over the watch-balance, the slightest degree of 
magnetization will be shown by the movement of the 
iron wire. Some watchmakers object that this test is 
even too sensitive, reasoning that an amount of mag- 
netism that could affect the tester is less than would have 
any effect on the running of the watch. 


ARDENING T-REST—Wouldn’t it be an advantage 

to harden the T-rest on my lathe? It came from 
the factory soft, and the corners of my gravers wear a 
hollow in it. near the left end. (Question No. 6012) 
W. P. 

Answer—tThe T-rest is purposely left unhardened, so 
that the bottom corner of the graver will “bite” into this 
soft steel, to give the graver leverage under control of 
the hand. In turning, much of the action of a hand-tool 
has to be of the nature of “swinging” the cutting-point. 
If you’d harden your T-rest, instead of swinging, the 
graver would slip on the rest, and not be under control. 


EDUCING BALANCE SCREWS—What is the best 
way to take weight off of balance screws, in adjust- 
ing for heat and cold? (Question No. 6013) S. S. 


Answer—Everything considered, and on watches of 
fine grade and finish, we favor the method of removing 
metal from the shoulder of the screws, either using coun- 
tersinks, or putting screws in lathe chuck and turning 
recesses into the shoulders; in either case, preserving the 
original exterior dimensions of the screws. 
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HOW TO MAKE A BALANCE STAFF 


(From page 310) 


collet as shown in Fig. 12. The hairspring collet shoulder 
is turned to the diameter of the needle, fitting the collet 
with the correct grip, and adding about .02 mm for 
grinding and polishing. 

Cutting this part of the staff is done with the regular 
turning graver (A, Fig. 6), to the determined thickness, 
leaving the extra thickness required for polishing. Care 
must be exercised that the cutting of the post does not 
go beyond the light groove previously made to determine 
the height of the balance shoulder. As a precaution it 
would be advisable to cut the hairspring collet post with 
a square shoulder at its base and later converting it to an 
undercut. 


UNDERCUTTING 


To undercut the shoulder for riveting, the lozenge 
graver is used (B, Fig. 6), sharpened to a fine point. 
While it has very little cutting to do in making the un. 
dercut, this operation requires great care. The graver is 
applied to the base of the hairspring post. The graver 
must be held firmly yet applied with little pressure. The 
front edge of the graver is held almost but not quite 
parallel to the hairspring collet shoulder. If the graver’s 
front edge were held parallel with the hairspring shoulder 
or post. the graver might be drawn into it because of the 
pressure angle of the undercut being made. The pressure 
of the graver. although light, must be applied in a direc- 
tion parallel to the axis of the staff as shown in Fig. 13. 








= 


Fig. 13. To undercut the shoulder for rivet- 
ing, pressure of the graver is applied in o 
direction parallel to the oxis of the staf. 


The undercut should be made to a depth equal to about 
half the height of the balance shoulder. The angle of the 
countersink is determined mainly by the difference in 
thickness of the balance shoulder and the hairspring post. 
The angle is cut from this depth at the hairspring shoulder 
outward to the edge of the balance shoulder. 

To insure against shortening the height of the balance 
shoulder, the countersink should not reach up to the very 
edge of the balance shoulder but stop just short of it, 
leaving a slight flat portion visible as shown by the arrow 
in A, Fig. 13. 


(To be continued) 
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Mr. JEWELER: 


We will prove it. 


> Ponded~o 


Graduate Watchmakers 


We will protect you 
with a $100.00 Bond 


on our graduates 


Today there are entering the trade, graduates of schools 
with various qualities of workmanship. Some jewelers 
have had sad experiences with these poorly trained 
students. 

Due to this existing weakness we want the opportunity 
to prove our superiority in training of good men and 
women who are capable of repairing and rating cus- 
tomers’ watches in all positions to WATCHMASTER 
perfection, 

If, therefore, any graduate of W. P. H. I. that is placed 
with you and recommended by us as capable of meeting 
your requirements does not fulfill your expectations 
after two weeks, we will protect your loss up to $100.00 
with our Cash Bond. 

To date we have not found this necessary as our 
recommended students are capable mechanics. 


Western Pennsylvania 


Horological Institute, inc. 


ACCREDITED BY THE 
NATIONAL COUNCIL 
OF TECHNICAL SCHOOLS 
WASHINGTON, D. C. 


Nationally accredited by the United Horological Association 
of America. 


Licensed under the private trade school law of Pennsyl- 
vania by the State Board of Vocational Education. 


Approved School for Veterans Training under the G.I. Bill 
of Rights. 


The World's Largest Watchmaking School 
William O. Smith, President and Technical Director 


1. Tops in teaching watchmaking 
2. Finest school training 
3. Capable Proficient Graduates 


4. Most completely equipped school in 
the World. (over 48 Watchmasters) 


Our Watchmaster curriculum compiled under the 
eee of Charles Purdom, Author of Scientific 
iming. 


For further information wire or write at once. 


Western Pennsylvania Horological Institute, Inc. 
Dept. J-2 807 Ridge Avenue 


a 


Pittsburgh 12, Pennsylvania 
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GILBERT alarm CLocKs 


manufactured and guaranteed by 


THE WM. L. GILBERT CLOCK CORP. 


enn 6CLOCK MAKERS TO THE NATION SINCE 1807 


WINSTED, CONN. 
Laconia, N. H. 
141 W. Jackson Blvd. 
Chicago 4, II. 











951 Fifth Avenue 
New York 17, N. Y. 
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| Manufaecturers’ N ews 





New Showroom of Fostoria Glass Co. Incorporates Unique Display Ideas 







Right: Open shelving which per- 
mits the merchandise to be seen 
from all angles divides the show- 
room into bays. 


on pee Ree 


Several new principles of display for 
table and decorative glassware which are 
well worth study by the retail merchant 
have been worked out in the new Chicago 
showroom of the Fostoria Glass Co. in 
the Merchandise Mart. 


Among them are a new type of case 
which increases considerably the amount of 
glassware that can be displayed in a given 
area, and at the same time, does not pre- 
sent visual obstructions—a new and highly 
effective lighting arrangement—an original 
use of color—and a new treatment of store 
eolumns which transforms these usually 
unsightly objects into positive merchandis- 
ing aids. 

As will be seen in the accompanying 
photograph the main section of the show- 
room is divided into units or bays by tiers 
of glass shelving extending out at right 
angles from the wall. This shelving is 
open on both sides, so that the items on 
display are clearly visible from both sides. 
thereby doubling their attention value. 


Both these open display cases and the 
recessed wall cases are brilliantly lighted 











Left: Brightly lighted recessed 
wall cases with various colors as 
backgrounds serve as a demon- 
stration laboratory for the retailer 
who is seeking the right color 
combination for his store. 


by a combination of fuorescent and in- 
candescent equipment in order to provide 
at the same time the maximum level of 
illumination without generating excessive 
heat, and yet to provide the concentrated 
brilliance that is so necessary to bring out 
the full attractiveness of sparkling glass- 
ware. 

Recessed wall cases are painted in a 
variety of colors since some types of glass- 
ware look better against one color, while 
others show to best advantage against a 
different hue. This showroom, therefore, 
serves aS a demonstration laboratory for 
the retailer who is looking for decorative 
ideas for his own glassware department. 

Structural columns have been cleverly 
combined with the open show cases in 
such a way as to make them an integral 
part of the fixture and tie the whole dis- 
play together. 

Furniture, draperies and floor coverings 
throughout the show room are naturally 
of the most modern design, and the whole 
layout is a striking demonstration of what 
can be achieved in the dramatic showing 
of fine glassware of all types. 





Elgin American's Groucho Marx 
Now Heard on Wednesday Evenings 


Elgin American’s Groucho Marx radio 
program has been switched to a new time. 
Beginning December 31, the show has been 
transferred from its former Monday eve- 
ning time to a choice spot on the Amer- 
ican Broadcasting Co. network on Wednes- 
day evening at 9:30 to 10 (EST) where 
it follows the between half-hour Abbott 
and Costello program, and immediately 
precedes the Bing Crosby show. 

This sequence of top notch attractions 
will, it is believed, help to assure an even 
larger audience for the already highly 
popular Groucho Marx performance. 
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New District Mgrs. for Ingraham 


The E. Ingraham Company of Bristol, 
(Connecticut, manufacturers of “Sentinel” 
Clocks and Watches, has appointed two 
new district managers: Hermon P. Haynes, 
for the West Coast district, comprising 
eleven western states, and Theodore H. 
Klein, for the district covering northern 
[llinois, Wisconsin, Minnesota, and North 
and South Dakota. 

Mr. Haynes was formerly sales man- 
ager for United States Time, and also 
sales manager of Benrus Watch Company. 

Mr. Klein has had many years’ experi- 
ence in the clock and watch field and was 
formerly buyer for Montgomery Ward. 





No Price Increases Planned 
By International Silver Co. 


The International Silver Co. will cop. 
tinue its six-year “hold-the-price-line” pol. 
icy into 1948, according to an announce- 
ment issued by President Evarts C. Stevens 
on December 29. 

“Despite ever-increasing costs of pro- 
duction,” Mr. Stevens said, “we have no 
intention of raising prices on any of our 
nationally-advertised sterling or plated 
lines in the near future. Furthermore, 
it is our earnest hope to continue this 
policy throughout 1948. 

“We have made no price increase in 
the 1847 Rogers Bros., International Ster. 
ling, or Holmes & Edwards flatware since 
the war,” he continued, “and are very 
proud of our record in holding prices in 
a period when the cost of so many other 
household necessities has risen consider. 
ably. Even during the war years we never 
applied to the OPA for price relief on any 
line in any quality or price range from 
sterling to the most inexpensive plate.” 

Discussing the company’s ability to hold 
prices to pre-war levels, Mr. Stevens stat- 
ed: “We have been able to do this largely 
because of the rapid and uninterrupted 
production we are able to maintain, and 
the character of our organization. 

“We have great faith in the silverware 
industry and it is our firm opinion that 
the bright prospects can be enhanced and 
prolonged by keeping the prices of our 
product well within the reach of the buy- 
ing public.” 

Sales of The International Siuver Co. for 
1947 will be substantially in excess of the 
1946 total of $42,000,000 and will set an 


all-time high in the company’s history. 





Lowe Named General Manager 
Of Campus Jewelry Products 


G. KINGDOM LOWE 





G. Kingdom Lowe has been appointed 
General Manager of Campus Jewelry 
Products, Inc., 137 South St., Providence. 
He comes to the Campus firm of men’s 
jewelry manufacturers from Barclay Co., 
makers of high quality gold filled jewelry, 
and has also been a designer with D. M. 
Watkins, jewelry findings manufacturer. 


"Lady Alice" Pearls Moves Offices 


Lady Alice Pearls is moving its offices 
and showroom to new and larger quar- 
ters at 37 West 47th Street, New York. 
early in February. 
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MILLING LATHE 


, rg For Sawing - Slotting - Milling 
: __ Cutting Up Stock - Winding - Ete. 
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BED: Hand Scraped, “’V’’ Ways For Alignment of 
Rest Made of Cast Iron — Very Rigid. 

REST: Has Hand Knob for Quick Adjustment and 
Locking to Bed. Has Hand Screws for Fine Hori- 
zontal and Vertical Adjustments. Top of Slide To 
Flat for Attaching Fixtures. 

SPINDLE: Operates In Sealed Ball Bearings. 
LATHE SPEEDS APPROX.: 900 — 1400 — 2200 — 
3400 RPM using 1800 RPM Motor. 
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REYNOLDS HAS PRESSES! 
FOOT . SCREW Ty > POWER 






LL. REYNOLDS REYNOLDS 
SCREW PRESS FOR POWER 
| | PRESSES 


REYNOLDS 
rey. FOOT 
\ PRESSES 


REYN O LDS MACHINERY CO. 


303 EDDY STREET— PROVIDENCE 3, RHODE ISLAND 











Inc. 


ONE OF AMERICA'S 
FINEST AND MOST 
MODERN 
W ATCHMAKING 
SCHOOLS 














“NATIONALLY ACCREDITED" 
(DAY & NIGHT CLASSES) 


VETERANS APPROVED UNDER PUBLIC 
LAW 16 AND 346 


WRITE FOR FREE CATALOGUE 


83 NORTH SECOND ST. 
MEMPHIS, TENN. 
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Win Acclaim 
for Your Store 


Your customers — in 
number and standing — 
reflect the good name 
of your store as an 
audience mirrors the 
fame of a singer. 
Recognition comes to 
the unusual, the ordinary 
is ignored. Add to 
trade-winning reputation 
by featuring Revere 
Clocks. The matchless 
appeal of Westminster 
Chimes; distinguished 
designs; exquisite 
craftsmanship; the accu- 
racy of the Telechron 
Motor win an ovation 
from important patrons, 
interested in better 
homes and better living. 
Send for catalog show- 
ing the beautiful models 
that you can present 


with pride. 


FLOOR CLOCK is the 
HALE. Highly favored 
Colonial Model. 75!/,"' 
high. Westminster 
Chimes. Retails for 


THE REVERE CLOCK CO. os 


CINCINNATI 6, OHIO 


= 
_ 


MANTEL CLOCK is the new No. R-937. West- 
minster Chimes. Retails for $45, plus tax. 


NEW YORK OFFICE AND SHOWROOM: 
37 West 47th Street 


CHICAGO SHOWROOM: 
1422 Merchandise Mart 





Despite much costlier 
manufacturing there is 
only 20% difference 
between now and pre- 
war Revere prices. 


SAN FRANCISCO SHOWROOM: 
566 Western Merchandise Mart 
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J. R. WOOD & SONS HOLDS CHRISTMAS PARTY 





A program of Christmas music was rendered by the gowned choir, composed of company 
employees. 





New members of the J. R. Wood 25-year 

club included (left to right): Helen L. Ross, 

Thomas E. Hunt, and Beatrice De Coro. Also 

welcomed into the group though he was un- 

able to attend was salesman William Buck- 
master. 





Four new members were officially wel- 
comed into the 25-year club of J. R. 
Wood & Sons employees at the company’s 
annual Christmas party, held at the Penn- 
sylvania Hotel, New York City, on Sat- 
urday evening, December 20. They are: 
Helen L. Ross, of the Record department; 
Thomas E. Hunt, Accounting; Beatrice H. 
De Coro, of the Credit department; and 
Wm. Buckmaster, of the sales force. 


An outstanding feature of the evening 
was the candle-light program of Christmas 
carols by the J. R. Wood gowned choir, 
who were repeatedly and enthusiastically 
encored. 


Cocktails, dinner, dancing and a floor 
show rounded out the evening’s festivities, 
which were presided over by W. Waters 
Schwab, president of the company, as- 
sisted by Vice President Rawson L. Wood. 





Changes in Sales Force 
Announced by Ollendorf Watch 


Ollendorf Watch Co. announces the ap- 
pointment of Philip H. Caplan as sales 
representative of Gotham watches in the 
Western Pennsylvania-Ohio-West Virginia 
territory, succeeding Edward S. Bickart, 
who is unable to continue due to ill health. 
Mr. Caplan was formerly associated with 
Landaw Bros., and Martin Gluck & Sons, 
both of Pittsburgh. 

Irving C. Schwartz, who has been with 
the company for some time, has been ap- 
pointed salesman for the Greater New 
York area, and Samson Greiff, who has 
also been showing Gotham watches in this 
district, will likewise continue to serve the 
Metropolitan trade. 

Gotham, which is this year celebrating 
its 80th anniversary, is introducing many 
new models in commemoration of the event, 
and will feature them in a vigorous na- 
tional magazine and radio campaign. 
Newspaper ad mats, spot radio announce- 
ments and display materials will be made 
available to the trade to tie in with the 
national advertising. 





Seltz. Joins M. F. G. Sales Staff 


M. F. G. Watch Band Co., Inc., New 
York, manufacturer of the “Admiral” line 
of watch bracelets for men and women 
and the “Little Lady” line of expansion 
bracelets and lockets for children, an- 
nounces the appointment of Irving J. Seltz 
as mid-western sales representative. Mr. 
Seltz, who is well known among the re- 
tail jewelry trade in the mid-western area, 
makes his headquarters at 29 East Madison 
St., Chicago. 
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Supply of Toasters Still Short, 
Says Proctor Sales Executive 


Automatic pop-up toasters won’t be in 
sufficient supply until 1949, and the Proc- 
tor Electric Co. plans to continue allocat- 
ing its output for at least the first quarter 
of this year, according to R. M. Oliver, 
vice president in charge of sales. 

“We're extremely optimistic about the 
future and are looking forward to a mar- 
ket in 1948 equal to or greater than that 
of 1947. We are expanding our sales force 
and increasing our advertising expendi- 
tures, despite the fact that we shall have 
to continue on allocation for at least a 
while longer,” Mr. Oliver said. 

Proctor plans no expansion of plant pro- 
duction facilities next year, Mr. Oliver 
asserted. “Since the war we have built 
our iron and toaster lines just about as 
far as we intend to. However, it is quite 
possible that as we get into the produc- 
tion of new items later on we will ex- 
pand our plant capacity. 

One of the biggest problems facing the 
industry, in Mr. Oliver’s opinion, is the 
weakness of certain distributor and dealer 
sales forces. “Some distributor manage- 
ments,” he said, “think they have strong 
sales organizations when actually they’re 
still operating on an ‘I can let you have’ 
basis. 

“And if dealers don’t recognize that they 
have to do an aggressive selling job, we 
might have a very serious condition next 
year, because people no longer are taking 
away merchandise as they once did.” To 
offset this, Proctor plans to spend a major 
portion of its 1948 sales budget in train- 
ing which reaches to the retail salesper- 
son, Mr. Oliver stated. 





$5000 Window Display Contest ° 
Announced by "Kiddie Kraft" 


A nationwide window display Contes, 
which offers retailers a chance at $5000 
in prize money has been announced by 
the Marathon Company, Attleboro, Mass. 
makers of “Kiddie Kraft” jewelry for 
children. 


The contest will be open to all jewelry 
stores, and awards will be made for the 
best spring window displays featuring 
“Kiddie Kraft.” The contest is designed 
to encourage jewelers to promote children’s 
jewelry throughout the year as well as 
during the holiday season. Ira Barilay, 
Sales Manager for the Marathon Com. 
pany, states that many retailers overlook 
the potential volume in this field—espee. 
ially during the spring of the year. How- 
ever, he says, active Kiddie Kraft dealers 
have demonstrated for over forty years, 
that children’s jewelry can provide a de- 
sirable volume of business in all seasons. 

The contest will run from March ] 
through May 15. Jewelers entering the 
contest may run Kiddie Kraft displays at 
any time during this period and submit 
photographs of displays to the Marathon 
Co. Winners will be determined by per- 
sons outside of the company but prominent 
in the jewelry field. Entries will be judged 
on the basis of attractiveness, originality, 
and selling power. The size of the dis- 
play and the quality of the photograph 
submitted will not be considered in mak- 
ing the decision. 

Entrants will be divided into three cate- 
gories, according to the size of the store, 
with a first prize of $500, a second prize 
of $250, and a third prize of $150 being 
awarded in each group. In addition, 
awards of $50 each will be made to run- 
ners-up. Special prizes at $100 each will 
be awarded to the three wholesalers’ rep- 
resentatives who service the three winning 
dealers, 

The contest will coincide with extensive 
promotion of “Kiddie Kraft” jewelry 
through national advertising. Ad mats will 
be supplied to retailers so that they may 
tie in their local advertising with the na- 
tional advertising and with their window 
displays. 


Sarkin Staff Has Xmas Party 





The annual Christmas dinner tendered 
to the staff by David Sarkin, Inc., 93 Nas- 
sau St., New York, was held this year at 
Nicky Blair’s Carnival, on Friday evening, 
December 19. 

The company manufactures wedding 
bands, mountings, men’s and ladies’ stone 
rings, etc. The popularity of the com- 
pany’ products is constantly increasing, 
says David Sarkin, president, and with 
Sam Gorman, sales manager, he is looking 
forward to an even greater celebration 
next year. 
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GABLE TOPS « ROUND BALLS * ROUND FLAT TOPS 


..- precision crafted, highly polished moulded glass 
watch crystals for all popular makes of men’s and 
ladies’ watches... those originally fitted with and 


Write for the new FULTON those capable of being modernized with moulded 


Moulded Glass Watch Crystal ; 
Catalog No. } glass crystals. Completely finished and ready for 


dustproof fit without further grinding. An opportu- 
nity to profit from the vast, new market in moulded 
glass with the finest quality moulded glass crystals 
you —or your customers —can buy. 


Cabinet Assortments or refills. 
Your material jobber will supply you. 
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WHILE YOU WAIT—between SALES — 


you can turn your MINUTES INTO MONEY POWER ay 
@ When Mrs. Jones wonders ... "if you could just put 3 4 il 


a little gold plate on this charming old pin... ."', do you through 
grit your teeth and send it to your competitor? Or 


accept it reluctantly, knowing you'll have to ''farm it out''? | CRO SCURVING 
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IN EITHER CASE, YOU'RE LOSING MONEY! 


¢ WESGO Gold Plating ® WESGO White Flash ff \ 
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SUPERIORITY 


WESGO 
WHITE FLASH 
“This Is‘ Not A Dip Solution. Mail Coupon For Literature and 
Description Of Our Plating Outfits.” 


589 BRYANT ST. 


Western Gold & Platinum Works san _FRANCISco 


CALIFORNIA 


Gentlemen: Please mail me, without any obligation, booklets de- 
scribing your: 








(1 Plating Salts [] Plating Outfits [] Soldering Blocks 

OJ Electric Burnout Furnaces [] Crucibles, melting dishes Supplied through wholesalers. 
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Biggest Campaign Ever for 
Oneida's Heirloom Sterling 


& 





R. A. Bloom, Director of Sales of the Heir- 

loom Sterling and Wm. A. Rogers Ltd. divi- 

sions of Oneida Ltd. addresses the recent 
sales meeting held at Oneida, N. Y. 


Plans for the biggest advertising cam- 
paign in the history of Heirloom Sterling 
were revealed at the winter meeting of 
sales representatives and company officials, 
held at the Oneida Ltd. offices at Oneida, 
N. Y., from January 6 to 9. Full-color 
pages will be used in a list of ten con- 
sumer magazines, with many of them ap- 
pearing on cover positions. 

Details of the new program were pre- 
sented by Harley H. Noyes, Vice Presi- 
dent and Director of Advertising of Oneida 
Ltd. Theme of the campaign will continue 
to be “The Hostess of Tomorrow,” with 
striking full-color photographs of Anton 
Bruehl, noted photographer. : 

A complete display program, advertis- 
ing service and other merchandising aids 
for the dealer will back up this campaign. 
according to Richard A. Bloom, Director 
of Sales of the Heirloom Sterling division, 
who presided at the meeting. 

Also unveiled at the meeting was the 
new “Plantation” pattern in Oneida’s 1881 
(R) Rogers (R) brand which will also be 
strongly promoted with a campaign of full- 
color bleed pages in a list of 16 leading 
magazines. 

The silverware promotional campaign 
which is to be launched this spring by the 
Jewelry Industry Council in cooperation 
with the silversmiths was also reviewed and 
endorsed. 


nem ee ee 


Employee Bonuses Based on Sales 
Prove Outstanding Success 


The employee “incentive plan” which 
was instituted by the John Henry Co., 
Lansing, Mich., on January 1 a year ago, 
has already proved outstandingly success- 
ful, says John Henry Dudley, manager of 
the company, which manufactures greet- 
ing cards and other items of stationery. 

Employees and management alike have 
expressed themselves as pleased with the 
operation of the plan which pays workers 
a special bonus each week that sales are 
over a certain basic figure. This bonus in 
1947 amounted to an increase of between 
12 and 15 per cent over their base pay for 
each employee. 

From the standpoint of management, the 
plan has benefitted the company by in- 
creasing all-around efficiency and- creating 
a more active interest in the company’s 
welfare. 

Mr. Dudley says that he will be happy 
to answer queries from anyone who may 
be interested in learning the detailed work- 
ings of the plan. 
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Bridal Ring Adds Salesman 


The Bridal Ring Co. announces the ap- 
pointment, effective January 15, 1948, of 
Martin K. Levin as Southern representative 
covering Virginia, North Carolina, South 
Carolina, Georgia, Florida, Tennessee, Ala- 
bama, Mississippi, Louisiana, Arkansas, 
Oklahoma and Texas. 

Mr. Levin’s appointment is a part of 
Bridal Ring’s current expansion program 
which includes advertising, mat service, 
counter cards and other point-of-sale aids 
to retailers. 


—_— 


Paull to Represent K & K 


Kotler & Kopit, Inc., manufacturers of 
K & K compacts and cigarette cases, an- 
nounce the appointment of David Paull 
as district sales representative covering 
the territory of New England, New York 
State, Pennsylvania, Baltimore, and Wash- 
ington, D. C. 


— 


Crawford Watch Expanding 
Production and Sales Facilities 
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As part of the expansion program of the 

Crawford Watch Corp., Sales Manager 

Jack Goldenberg (left) sailed for Europe 

on December 30 to arrange for increased 

shipments in 1948. President Alex Wein 
(right) smiles his approval. 


Jack Goldenberg, general sales man- 
ager of Crawford Watch Corp., sailed 
for Europe on the S. S. Amerika, on De- 
cember 30. He will spend six weeks at the 
Crawford factory in Switzerland develop- 
ing new ideas and models adaptable to the 
American market for Crawford’s 1948 line. 

The company’s plans for the coming 
year include a considerable expansion of 
factory facilities to provide increased pro- 
duction in order to assure larger ship- 
ments to take care of the increased de- 
mand for Crawford watches in both North 
and South America. 

On his way home, Mr. Goldenberg plans 
to visit various European capitals in a 
search for any new ideas and novelties 
which might be suitable for American re- 
quirements. 

As still another aspect of its program of 
expansion, the Crawford Watch Corp. 
moved to larger quarters at 550 Fifth Ave., 
New York, on December 27. 

In celebration of the move, Alex Wein, 
president of Crawford, gave an elaborate 
housewarming party to members of the 
trade and personal friends. Mrs. Wein 
acted as hostess, assisted by Mr. Golden- 
berg and Mrs. Ella Kauder. 





Griffon Cutlery Works Celebrates 
Sixtieth Anniversary of Business 


Its sixtieth year of business will be 
celebrated in 1948 by the Griffon Cutlery 
Works, 151 West 19th St., New York, 
prominent manufacturers of manicure sets, 
shears, and scissors. 

The firm was organized in 1888 and 
got its initial start in the manufacture 
of old-fashioned open razors. From there 
they branched out into the field of scis. 
sors and shears, and later broadened the 
line by the addition of manicure sets—g 
line which has just been re-designed jin 
conformity with the most modern tastes 
and ideas. Also among the company’s 
important products is its recently de. 
veloped “Tru-Pink” pinking shears which 
are said to perform with remarkable ac. 
curacy and uniformity. 

In 1918, Griffon bought their own build. 
ing at 151 W. 19th St., and last year they 
completely modernized their showrooms and 
offices on the third floor of that building. 


At the time of starting in_ business, 
Griffon sold only in New York City. They 
now have almost world-wide coverage for 
Griffon products, including Canada, Mex. 
ico, South American countries, South 
Africa, and the Far East. 


Mautner Expands Sales Force 


As part of a program to intensify local 
coverage in various areas throughout the 
country, three new sales representatives 
have been appointed by The Mautner Co., 
manufacturers of jewelry boxes and dis- 
play materials. “Joe” Gronat will travel 
Southern Illinois, Missouri and Kansas; 
Sidney Black will cover Iowa, Nebraska, 
North Dakota and South Dakota; and Al- 
bert K. Press has been assigned Northern 
Pennsylvania and Qhio. 

The company is also opening a new 
West Coast showroom in Los Angeles on 
February 1. It will be located on the 
second floor of the Cluster Williams Bldg., 
215 West Fifth St., directly opposite the 
Jewelry Trades Building, and will be in 
charge of Paul A. Hollweg. 


——— 


New Locket and Bracelet Set 
For Little Girls Has Birthstones 





M.F.G. Watch Band Co., New York, has 
added to the Admiral line of bracelets 
a combination expansion bracelet and 
locket set for little girls, consisting of the 
“Little Lady” expansion bracelet, featuring 
a heart shaped birthstone, and a com- 
panion locket, also set with a heart shaped 
birthstone to match. Both the bracelet 
and the locket are 1/20 12K gold filled. 
The set is attractively packaged on a vel- 
vet covered base with domed top of trans- 
parent plastic affording full view of the 
bracelet and locket and bearing the words 
“Little Lady” in gold. The set is priced 
to retail at $9.95. 
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METAL ARTS CO.., Inc. 


Dept. 40 Rochester, N. Y. 
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e LENGTHEN NECKLACES 
e REPAIR CLASPS 
e FURNISH NEW CLASPS 


, © RESTRING NECKLACES 

W e REKNOT NECKLACES 
# e SHORTEN NECKLACES 

You Are Neglecting a Valuable Source of Income 

lf You Fail To Accept Restringing Work! Necklace 

Repairs Are NOT a Nuisance. They Can Be Your 

Best Good-Will Builder. Repairs Bring People Into 


Your Store. 
PROMPT SERVICE—EXCELLENT WORKMANSHIP 
Stringing - 60¢ per Strand 
Knotting - - 1.20 per Strand 





Estimates Furnished in Advance on All Other Work. Returned To 
You C.0O.D. Plus Parcel Post and Insurance. All work absolutely 
guaranteed. If not absolutely satisfactory we will re-do at no extra 
charge. 


STRINGRITE, 745 Driggs Ave., Brooklyn 11, N. Y. 
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WATCHMAKERS and JEWELERS 


* HAIRSPRING VIBRATING —» UNBREAKABLE ELECTRO. 

‘ EALS (One Year Guarantee) 
a ° WATCH JEWELS FITTED 
© CRYSTAL FITTING ¢ WATCH CASES AND DIALS 

GENUINE AMERICAN MATERIALS 


GENUINE SWISS MATERIALS 
WATCHMAKERS TOOLS JEWELERS EQUIPMENT 


WRITE FOR 


& F R FE Catalog and Self-Addressed Envelopes 
* F H FF Movement Ligne Gauge — Dep’t D 














MAIL ORDERS 
OUR 
SPECIALTY 





15 MAIDEN LANE @© NEW YORK 7, N. Y. 











PAUL LINN 


WATCH CRYSTAL FITTINGS 
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WRITE das our 1948 outinee Crystal Catalog!!! 
LEADING IN QUALITY, DEPENDABILITY AND SERVICE! ! 
(It pays to do business with a long-established and highly-rated firm!) 


DIAL REFINISHING — 4 DAY SERVICE!! 
HAIRSPRING VIBRATING 


48 HOUR SERVICE 
FLATS—$2.00 BREGUETS—$3.00 
Note: Please furnish old collet and stud when sending in American 
hairsprings to be vibrated. Do not send complete movement. Send 
balance bridge and wheel. 














BALANCE WHEELS - $2.50 EACH 
{Complete with Hairspring, Staff, Roller and Jewel for 
the following models: 


A.S.—340, 723, 964, 970, 976, 984, 1001, 1012, 1017, 1023, Jtt11, 
1138, 1194, ge 1200, 1202, 1220. 

FONT.—25, 28, 52, 120, 150, 155, 170, 175, 189, 190, 200, 206, 8144. 

ETA.—735, 810, 900, 980, 1000, 1010, 1045, 1051. 


ERBY.—6 


FELSA.—6 D 7 
A. MICHEL—3380 


L, 294, 335. 
BUREN.—35, 300, 370, 410, 480, 10% L. 














Assortment ‘d my ome a Curvex BRACELET BALANCE “2 e 
(From 3% L. 10% L.) Now only $3. 
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We are pleased to announce that we are now an Authorized Distributor 
of Genuine BENRUS Watch Materials. We have the entire line. Orders 
will be filled the same day received. WRITE FOR BENRUS CATALOG! 


¢ 


PAUL LINN 5 SOUTH WABASH AVE. 


Established sinee 1922 CHICAGO 3, ILLINOIS 
Jobber of Watch Materials and Jewelers’ Supplies—Crystal Fittings 
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Bulova Employees Honored 
At Company's Annual Dinner 





John H. Ballard, Bulova President, congratu- 
lates Lou Shoen on the occasion of his twen- 
tieth year with the company. Seated (L. to 
R.) on the dais: Samuel P. Epstein, Arde 
Bulova, and Harry D. Henshel. 


Five new members were entered in the 
“25 Year Club” of the Bulova Watch Co. 
at the concern’s annual dinner at the Wal- 
dorf-Astoria Hotel in New York on Jan- 
uary 9, and were the guests of honor on 
the occasion. They are: Mortimer G. 
Evans, Samson Hittner, Norman Teguns, 
Leo W. Herzman and Rudolph Sterz. 

This makes a total of 27 members of 
the organization who are now in this 
select circle. 

The dinner, which was attended by ap- 
proximately 800 employees and guests of 
the Bulova Watch Co., was presided over 
by John H. Ballard, President, who pre- 
sented the awards to the new members of 
the 25 Year Club. The diners were wel- 
comed by Arde Bulova, Chairman of the 
Board, who was introduced by Harry Taub, 
and Vice Presidents Samuel P. Epstein and 
Harry D. Henshel, also spoke. 

An enjoyable floor show and dancing 
closed the evening’s festivities. 





Warnecke Joins Everfine Jewelry 


Everfine Jewelry Mfg. Co., Providence, 
announces the appointment of Frederic C. 
Warnecke of Chicago as Middle Western 
and Southern representative. Mr. War- 
necke, who has had an unusually wide and 
successful background in the watch at- 
tachment and jewelry field, has already 
started his first swing around his terri- 
tory. 7 





B. B. Ball Pen Co. Announces 
Advertising Plans for 1948 


B. B. Ball point pens will be advertised 
in 12 full-pages in “Life” and “American 
Weekly” in 1948, announces Robert E. 
Blythe, president of the company. 

Trade campaigns will also be carried in 
a list of eight of the leading business 
magazines covering each of the several 
fields of distribution through which B. B. 


pens are marketed. 





Luckman to Sell Trilsch Boxes 


The Oscar Trilsch Co., Whitestone, New 
York, manufacturers of jewelry boxes and 
cases, announces the appointment of A. J. 
Luckman, to represent them in the states 
of Washington, Oregon and California, 
with headquarters at 433 South Hill St., 
Los Angeles, Calif, Mr. Luckman has had 
many years of experience in the sale of 
jewelry boxes. 
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Will Import English Glass 


Brierley English Crystal announces that 
the newly incorporated company of Wil- 
liams & Thompson, Inc., has been appoint- 
ed as exclusive American agent and whole- 
sale distributor of Brierley English Crys- 
tal. While the organization is new as a 
corporation, its personnel is thoroughly ex- 
perienced in the marketing of fine table- 
ware, its officers and directors being the 
same as those of Copeland & Thompson, 
Inc., the importers of Spode china. The 
firm is headed by Sidney E. Thompson, as 
president. 

“We thought it better,” said Mr. Thomp- 
son, “to set up a separate company to 
handle the glassware, since it looks as 
though the market for a really fine Eng- 
lish crystal, properly styled for this coun- 
try, is big enough so that it will need a 
complete organization for this line. At the 
start, our present Spode staff will no doubt 
be able to handle it, but with the comple- 
tion of the new Brierley Factory which | 
saw them working on last summer, we 
shall probably operate separately and it 
is best to be ready.” 

Mr. Thompson added, “We have been 
looking for a long time for a line of crys- 
tal that is good enough in style, design 
and quality to make a suitable companion 
line for Spode, and I believe that in 
Brierley English Crystal, we have found it. 
The line is old and well known. The com- 
pany was started in 1776 and has been 
operated by the same family ever since. 
Continuous family management always 
means fine quality because the finest crafts- 
men are attracted to that type of business. 

“Brierley has thousands of patterns— 
shapes and cuttings. Many patterns, of 
course, are of no interest; but the old 
pattern books have yielded some splendid 
designs that are right in tune with the 
decorative trends of today. As time goes 
on we shall bring out more and more of 
these old patterns that will go properly 
on the traditional dining tables that con- 
tinue to be so popular.” 

Williams & Thompson, Inc., is quartered 
with Copeland & Thompson, Inc. at the 
Spode showrooms, 206 Fifth Ave., New 
York. It is expected that within the 
next 60 days they will have an extensive 
display of samples to add to the few that 
are now showing. The distribution of 
Brierley will necessarily be somewhat 
limited until the completion of the new 
factory. Work on this is procressing 
rapidly and it is expected to be in oper- 
ation within a vear. 


G-E Reduces Radio Prices 


List price reductions on home radio and 
television receivers, ranging up to 30 per 
cent, have been announced by the General 
Electric Co., as a part of the broad pro- 
gram of price reductions announced re- 
cently by Charles E. Wilson, president of 
the company. The reductions are effec- 
tive as of December 31, 1947. 

In announcing the new list prices, Paul 
L. Chamberlain, manager of sales for Gen- 
eral Electric’s Receiver Division, pointed 
out that on four models the reduction 
ranged up to $11 and on one it was $50. 
Reductions were also made in the Musa- 
phonic line, deluxe combination radio 
phonographs. 

In the television line, Mr. Chamberlain 
said that the greatest reduction was in 
the company’s large screen receiver with 
a cut of $150. 





New Plastic Display Case 
Offered by Elgin-American 





An attractive new plastic display fixture 
is being currently offered to jewelry retail- 
ers by the Elgin American Co., manufac. 
turers of compacts and cigarette cases. 

Measuring 21% inches long, 10% inches 
wide and 9% inches high, the fixture con. 
sists of a transparent Plexiglas dome set 
before a mirror on a black plastic base to 
provide maximum display area for attrac. 
tive presentation of various items in the 
Elgin American line. A concealed drawer 
is placed in the base for storage of gift 
boxes and a reserve supply of the items on 
display. 

The company is also offering a similar 
display in a smaller size. 


—_—_—— 


Baker Adds New Illusion 
Setting To its Line 


A new illusion setting has been added 
to the extensive line offered to jewelry 
manufacturers by Baker & Co., Inc., New- 
ark, N. J., refiners of precious metals. 

Catalogued as Series 593, it has the 
reflector beveled inward towards the dia- 
mond. This construction is claimed to 
cause a greater amount of light to reflect 
to the stone as well as making the diamond 
look larger than it really is. 

The beads holding the stone are on the 
reflector plate and, because diamond sizes 
vary, especially the smaller ones, the 
beads are made long enough to allow 
fraising out to accommodate these varia- 
tions. The setting is made in 10 sizes for 
stones from 5 points to % carat and may 
be had in jewelry palladium, iridio-plat- 
inum and gold. 





New Packaging for Cort Watches 





The Ace Watch Company, Inc., is now 
presenting its line of popular priced Cort 
watches for men and ladies in distinctive 
new packaging, with each watch in its 
own ivory plastic box with domed top 
and fluted sides. The watch is placed on 
a maroon velvet covered base, while the 
cover is lined with crimson satin, bearing 
the Cort trade mark in gold. 
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Charles Mealy Joins Ogush 


CHARLES: A. MEALY 
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The firm of Wm. B. Ogush, Inc., New 
York, manufacturers of fine jewelry and 
watch cases, announces that Charles A. 
Mealy has joined that house in an ex- 
ecutive capacity as of January 2, 1948. 
Mr. Mealy, who has been well known in 
jewelry circles for many years recently 
resigned from the Forstner Chain Corp., 
Irvington, N. J. 

Mr. Ogush in making the announcement 
stated: “Mr. Mealy’s long and varied ex- 
perience in the jewelry industry is a valu- 
able asset and makes him well qualified 
for his new duties. It is a certainty that 
his friends everywhere will be pleased to 
hear about his association with our ex- 
ecutive staff. We are happy and proud 
to have him with us.” 





Incabloc Appoints Ochs; 
Plans Advertising Campaign 


The American Incabloc Co. announces 
the appointment of Edward A Ochs, Sales 
Consultant, as its American representative. 

A comprehensive advertising and mer- 
chandising campaign in the United States 
is being planned by the parent company, 
the Universal Escapement Ltd., La Chaux- 
De-Fonds, Switzerland, who are the manu- 
facturers of the Incabloc shock-resistant de- 
vice. This will be the first such campaign 
that the company has undertaken. 

American Incabloc also announces a 
change of address from 580 to 366 Fifth 
Ave. Inquiries for promotional material, 
mat service, etc., should be directed to 


Edward A. Ochs at that address. 





Telechron Prices Reduced 


Prices on specific models of Telechron 
clocks have been reduced, effective Janu- 
ary 1, 1948, according to an announcement 
made by David Blair, vice president in 
charge of marketing for Telechron, Inc. 
Taking the line as a whole, the reductions 
average approximately five per cent. Mr. 
Blair pointed out that Telechron’s lowest 
priced kitchen clock is now priced at $4.50 
instead of its former price of $4.95. Sim- 
ilarly, the company’s lowest priced electric 
alarm has been reduced from $4.95 to 
$4.50. Comparable reductions apply to 
many other clocks in the Telechron line. 


Flex-Let Ups Ad Budget 40%, 


Jack R. Storti of Flex-Let Expansion 
Products, East Providence, R. I., announces 
a substantial increase in the company’s 
advertising appropriation for 1948. 

. Large space two-color ads have been con- 
tracted for in national publications and 
leading metropolitan Sunday newspapers. 
Also to be prepared are a variety of win- 
dow and counter display pieces, news- 
paper mats and envelope enclosures for 
retail jewelers’ use. 
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Helbros Sees Big Year in '48 


The signing of a contract which continues 
for three more years the “Quick as a 
Flash” radio program of the Helbros 
Watch Co. was announced by President 
William Helbein, at the company’s five-day 
sales convention held in New York City 
at the Hotel Lexington, last month. 

The program, which is now ending its 
fifth year of broadcasting, will continue 
to be heard nationally over 367 Mutual 
Stations. 

John B. Morris, sales manager, reviewed 
the strides which the company has made 
during the past year and predicted a great 
Helbros year for 1948. A complete review 
of selling policies for the new Helbros line 
was presented to the salesmen. 

Novel features of the convention, during 
which a full-day’s session was devoted to 
advertising, under the direction of Harvey 
M. Bond, advertising manager, included a 
set of commercial announcements used dur- 
ing the past year on the “Quick as a Flash” 
broadcast. Another highlight was a closed 
line circuit broadcast to the convention. 

A preview of the 1948 promotional cam- 
paign, the largest in the history of the 
company was presented. “Quick as a Flash” 
will be supported and backed up by a 
series of expanded dealer aids, including 
displays, newspaper mats, direct mail 
pieces, radio recordings, and special pro- 
motions. The “Regency” series will receive 
continued and increased attention during 
the coming year. 





Pearls in a Music Box 





In introducing its “Serenade” line of 
simulated pearl necklaces, Lady Alice 
Pearls, New York, strikes: a new and 
original note in packaging. Each “Ser- 
enade” necklace comes in a velvet covered 
musical jewel box, which plays a gay love 
song every time the lid is lifted. Each box 
plays one of an assortment of different 
melodies, appropriate to various occasions, 
thus offering the dealer a wide range of 
promotional opportunities for the various 
gift seasons. The “Serenade” necklace 
comes in four styles, known as “Solo”, 
“Duo”, “Trio” and “Quartet” which are 
respectively, one, two, three and four- 
strands. 





Bisher Joins Aisenstein 


Manny Bisher has been appointed the 
Southern sales representative for Louis 
Aisenstein & Bros., Inc. Prior to the war 
Mr. Bisher was associated with the sales 
and advertising department of Warner 
Brothers, and more recently represented 
the Jacques Kreisler Mfg. Corp. in the 
southern states. During the war he served 
four years in the European Theater of 
Operations, terminating his active service 
as a Captain. 





Sagorsky to Represent 
Karlan & Bleicher in West 


ARTHUR SAGORSKY 





Karlan & Bleicher, Inc., prominent manu- 
facturers of ring findings at 188 West 
4th St., New York, announces the appoint- 
ment of Arthur Sagorsky as West Coast 
representative. 

With a background of 20 years of manu- 
facturing experience, Mr. Sagorsky is ex- 
pected to prove a valuable link between 
the home office and the manufacturing and 
wholesale trade in Texas, Louisiana and 
the eleven western states that he will cover. 
Mr. Sagorsky will establish headquarters 
in Los Angeles, where his permanent resi- 
dence is also located. 





Bruner-Ritter Ups Advertising; 
Increases Sales Force 


Coincident with the announcement that 
sales of Bretton watch bands during 1947 
hit an all-time high, Bruner-Ritter, Inc., 
New York and Montreal, have upped their 
1948 national advertisting and promotion 
budget by more than 60%. This year, full 
and half-page full-color pages in Amer- 
ica’s_ biggest mass-circulation magazines 
and Sunday newspaper supplements will 
be used to introduce the new Bretton line, 
which features several design innovations. 

A spokesman for the company indicated 
that production facilities have been en- 
larged to the point where deliveries of 
Bretton bands will begin to keep pace 
with the widespread demand for them. 

“Last year, orders flowed in faster than 
we could handle them, and so during the 
past few months we have equipped both 
our plants with new, additional machinery, 
and have added scores of additional work- 
ers. 

“Our two best-selling bands are still 
the exclusive ‘Queen’ ladies’ expansion and 
the men’s ‘Bretweave’. In this year’s line, 
there are at least a dozen new bands that 
also promise to be big best-sellers along 
with the other two Bretton standbys”. 

To better serve the nation’s wholesalers 
and jobbers, new Bretton representatives 
have been added, and territories assigned 
as follows: 

New York City, Al Walden; Chicago and 
Mid-West. William McGreevy and George 
Mason: South, Southeast and Texas, Mil- 
ton Friedman; New England and New 
Jersey, Harry Ferester; Pennsylvania, New 
York State, Maryland and Washington, 
D. C.. Milton Schwartz; Denver West, Al 
Goldberger, and Canada, Kalmen Berger. 





International Silver of Canada 
Elects Perkins as Vice-Pres. 


Walter Perkins was appointed vice presi- 
dent of The International Silver Company 
of Canada, Ltd., at a recent meeting of 
the Board of Directors. 
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Special Notices 


“Situation Wanted”—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 


“Help Wanted”—*“Lines Wanted” and “Side 
Lines”—-regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to he for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission, 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of re endations, 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 
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Situations Wanted 








MELTER and press hand, thoroughly 
experienced; prefer New York City. 
Address “B., 253,” care J C-K. 





FIRST class jewelry jobber, stone setter 
and engraver; long experience; best 
~~ Address “G., 287,” care 





VERY fine watchmaker, of long experi- 
ence, seeks position with high grade 





jeweler; excellent references. Address 
“D., 83,” care J C-K. 
SALESMAN, gemological student, 10 


years’ experience, desires position in 
New York City, with retail-cash store. 
Address “B., 358,” care J C-K. 





JEWELRY salesman, long, thorough ex- 
perience with fine New York firm, de- 
Sires to make change; retail only. 
Address “P., 340,” care J C-K. 





MEET this man and see for yourself the 
profitable possibilities, by considering 
him as manager of one of your stores. 
Address “K., 267,” care J C-K. 





WATCHMAKER, single, sober,. graduate 
from accredited watchmaking school, 
desires position with future; have own 
tools. Address “S., 273,” care J C-K. 





MODELMAKER wishes position: ad- 
vanced creations on gents’ diamond 
mountings, stone rings and _ signets; 
creative ability. Address “K., 337,” 
care J C-K. 





TWENTY-FIVE years buying, selling sil- 
ver, retail, wholesale; English silver, 
domestic silver, new and used; take 
charge or develop department. Address 
“W., 276,” care J C-K. 





JUNIOR executive, capable, experience in 
watch production, distribution, sales, 
purchases, etc.; thorough knowledge of 
watch and jewelry business. Address 
“A., 204,” care J C-K. 





A-1 watchmaker, stone setter and en- 
graver, with 25 years’ experience, de- 
sires permanent position in North 
Carolina; salary or commission. Ad- 
dress “L., 215,” care J C-K. 





YOUNG lady desires to connect with repu- 
table concern ; experienced handling dia- 
mond jewelry, also loose goods; familiar 
with office detail work. Address “B., 
411,’”’ J C-K. 





INVENTORY, stock control man, on pol- 
ished, rough stones, wants similar posi- 
tion, or train for sales; ambitious; ex- 
cellent background. Address “R., 404,” 
care J C-K. 





WATCHMAKER, engraver, jeweler; ex- 
perienced on chronographs, some set- 
ting; first class mechanic; first class 
reference; age 49; reliable store. Ad- 
dress “V., 275,” care J C-K. 





TRUSTWORTHY, competent; all around 
jeweler and stone setter, for general re- 
pairs and special order work; 25 years’ 
experience. Address “V., 331,” care 
J C-K. 





SALESMAN: assistant to manager; high- 
ly versed in all branches of retail store 
operation; cash or credit; tall, good 
appearance; available in March. Ad- 
dress “‘N., 397,” care J C-K. 





WATCHMAKER, just finished watchmak- 
ing school, desires position; have tools; 
good references: available immediately ; 
South preferred. Address “O., 399,” 
J C-K. 





RETAIL jewelry salesman, experienced 
credit, sales promotion, watch repair 
estimates, windows, all phases; young, 
veteran, married; Metropolitan New 
York. Address “C., 382,” care J C-K. 





BRADLEY graduate, experienced en- 
graver, desires position; watchmaker, 
combination man; can repair jewelry 
and set stones. Address “P., 400,’’ care 
J C-K. 





JEWELER’S' bookkeeper; full charge, 
general ledger, trial balance; efficient, 
capable, executive ability; nine years 
last connection; attractive; Manhattan 
only. Address “G., 151,” care J C-K. 





COMPETENT woman, experienced in all 
phases of operation of small jewelry 
store: buying, selling, take full charge, 
assume responsibility ; available imme- 
diately. Address “C., 359,” care J C-K. 





AVAILABLE; executive buyer and 
general manager; 20 years’ experi- 
ence in installment, chain store op- 
eration; complete knowledge of 
every phase of business. Address 


“S., 326.” care J C-K. 





WATCHMAKER, 12 years’ experience, 
also minor jewelry repairing, desires 
position in established reputable firm, 
where quality work is appreciated; 
Rocky Mountain area or vicinity. Ad- 
dress “H., 264,” care J C-K. 





WATCHMAKER, competent, reliable, 
sober; 15 years’ experience; now 
employed; salary secondary to good 
working and living conditions; what 
are housing prospects? Address 
“J., 312.”’ care J C-K. 





RETAIL jewelry; salesman, buyer, man- 
aging, accountant, age 60, quick and 
friendly, looking for opportunity ; small 
or large store; can move any State; 
prefer Indiana or Ohio. Box 144, Shen- 
andoah, Iowa. 





FLORIDA; certified watchmaker desires 
year around position with first class 
store about April 1; Watchmaster oper- 
ator and have my own Watchmaster. 
Write, A. J. Geesler, 108 Frances St., 
Amsterdam, N. Y. 








CAPABLE, experienced watchmaker de- 
sires permanent position as watchmaker 
estimator, salesman, or manager, jp, 
New Mexico or Arizona; am a 29-year. 
old ieee veteran. Box 725, Gooding 
Idaho. 





tt LLL 


BUYER; diamonds, pearls and colored 
stones; 45 years old; long experience: 
good connections New York, Antwerp 
and Paris diamond cutters; good refer. 
ences ; will consider advantageous 
change. Address “L., 323,” care J C-K. 








JEWELRY manager-salesman, 10 years 
retail and credit experience; 36; single: 
nice personality and personable appear- 
ance; loyal, honest, sincere, persistent 
worker; seeks good opportunity or fu- 
ture. Address ‘‘A., 380,” care J C-K. 








SALESMAN, retail or wholesale, own car, 
two years’ business Indiana University: 
Bradley graduate, Gemological Instt- 
tute; road experience other lines; some 
bench experience; retail jewelry experi. 
ence. Address “J., 390,” care J C-K. 








WATCHMAKER;; background of 15 years’ 
experience, in charge watch repair de- 
partment with leading jewelers; eyx- 
ecutive ability; quality workmanship; 
Bradley training; excellent references; 
South or Midwest. Address “W., 188,” 
care J C-K. 








JEWELRY merchandise man, over 10 
years installment chain store experi- 
ence; fully experienced in merchandis- 
ing credit jewelry stores, buying, selling 
and all angles; will go anywhere; best 
of references. Address “L., 315,” care J 
C-K. 





JUNIOR watchmaker, conscientious, grad- 
uate of watchmaking school, own tools; 
also experienced cash, credit jewelry 
salesman; wants position either watch 
repairing or selling, or combination; ex- 
cellent references. Address ‘‘W., 379,” 
care J C-K. 





WATCHMAKER - salesman; combination 
position desired; Bradley trained, com- 
pleted requirements for’ registered 
jeweler, Gemological Institute; require 
housing for couple; go anywhere; re- 
tail sales experience; some benchwork. 
Address “K., 391,” care J C-K. 





CHAIN store owner; do you want to be 
relieved of entire pressure of operation; 
am equipped to take over; know the 
jewelry business from every angle; only 
-interested in proposition with future 
salary and bonus. Address “H., 310, 
care J C-K. 


‘ 
, 
s° 





SALESLADY, I want to join a reputable 
organization, either retail store or 
wholesale mounted goods house; [ am 
experienced in selling diamond jewelry; 
if you can use this experience please 
contact at once; no preference to lo- 
cation. Address “W., 407,” care J C-K. 


a 





BOOKKEEPER, full charge; 15 years 
diversified experience in representative 
organizations; capable correspondent; 
knowledge stenography and office rou- 
tine: educated; personable; excellent 
references. Address ‘“A., 420,” care 
J C-K. 


me 





NEW ENGLAND States; three years’ 
wholesale selling, two years’ retail 
jewelry store experience, want whole- 
sale only; commission basis; best refer- 
ences; married: new car: age 28; in- 
terested in permanent position only; 
available now. Address “H., 416,’ care 
J 


— | 
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SITUATIONS WANTED—Continued 








~~ 


IMMEDIATE proposition necessary for 


young executive, experienced in every 
phase of fine retail operation; six years 
general manager of $400,000 year Los 
Angeles jeweler; prefer California firm, 
large or small; highest references of- 
fered. Grady G. Taylor, 223 W. 7l1st St., 
Los Angeles 3, Calif. 














WATCHMAKER desires change to warm 


climate, due to wife’s health; under 40; 
experienced ; Elgin Watch College grad- 
uate; references; would like to contact 
store desiring good work, with oppor- 
tunity of taking over repair department, 
on percentage basis. Address “K., 314,” 
eare J C-K. 





—-—_—-- 


BUYER and showroom salesman, at pres- 


ent employed in same capacity, thor- 
ough knowledge of nationally advertised 
gold and gold-filled lines, also pearis; 
capable of taking charge and maintain- 
ing salesmen’s lines; open to attractive 
proposition; salary commensurate with 
ability. Address “Y., 333,” care J C-K. 





—_—--—— 


WATCHMAKER with 12 years’ experi- 


ence desires change; can do engraving 
and jewelry repairing; have own tools 
including Watchmaster; can give ex- 
cellent references; will consider only 
connections with good working condi- 
tions and top salary; prefer Carolinas 
or Virginia. Address “S., 426,” care J 
C-K. 





MANAGER, 46 years young, retail, cash, 


credit, employed at present, will con- 
sider change; excellent diamond sales- 
man, display and every phase of jewelry 
store operation; good appearance and 
most important of all, ability to make 
friends of customers; A.G.S. member, 
lecturer; $10,000. Address ‘S., 01,” 
care J C-K. 





THOROUGHLY 


experienced diamond 
man, capable executive, accustomed to 
responsibilities; expert of loose dia- 
monds, importing or cutting; experi- 
enced in mounted jewelry; connected 
many years large jewelry firm as buyer 
and other executive capacity; will con- 
sider advantageous change. Address 
“T., 342,” care J C-K. 





CAPABLE diamond and jewelry buyer, 


many years connected large wholesale- 
-retail jewelry firm, would like to act as 
New York representative or buyer for 
several responsible firms on commission, 
or other basis; am considered an ex- 
pert of values and a good business man; 
have fine contacts in the industry. Ad- 
dress “R., 341,” care J C-K. 





EXCELLENT jewelry repairman, orna- 


mental and letter engraver, polisher 
and some setting; have been employed 
in manufacturing and retail establish- 
ments for last 10 years; can supply 
complete equipment; can fill in also as 
salesman or take complete charge of 
every phase in jewelry; living now in 
Jersey City, with wife and children. Ad- 
dress “P., 269,” care J C-K. 








MANAGER or salesman, desires per- 


manent position with high class retail 
store; 20 years retail experience with 
New York’s finest Fifth Ave. jewelers, 
and a leading department store; thor- 
ough knowledge of diamonds, fine 
jewelry and watches; neat appearance; 
conscientious; highest references as to 
character and ability; desired salary 
$100 per week; resident of New York 
City; now available. Address “P., 317,” 
care J C-K. 








MANAGER, or assistant; age 36; mar- 
ried; 16 years’ experience in cash and 
credit jewelry; thoroughly capable all 
phases of jewelry business, including 
buying, merchandising, credit, advertis- 
ing, etc.; diamond expert; top sales- 
man; sales promoter; pleasing person- 
ality; gets things done; desire to be- 
come connected with good firm, with fu- 
ture; consider any location in United 
States, if proposition acceptable; refer- 
ences. Address “C 305,” care J C-K. 


Seiaildleenteleneeineremetaneerecinemeniamenemmeereniomiani 
Lines Wanted 








SALESMAN, with a good following, wants 
a silver plated flatware line. Address 
“E., 385,” care J C-K. 





NATIONALLY known watch importers 
and jewelry manufacturers; sales or- 
ganization with Chicago headquarters 
covering Midwestern territory. Address 
“J. 419,” care J. C-R. 





PACIFIC Coast salesman desires a dia- 
mond line; am very well known in 
territory; am financially responsible; 
can offer trustworthy references. Ad- 
dress “J., 174,” care J C-K. 





PACIFIC Coast representative calling on 
better grade stores over 20 years; have 
line, desire another; diamonds, platinum 
or 14K goods; best of references. Ad- 
dress ‘‘K., 175,” care J C-K. 





SALESMAN, aggressive, following in 
Metropolitan territory New York, 
desires line with permanent future; 
will also consider good proposition 
to travel. Address “B., 381,” care 
J C-K. 





CALIFORNIA representative, resident of- 
fice, large following, open for tools, 
machines, material, etc., for Wwatch- 
makers and jewelers; interested only in 
reputable firm. Address “J., 367,” care 
J 





DIAMOND wholesaler and_ broker, 
Central West, interested in addi- 
tional sources for loose diamonds; 
also “promotional”? mounted dia- 
mond rings. Address “P., 322,” 
care J C-K. 





SAN FRANCISCO representative open 
for manufacturers’ merchandise, for 
domestic and export; 250 potential 
buyers; sold trade past 20 years. Chas. 
Grellmann, Mutual Blidg., San Fran- 
cisco, Calif. 








SALESMAN, with a large following in 
the Metropolitan area, now carry- 
ing a Swiss watch line, desires con- 
nection with progressive firm, to 
carry side line. Address “V., 378,” 
eare J C-K. 





CHICAGO representative with office, best 
location downtown, would consider ex- 
clusive jewelry or ophthalmic line; good 
connections; 200 potential customers: 
we a Address “L., 321,” care 
2 & 








SILVERWARE salesman, large Pacific 


Coast following amongst finer jew- 
elers and better stores, seeks repre- 
sent reputable manufacturer; avail- 
able immediately. D. C. Frank, 239 
S. Reeves, Beverly Hills, Calif. 





WEST COAST representative, resident of- 


fice, hundreds of accounts among jewel- 
ers, watchmakers and department stores, 
desires quality merchandise from man- 
ufacturer or reputable house; also zir- 
con jewelry; references; commission. 
Address “L., 368,” care J C-K. 








MANUFACTURERS’ agent with assis- 


tant, wants manufacturers’ lines; 
quality watches, attachments, 
mountings, gold and _ platinum, 
rings, jewelry, silverware, leather 
goods, findings; well established 
territory Denver West to Coast; re- 
tailers, chain and department stores, 
jobbers; over 20 years successful 
selling and jewelry experience; ref- 
erences furnished. Address “F., 
308,” care J C-K. 





MANUFACTURERS’ 





representatives ; 
three experienced, seasoned Western 
salesmen, with excellent following and 
references now covering 10 Western 
States, seek strong jewelry lines to 
represent; experienced with and prefer 
selling diamonds and precious stones, 
mounted or loose, advertised watches or 
clocks and fine gold jewelry; will repre- 
sent only strong non-conflicting lines; 
plan to open San Francisco office soon ; 
each travel by car; will call regularly 
on all well-rated jewelers assuring am- 
ple and first class representation for our 
lines. Address “F., 356,” care J C-K. 





Side Lines 





SALESMAN to carry side line of 14K 





wedding rings, sets, combination colors, 
and set with rubies; commission; refer- 
ences. Address “H., 389,” care J C-K. 





SIDE line salesman wanted to carry popu- 


lar priced Swiss watches; state full par- 
ticulars, including territory desired; in- 
formation confidential. Address “‘J., 
266,”’ care J C-K. 





COMPLETE manufacturer’s line gold 


wedding rings; we have established 
following and opening on West Coast 
for experienced man; commission basis. 
Address “D., 114,” care J C-K. 





SALESMAN, with retail store following, 


to carry fine line of gold wedding ring 
sets and ladies’ wide wedding rings; 
non-conflicting line permissible. Ad- 
dress “M., 319,” care J C-K. 





REPUTABLE manufacturer of indi- 


vidually designed gold and platinum 
jewelry, comprehensive line, de- 
sires resident salesman for top re- 
tail trade in Eastern States. Ad- 
dress “D., 424,” care J C-K. 





SALESMAN, with jewelry store follow- 


ing, to carry an exclusive hand turned, 
genuine alligator watch strap; put up 
in a distinguished velvet display ; West, 
Midwest, South open. Address “A., 357,” 
care J C-K. 








(Continued on page 326) 
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SIDE LINES—Continued 





(Continued from page $25) 





MANUFACTURER, long established, 
desires a salesman to carry as a side 
line, to the better retail stores in 
the Middlewest, a very fine line of 
ladies’ and men’s 14k gold jewelry. 
Address “O., 371,” care J C-K. 





EXPERIENCED salesman, calling on re- 
tailers in Metropolitan and adjoining 
areas, for manufacturer of 14K gold 
jewelry; straight commission basis; 
e full details. Address “L., 54,” care 





NEW YORK manufacturer of popular 
priced platinum ring mountings, estab- 
lished 22 years, has a side line for a 
salesman, with good retail following, in 
the New England States. Address “G., 
387,” care J C-K. 





ATTENTION, salesmen; would you Hke 
to increase your income; you can do 
it with a single tray of our ladies’ fast 
selling zircon rings; many territories 
open ; please state all details first letter. 
Address “E., 261,” care J C-K. 





SALESMEN desired by jewelry firm; sev- 
eral top nationally accepted gold ring 
lines available for the retail trade; lib- 
eral commission; state trade references. 
Jascoth Jewelry Co., 4 Hanover Square, 
New York 5, N. Y. 





MANUFACTURER, long established, 
desires salesman with permanent 
office in California, to carry as a side 
line, to the better stores on the 
Pacific Coast, a very fine line of 
ladies’ and men’s 14k gold jewelry. 
Address “*M., 370,” care J C-K. 





SSTABLISHED territories in New York 
State, Chicago, Middle West, and Paci- 
fic Coast now open for men to carry a 
side line of fine sterling silver jewelry, 
calling on the better jewelers and de- 
partment stores; write details and ref- 
erences. Address “M., 339,” care J C-K. 





SALESMAN wanted, by manufacturer of 
ladies’ and gents’ 10K and 14K gold 
stone rings, diamond mountings, 
crosses ; on commission basis; men 
with experience among jobbers, for New 
York; also man for Chicago; give full 
details. Address “F, 116,” care J C-K. 





SALESMEN wanted with own following 
for sterling silver, gold filled, and solid 
gold jewelry, on commission basis; 
write giving full particulars; all infor- 
mation held in strictest confidence. Ad- 
dress, Standard Merchandising Corp., 15 
Maiden Lane, New York 7, N. Y. 





NEW YORK wholesaler, specializing in 
watch bands and straps, has several 
territories open, as side line, for sales- 
men with following; high commission; 
state lines now carrying, territory de- 
sired and references. Address “B., 350,” 
Care J C-K. 





SALESMEN with following among jewel- 
er, gift, department stores, wanted by 
pearl manufacturer, trade mark, _ to 
carry his strong competitive, attractive 
line as side line; 12 per cent commis- 
sion: state territory and references. Ad- 
dress “T., 405,” care J C-K. 





WATCH salesmen, for complete popular 
priced watch line containing all the 
newest style watches and novelty 
watches; write, giving territory and 


other experience; we would not be ad-— 


verse to men carrying non-competitive 
lines. Address ‘“‘C., 254,’’ care J C-K. 








> ee 


SALESMAN wanted, calling on wholesale 
watch companies in the Midwest, to 
carry side line of fine rhinestone watch 
cases; experienced man only; commis- 
sion basis; state references and ex- 
perience; good opportunity. Victory 
Novelty Co., 239 Fourth Ave., New York 
City 3. 





SALESMEN; one for Pacific Coast 
and one for Middle West, to carry 
manufacturer’s line of high grade 
14k chains, bracelets, men’s jewelry, 
lockets and novelties; our line goes 
to the finest retail trade; give com- 
plete information as to lines now 
carried; references. Address ‘M.., 


396,” care J C-K. 








SALESMEN wanted by manufacturer of 
new line of sterling silver table acces- 
sories, nationally advertised and al- 
ready favorably accepted by leading 
jewelry and department stores through- 
out the country; must have successful 
following among silverware buyers; 
good territories open; commission basis. 
Address “N., 1253,” care J C-K. 








SALESMAN: traveling from Denver West 
to the Pacific Coast, with a following 
among jobbers and wholesalers, to rep- 
resent a manufacturer, with a first class 
line of ladies’ 14K mountings, bridal 
sets, dinner rings and two and three 
stone rings; we have a good line for the 
right man. Address “C., 281,’’ care J 
C-K. 


—— a ee ee _ _ +--+ 


EXCELLENT sterling silver line of hand 
wrought serving pieces, well priced, sure 
re-orders; established manufacturing 
firm now expanding to all territories ex- 
cept New England, desires men with 
good silver contacts and a non-conflict- 
ing line; immediate to 10 day de- 
liveries; please state experience, terri- 
tory, and full particulars; top commis- 
sion. Address “A., 348,” care J C-K. 








SALESMEN: nationally know _ con- 
cern offers profitable complete side 
lines of popular priced diamond 
rings and engraved wedding rings to 
men with established retail follow- 
ing; some territories still open; 
your inquiries treated with utmost 
confidence; give full particulars in 
first letter; our salesmen know of 
this ad. Address “M., 127.” care 
J C-K. 





MANUFACTURER wants experienced 
salesmen with large following 
among retailers, credit stores and 
chains, to sell an outstanding line 
of gold-filled watch bands; this line 
is designed for volume business, and 
pays very high commissions; write 
us fully about your past experience, 
and let us know what lines you now 
carry. Address “M., 178,” care 


J C-K. 








WATCH salesman, experienced, i 
represent old established importer 
with complete and modern Swiss 
watch line in Texas, Louisiana, Ay. 
kansas, New Mexico and surround. 
ing areas; only man with following 
capable of doing big job need ap- 
ply; no objection to non-conflicting 
side lines; references and full par. 
ticulars in first letter. Address om 


422,” care J C-K. 





EXPERIENCED watch salesman, with 
following, to represent long estab. 
lished watch importer with com. 
plete well-known and_ up-to-date 
Swiss watch line in California, Ore. 
gon and Washington; we have the 
right line for capable man who can 
do good job; no objection to non. 
conflicting side line; full particulars 
in first letter. Address “B., 421.” 
care J C-K. 





ee 


MANUFACTURER of popular priced 
line of 14k earrings for pierced and 
non-pierced ears, wants two sales- 
men calling on the better retail 
and department stores; one man to 
cover the city of St. Louis, Mo. and 
vicinity and one man covering the 
city of San Francisco, Calif. and 
vicinity; should average from $100 
to $150 per week commission; best 
references required. Address “T,, 


223,” care J C-K. 








Help Wanted 


oes 





—_-~- ---- = ag 





WANTED: two A-1 watchmakers; per- 
centage basis only. Address ‘T., 1460,” 
care J C-K. 





WANTED: A-1 jeweler, who can repair 
and set stones. Address “V., 1441,” 
care J C-K. 





JEWELER on _ special order work, in 
platinum and gold; $2 per hour and 
bonus. Address “V., 290,” care J C-K. 





WANTED salesman for credit jewelty 
store, in Eastern Pennsylvania: give 
complete background in first letter. Ad- 
dress “F., 284,” care J C-K. 


—— 





WATCHMAKER, young, single man; good 
opportunity in pleasant, progressive 
store; city in Northwest Iowa. Address 
—-. 377,” care J C-k. 








SALESMAN to carry line of well priced 
wrist watches directly from importers. 
established Los Angeles. Address “E., 
854," care J C-K 


a 





MANAGER-salesman for high type credit 
store; must be experienced top man, 
excellent opportunity. Brown’s Jewel- 
ers, 395 Main St., Stamford, Conn. 


——_—_— 





WANTED, first class watchmaker; per- 
manent position; wanted immed! 
ately; $100 weekly. Wire, Phillip’s 
Bros., Lynchburg, Va. Send refer- 
ences. 
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TCHMAKER, experienced, with Wis- 
happen license; pleasant working condi- 
tions; top salary; permanent position. 
Blum’s Jewelers, 128 State St., Madi- 


son 3, Wis. 

napa ce aoe 

ENGRAVER, must be good ; trade shop 
experience; salary $1.50 per hour; 
more if worthy. Lowell G. Hays, 
701 Farnsworth Bldg., Memphis, 
Tenn. 











WANTED: experienced salesmen; Swiss 
watch importer; all territories open ; 
drawing and commission; give full in- 
formation in first letter. Address “K., 
1286,” care J C-K. 





—_—_—_——-- 


YOUNG LADY, experienced in watch 
import line, capable of handling all de- 
tails regarding movements, dials and 
cases, must have good references. Ad- 
dress “P., 372,” care J C-K. 








FIRST class watchmaker wanted; prefer 
one who can do plain engraving, to fill 
permanent position in leading jewelry 
store; small city New York State. Ad- 
dress “H., 366,” care J C-K. 








SALESMAN wanted to carry a line of 
10K and 14K gold rings; no objection 
to side line; Midwest territory; com- 
mission basis. Address “A., 334,” care 
J C-K. 








SALESMAN, experienced, wanted by 
wholesaler of many nationally known 
lines, to travel in Pennsylvania, Dela- 
ware, Maryland and Virginia. Address 
“E., 364,” care J C-K. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address “J., 4321,” care J C-K. 





JEWELRY engraver and chaser, for a 
medium size shop; state experience, 
married, or single, and where in the 
past employed, in first letter. Address 
"O., 292,” care J C-K 





WATCHMAKER’S helper to work in re- 
tail jewelry store with an _ excellent 
watchmaker; must have some experi- 
ence; references required. Ben Right- 
hand, 1611 Union St., Schenectady, N. Y. 





SALESMAN, experienced, wanted by 
wholesaler of many nationally known 
lines to travel in Pennsylvania, West 
Virginia, Virginia and North Carolina. 
Address “G., 363,” care J C-K. 





WANTED, first class jeweler and diamond 
fitter with trade shop experience; state 
Salary, age and experience in first let- 
ter. E. M. Davis, 207% W. Sycamore 
St., Greensboro, N. C. 





ASSISTANT manager, retail jewelry store 
in large Middle West city; excellent 
salary and bonus; write stating age, ex- 
perience and references. Address “N., 
338,” care J C-K. 








SALESMAN, with following, to represent 
wholesale optician’s line of quality op- 
tical Supplies and sun glasses as main 
or side line; state details; confidential. 
Address “G., 263,” care J C-K. 


——— 


WANTED, watchmaker: must be first 
class; excellent working conditions; top 
salary; can furnish living quarters; 
permanent job; give references. Gross 
Jewelers, Fargo, N. D. P. O. Box 887. 





SALESMAN, with 





WILL pay up to $400 to begin, for very 


aggressive, dependable, credit jewelry 
store worker; brand new, very modern 
store; give details, past employment, 
etc. Apply, P. O. Box 31, Mobile, Ala. 





SALESMAN wanted by manufacturer to 
carry better line of 14K single stone 
mountings and matching wedding bands 
for wholesale trade, on West Coast only. 
Address “L., 336,” care J C-K. 





DIAMOND wholesaler to carry dia- 
mond line from manufacturers, 
cutting from quarters to carat sizes; 
only rated firms or with high class 
references. Address “C., 113,” care 


J C-K. 





WANTED, man experienced, capable tak- 
ing complete charge service department, 
long established watch importer; good 
opportunity to qualified party; write 
full details. Address “D., 259,” care J 





WANTED, first class jeweler and 
engraver, combination man _ prefer- 
red; air-conditioned shop; top sal- 
ary; permanent position with old 
established firm in Arkansas. Ad- 
dress “R., 1113,” care J C-K. 





WANTED manager for small credit 
jewelry store, in suburban Philadel- 
phia; state full qualifications and sal- 
ary expected in first letter; excellent 
chance for advancement. Address “G., 
285," care J C-K, 





MANAGER: manager and salesman 
wanted for pre-war chain credit jeweler, 
in Tennessee; give full information in 
first letter. Jacobs-Rone Jewelry Stores, 
1130 Third National Bank Bldg., Nash- 
ville, Tenn. 





SALESMAN, for long established nation- 
ally advertised Swiss watch line, to cal] 
on retail jewelers and department 
stores in Southern and Southwestern 
States; write all details. Address “‘C., 
352,”’ care J C-K, 





WATCHMAKER; must be first class: 


must understand close timing on 
Watchmaster; permanent; better class 
of work; right salary to qualified man. 
Ernest Burk, Inc., 614 13th St., N.W., 
Washington 5, D. C. 





WANTED, jeweler, stone-setter, engraver 
and watchmaker, combination man if 
possible; would lease or sell first class 
manufacturing jewelers shop. Phone or 
write, Cohenour Jewelers, 299 N. 3rd 
St., Muskogee, Okla. 





JEWELRY salesman wanted, on a strict- 


ly commission basis; wedding rings, 
mountings and emblems; quick selling 
line; good commission; to cover the 
States of Illinois, Iowa and Wisconsin. 
Address ‘“T., 298,” care J C-K. 





SALESMAN wanted, West Coast, to carry 
highly successful line of solid gold 
jewelry; must have following among 
better type stores; commission basis; 
state experience and references. Ad- 
dress “V., 406,” care J C-K. 





BUYER to have full charge of sterling 
silver flatware and hollowware depart- 
ment; must have experience in selling; 
good opportunity for good salary. Rost 
Jewelry Co., 25 N. Illinois St., Indian- 
apolis, Ind. 





established trade, 
wanted to handle ring and mounting 
line; no objection to handling non-con- 
flicting other lines; give full details in 
first letter, including territory desired. 
Address “V., 1485,” care J C-K. 





SALESMAN; excellent opportunity; ex- 
perienced diamond man with following: 
travel, drawing; fine complete line 
platinum diamond rings; write full de- 
tails; confidential. Bee-Ess Jewelry, 
Inc., 55 W. 42nd St., New York. 





JEWELRY chain store organization, with 
headquarters in New York, desires man 
with jewelry store experience to work 
out of New York office, in merchandis- 
ing and accounting matters; state ex- 
perience. Address “M., 9,’’ care J C-K. 





MANAGER; new jewelry store in heart 
of Cincinnati desires competent man; 
100% location; excellent proposition; 
no connection with any local store; al 
replies confidential. Address “L., 8,” 
care J C-K. 





EXCELLENT, long established terri- 
tory in Texas, Oklahoma and ad- 
jacent States, with our complete 
ring and mounting line, offers an 
unusual opportunity for a capable 
salesman. Goodman & Co., 42 W. 
Washington St., Indianapolis 4, Ind. 





SALESMAN wanted, with following in 
South and Mid-west, for manufacturer 
of original watch cases and bracelets, 
in 14K gold; to be set with diamonds; 
constant supply of new styles; good op- 
portunity for right man. Address “F., 
262,” care J C-K. 





WANTED, managers, credit managers 
and advertising man; we have both 
large and small stores and can place 
you, commensurate with your abil- 
ity; send full particulars with first 
letter. Duval Jewelry Co., 111 Main 
St., Jacksonville, Fla. 





TWO salesmen wanted, preferably men 
who are in business for themselves, 
handling either diamond mountings or 
watches; one for the Middle West and 
one for the East, except New York City 
and New England. Brod & Co., 30 
Beecher St., Newark 2, N. J. 





MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, 617 Wyandotte. 
Dept. C, Kansas City 6, Mo. 





SALESMAN, with following in Middle 
West, to represent well known manu- 
facturer of fine platinum and gold 
rings, watch cases and attachments: 
firm now has over 200 active accounts 
in this territory. Address “F., 362,” 
care J C-K. 





WATCH salesman, traveling Southern 
States, for popular price wrist watch 
line; must have following with bet- 
ter jewelers and department stores; 
no objection to non-conflicting lines; 
commission basis. Address ‘“W.., 


332.” care J C-K. 





SALESMAN, for high grade jewelry and 
watch lines; traveling by car, experi- 
enced, aggressive, references; with re- 
tail following, covering New York, 
Pennsylvania, Ohio, Michigan, Illinois; 
ee Address “A., 5880,” care 





(Continued on page $28) 
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Continued from page ($27) 





SALESMAN desired for representation 
of a nationally known ring house, 
for territory from Denver West; in 
making reply, which will be treated 
confidentially, please state past ex- 
perience and all other essential de- 
tails. Address “N., 320.” care J C-K. 





SALESMAN wanted, to carry a popular 
priced manufacturers’ line of sterling 
cigarette cases, for the trade, with of- 
fice in Chicago; to cover the West and 
Middle West, on commission basis. 
Eagle Silver Co., 46 Clifford St., Provi- 
dence, R. I. 





MATERIAL man; an excellent opportu- 
nity is offered an experienced watch 
material man, in a well established con- 
cern, now expanding; salary and bonus 
commensurate with ability; all letters 
held in strict confidence. Colman Bros., 
Schofield Bldg., Cleveland, Ohio. 





EXPERIENCED salesman, calling on 
Pacific Coast trade, to represent well 
known manufacturer of fine platinum 
and gold rings, watch cases and attach- 
ments; firm now has 300 active ac- 
counts in this territory. Address “D., 
361,” care J C-K. 





JEWELER, good mechanic, capable of 
taking charge in the manufacturing of 
a better line of jewelry; position pays 
salary and participation of profits; 
good location and a wonderful oppor- 
tunity. Reply in detail to, “Q., 291,” 
care J C-K. 








JEWELRY salesman wanted on a strictly 
commission basis ; wedding rings, 
mountings and emblems; quick selling 
line; good commission; to cover the 
States of Pennsylvania, Virginia and 
— Address “V., 297,” care 





EXPERT watchmakers to work for New 
Orleans’ leading jewelers; permanent 
positions in air-conditioned, modern 
workshop; our watchmakers earn from 
$100 to $150 per week. Write, wire or 
phone, Adler’s, 722 Canal St., New Or- 
leans, La. 





WANTED watchmaker, 
tunity for a watchmaker; percentage 
proposition; permanent position; good 
working conditions; present watch- 
makers earning from $75 to $100 week- 
ly. Jacobs Jewelry Co., 1130 Third 
National Bank Bldg., Nashville, Tenn. 


excellent oppor- 





JEWELRY wholesaler wants traveling 
salesman to carry’ excellent line; 
straight 10% commission paid; gives 
man chance to make excellent money: 
all right for man to also carry side line 
of his own or other firms. Address “L., 
5148,” care J C-K. 





SALESMAN, experienced, wanted by 
rated New York novelty, jewelry whole- 
saler; powerful low and medium priced 
line; several territories, also Metro- 
politan New York open; drawing 
against commission; car allowance. Ad- 
dress “B., 160,” care J C-K. 





JEWELRY salesman; must be thoroughly 
familiar with high quality diamonds 
and watches, fully capable of handling 
watch and diamond customers; position 
pays well and good opportunity to ener- 
getic salesman. Rost Jewelry Co., 25 N. 
Iilinois St., Indianapolis, Ind. 


,’ 























MANUFACTURER of outstanding 10k 
ring line desires experienced sales- 
man calling on retail trade, with 
following in Southeast; other terri- 
tories open; no objection to one 
non-conflicting line; straight com- 
mission. Address “G., 83,” care 


J C-K. 





MANUFACTURER of new designs plat- 
inum mountings, seeks experienced 
salesmen to sell jobbers and large credit 
chains, on commission basis; give ref- 
erences and particulars in first letter: 
all territories available, except New 
ie City. Address “T., 274,” care 
J C-K. 





MANAGER to take complete respon- 
sibility; large chain organization 
with unlimited opportunity to pro- 
gress; permanent position; liberal 
salary and share of profits; give 
complete details in first letter; 
replies confidential. Address “D., 
73,”’ care J C-K. 





WANTED, head watchmaker; good on 
RR. and small work; must be well ex- 
perienced and furnish first class refer- 
ence; position permanent; living quar- 
ters available; state full qualifications 
and salary you are capable of earning 
in first letter. Address P. O. Box 589, 
Williamson, W. Va. 





JEWELRY foreman, first class model- 
maker ring mountings, accustomed 
to doing fine work; able to super- 
vise production jewelers, for a large 
and old established New York manu- 
facturer; high salary and bonus for 
man with proper qualifications. Ad- 


dress “D., 353,” care J C-K. 





A-1 WATCHMAKER wanted; must be 
capable of taking complete charge of 
repair department in fine modern store 
where good workmanship is appre- 
ciated; European trained or gradu- 
ate of fine American school preferred ; 
state salary and references in first 
letter. Desjardins, Manchester, N. H. 





EXPERIENCED traveling § salesmen 
with good following and jobbers, to 
handle a very fine line of custom 


made watch straps; recognized 
products; guaranteed _ territorial 
rights; state territories covered. 


Jack Kreuter Co., 516 Fifth Ave., 
New York 18, N. Y. 





MANUFACTURER’S representatives; na- 
tionally advertised well established line 
of ladies’ and men’s leather and metal 
watch bands; only those established 
with better jewelry and department 
stores, carrying another top line, need 
apply; several territories open. Address 
“T., 327,” care J C-K, 





must have ability to 
supervise and instruct in addition to 
meeting customers, and must be ex- 
perienced in casting, capable of taking 
complete charge of shop; position per- 
manent, in Cleveland; send full particu- 
lars as to ability and experience in first 
letter; state salary expected. Address 
“C., 430,” care J C-K. 


SHOP foreman: 
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THIS ain’t no joke; we want Salesmen 
who have wings on their feet insteaq of 
lead in their pants, and while we have 
no pensions to offer we do think they 
can easily earn coffee and cake; baby 
sitters need not apply ; territories open 
South, Southwest, Eastern Coast and 
New England. Spear & Susskind, Proyj. 
dence, R. I 





$$ 


A-1 watchmaker wanted; must be capa- 
ble of taking complete charge of re. 
pair department in fine, modern store 
where good workmanship is appregj-. 
ated; should have at least five years 
or more experience; state salary and 
references in first letter; this position 
is near Reading, Pa. Address “B., 70,” 
care J C-K. 








SALESMAN wanted; experienced men to 
handle important additional line of mar. 
casite jewelry; exclusive territories in 
South, Middle Atlantic, Southwest, Mid- 
dle West, New England; see advertise- 
ment page 257; write lines carried and 
experience resume to, Bertram B. Wal- 
len, Washington Square Building, Phila. 
delphia 6, Pa. 





WATCHMAKER of good caharacter and 
ability for front; man must be able to 
sell, repair work, make prices, be polite 
to customers and see all work in run- 
ning condition before giving out; old, 
established retail firm; we have a good 
shop, good clientele; good wages and 
good living conditions, in Washington 
State. Address “V., 343,’’ care J C-K. 


_——__.. 





SALESMEN for New England, Delaware, 
Maryland, Virginia, West Virginia, Ala- 
bama, Louisiana, Mississippi, Tennessee, 
Iowa, Minnesota, Nebraska, North Da- 
kota and South Dakota, with following 
in jewelry, gift, department stores; fine 
line silver plated hollowware; commis- 
sion basis. Address “W., 345,” care 


J C-K. 





SALESMEN, for Middle West, also 
East Coast; established following 
with retail jewelers; successful back- 
ground assures lucrative earnings 
with complete diamond jewelry 
line; see advertisement on another 
page this issue of Circular; state 
qualifications, experience; replies 
confidential. Seidman & Co., 31 
W. 47th St., New York 19, N. Y. 





WANTED, experienced die sinker or steel 
engraver, to cut hobs and clean up dies 
after dies have been cut on Gorton Pan- 
tograph Engraving machine; we can 
also use one more apprentice steel] en- 
eraver, with one or more years’ exper- 
ience; plenty of work and a _ steady 
job for the right man. The D. L. Auld 
Co., Fifth Ave. and Fifth St., Columbus, 


Ohio. 


ee 





SALESMEN, calling on retail jewelers 
and department stores in South and 
Middle West, to sell an exception- 
ally attractive line of watches; only 
men with following among jewelers 
and having real selling ability need 
apply; all details, including past 
experience in first letter. Charlin 
Watch Co., Empire State Building, 
350 Fifth Ave., New York, N. Y. 








SALESMEN wanted to carry high class 
line of gold and platinum wedding rings 
for old established house; liberal com- 
mission and exclusive territories in 
South, Coast and Middle West, selling 
principally to better class retail jewelry 
stores; only those who have the right 
connections and can produce results 
should apply. Address “K., 369,’ care 
J C-K, 


tt 
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SILVER plated hollowware ; salesmen 
wanted by manufacturer of popular- 
priced quality line, must be experienced. 
with following among department stores, 
jewelers, gift shops, etc.; highest com- 
missions; wonderful opportunity for 
producers, productive territories. Write 
fully; all replies confidential. Address 
Pp ©. Rox 365, Church St. 8, New York 


City. 


SALESMEN wanted; large New York 
diamond cutting firm and diamond im- 
porter, is seeking salesmen with follow- 
ing among jewelry manufacturers, to 
carry unmounted diamonds, from one 
point and up; State reference, age, ter- 
ritory covered; prefer residents of their 
respective territories; all replies will be 
he'd in strict confidence. Address “A., 
soa,” eare J C-R. 


REPRESENTATIVE with good following 
among jobbers to represent manufac- 
turer of outstanding new and entirely 
different combination cigarette case and 
automatic lighter; proven best seller. 
resulting in regular reorders from es- 
tablished distributors; excellent earn- 
ings assured right man; state territory 
covered; give references in first letter. 
Address “A., 400,’ care J C-K. 


FUTURE managers: are you now a 
salesman or assistant manager and 
feel you can take complete charge 
of an installment jewelry store; we 
want several men who would be 
willing to prove to us they have the 
necessary ability; large chain organ- 
ization with real opportunities, tell 
us in your first letter all about your- 








self; replies confidential. Address 
“E.. 72." care J C-K. 
MANUFACTURER wants _ experienced 


salesman, with car, to call on retail 
jewelry stores with delivery line of 
ladies’ and gents’ 14k and 10k birth 
stone rings, diamond rings and wed- 
ding rings, also 14k crosses; on com- 
mission; Chicago, vicinity; and _ sales- 
man for San Francisco; other terri- 
tories open; no objection to carrying 
non-conflicting lines; give full particu- 
lars. Address “P., 92,” care J C-K 





SALESMAN, to represent manufacturer 
of high grade tailored diamond rines 
and mountings, and special order crea- 
tions in gold and platinum; the line is 
complete and_ distinctive; may be 
carried exclusively or as a side line on 
Straight high commission basis; cata- 
logue coverage and credit given; sales- 
man must have following amongst bet- 
ter retailers; territory except Ohio, 
open. Address ‘‘A., 429,” eare J C-K. 


MANAGER, Dayton, Ohio, largest pawn- 
broking establishment in city ; two large 
combined stores in 100% location, con- 
sisting of jewelry store and sporting 
goods, clothing store; owner must be 
in New York and seeks aggressive ex- 
Perienced operator who can take com- 
plete charge and do a bang-up job of 
promotion ; salary, bonus, share of prof- 
its; life time opportunity for right man. 
Address “C., 413,” care J C-K. 





| SALESMAN, jewelry; nationally adver- 
| tised manufacturer, quality better 
| class tailored costume jewelry, 
| known nationally, established ac- 
| counts; exceptional opportunity for 
| top notch man with following in de- 
| partment and better jewelry stores; 
Pennsylvania, New York, Mid-west, 
and Northwest territories exclusive; 
drawing against commission; reply 
confidential. Address “H.. 5302.” 
eare J C-K. 








TOP salesman or local representative 
desired to represent well known 
West Coast manufacturer of dis- 
tinctive gold jewelry, ladies’ rings, 
watch bracelets, chokers, etc.; terri- 
tories: East Coast, including New 
York City; Midwest, including Chi- 
cago; commission basis; no objec- 
tion to non-conflicting side line; 
give complete history in first letter; 
all replies confidential. Address 
“Y.. 408." care J C-K. 








SALESMEN wanted; Pacific coast and 
Southern territories, including 
Texas; manufacturers of complete 
line of fine gold jewelry and dia- 
mond rings, with established distri- 
bution among better stores, require 
services of experienced salesmen 
who have traveled these territories; 
capable men with successful back- 
ground desired; give details in first 
letter; all replies confidential. Ad- 


dress “B., 1498.” care J C-K. 








SALESMEN wanted, to represent man- 
ufacturer of fine diamond platinum 
jewelry, throughout the United 
States; want experienced salesmen 
with established following among 
retail jewelers; excellent opportu- 
nity for men with established trade 
and good following; old established 
firm; good opportunity for right 
parties; all correspondence strictly 
confidential. S. Frackman & Sons, 
Inec., 545 Fifth Ave., New York 71. 
N. Y. 





SALESMAN wanted; by manufacturing 
wholesale jeweler, with established 
clientele among first and second rated 
jewelers throughout Oregon, Washing- 
ton, Wyoming, Colorado, Idaho, Utah; 
preferably one who travels by automo- 
bile, to carry complete line of ladies’ 
and gent’s solid gold stone rings, signet 
rings, mountings, crosses, pendants, 
cameos, brooches and baby rings: 
straight commission; no objection to 
carrying another non-conflicting line. 
Address “J., 48,’’ care J C-K. 








| 


| SALESMEN wanted by large manu- 
| facturer, to carry an entirely new 
| line of _gold-filled watch bands; 
| styled and packaged beautifully and 
| backed by national advertising and 
| complete sales promotion plan; only 
| experienced, aggressive men with 
established following in the retail 
jewelry trade need apply; unusually 
high commission; drawing account 
and bonus arrangement to high pro- 
ducers; reply in full detail to “‘N., 
179.” care J C-K. 





tail jewelry, gift, department and 
appliance stores, representing large 
national distributor in select Mid- 
western or New England territories ; 
must have good following and own 
ear; only men accustomed to earn- 
ing over $7,000 annually need ap- 
ply; write fully stating age, experi- 
ence and qualifications; all replies 
confidential. Address, Mr. Leonard 
Luria care L. Luria & Son, Ine., 
160 Fifth Ave.. New York 10, N. Y. 


| SALESMEN; top grade; to call on re- 
| 
| 








FEINSTEIN Bros., 5 S. Wabash Ave., 
Chicago, Ill., Los Angeles office, 220 W. 
Fifth St.; salesmen wanted with estab- 
lished following among retail jewelers 
and department stores, to represent out- 

standing watch material and supply 

house in business for 23 years; com- 
plete lines of watches, diamonds, solid 
gold rings, clocks, tools, better jewelry, 

J-B bracelets; distributors of watch 

cases and other nationally advertised 

merchandise; excellent opportunity for 

the right man; open territories Mid- 

west, West, South and Central States. 








SALES executive wanted; established 
manufacturer of watch bands seeks 
the services of a progressive watch 
band executive for their sales divi- 
sion; this man should be acquainted 
with modern trends in design; he 
should have a personal acquaintance 
with American watch manufacturers 
and Swiss watch importers; this is 
a splendid opportunity, and_ re- 
muneration will be based on your 
qualifications; all replies will be 
held in strictest confidence. Address 
“P.. 180." care J C-K. 














OPENING now, or early part of 1948, 
for energetic, progressive, experienced 
jewelry man, with growing jewelry con- 
cern in North Carolina, as manager for 
large jewelry store and supervise two 
others within short radius; must have 
full managerial experience and ca- 
pabilities with complete knowledge of 
merchandising, window trimming, ad- 
vertising, creative ideas, etc.; Wwon- 
derful opportunity for right party will- 
ing to work and progress; kindly state 
full particulars as to age, experience, 
references, ete., in first letter. Address 
“A 13881." care J C-K. 











CAPABLE retail salesman is offered 
excellent position; old established 
retail jewelry firm, in the heart of 
downtown Portland, Oregon, is de- 
sirous of locating a capable, high 
class salesman for diamonds, watches 
and high grade popular priced jew- 
elry; we are offering a permanent 
position with possibilities surround- 
ing it that should appeal to anyone 
interested in future security; we 
want a man who is conscientious and 
whose initiative is better than aver- 
age; we will not consider anyone 
with less than 10 years selling ex- 
perience in diamonds; there will be 
no issue over salary for the right 
party, but he must be capable of 
earning it; applications will be held 
in strict confidence; reply stating 
age, marital status, giving complete 
history of experience. Address “B., 
301.” care J C-K. 








Continued on page (330) 
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merase a ON NOME 
For Sale 


Stores, Stocks and Businesses 

















(Continud from page 329) 





OLD established jewelry store; prefer 
man in 40’s; should be a general me- 
chanic; finances arranged for _ right 
party. Write “A., 250,” care J C-K. 





FOR SALE jewelry store located in a 
New England town of 6000 popula- 


tion, doing an excellent business; if 





interested write, “J., 330° care 
J C-K. 
UP-TO-DATE jewelry store in North 


Florida ; low rent; modern fixtures; all 
the work good watchmaker can do; ill 
health reason for selling. Address “R., 
270,” care J C-K. 





NICE jewelry store in Central Texas 
town 35,000 population ; ideal for watch- 
maker; reasonable rent; long time 
lease; price $10,000; reason for selling. 
Address “L., 394,” care J C-K. 





BEAUTIFUL modern jewelry store in 
heart of New York City; only name 
brand watches; wonderful for two 
people; about $15,000 cash _ will 
handle complete; low rent and 
lease. Address “R., 325,” care J C-K. 





CHICAGO jewelry store, established 57 
years; cash and credit; modern fix- 
tures; well advertised; doing over $70,- 
000 yearly ; owners retiring; good lease; 
price $40,000. Address “F., 386,” care 
J : 





JEWELRY store in eastern Wyoming; 
new fixtures; complete lines of nation- 
ally advertised brands; employ extra, 
full time watchmaker and sales girl; 
approximately $20,000. Address “E., 
283,” care J C-K. 





PAWNSHOP; 20% interest per month; 
good business, good location, good lease, 
low rent; license ready for transfer; 
immediate possession; for sale by own- 
er at low price. Uncle Abe’s Loan Co., 
303 W. 16th St., Cheyenne, Wyo. 





ONLY jewelry store in fastest growing 
town of 3,000 in Arizona; center of 
Dude Ranch and Winter resort area; 
low rent; good lease; good quotas 
all watches; very clean stock of ap- 
proximately $12,000, plus fixtures. 
Address “G., 309.” care J C-K. 





RETIRING; 35 years same location, S.W. 
Los Angeles; 1947 gross, $23,000; cash 
only ; terms would greatly increase vol- 
ume; leading national lines merchan- 
dise; good lease, also apartment avail- 
able; price $20,000. Address “S., 376,” 
eare J C-K. 





JEWELRY store, hottest location Holly- 
wood, Calif., Hollywood and Vine; clean 
stock, $18,500; modern new fixtures; 
rent $300 month, no percentage; store 
run by help; owner has other interests ; 
$12,500, plus inventory. 6317 MHolly- 
wood Blvd., Hollywood 28, Calif. 





RARE opportunity to buy a well paying, 
organized pawnbroking business, estab- 
lished 45 years; excellent selling loca- 
tion, situated on the main street; good 
lease; in New Jersey; retiring; cash 
required, $100,000. Address “D., 304,” 
care J C-K. 





A complete jewelry factory for sale, 
doing a fine job and holds great 
future promises; good reason for 
selling; purchaser should have a 
knowledge of manufacturing and a 
down payment of $75,000; when 
answering give details as to knowl- 
edge and responsibility, Address “‘L.. 
293,”’ care J C-K. 





FOR SALE, the opportunity of a lifetime 
for a watchmaker; small, air-condi- 
tioned jewelry store; plenty of watch 
repairs, very low overhead; medium 
sized North Carolina town, with large 
pay-roll; reason for selling, personal ; 
total cash price, $6,500; includes all 
fixtures, merchandise, lease. Address 
“C., 258,” care J C-K. 





FIVE thousand cash, will buy high grade 
jewelry store, sales and service conces- 
sion in wealthy Summer resort; aver- 
age population 12,000; no competition 
permitted; large store, cases, some 
stock; low rent; long lease; lovely sur- 
roundings to combine business and 
pleasure, two to six months season; in- 
vestigate this while available. Address 
“E., 256,” care J C-K. 





CASH jewelry store, western Pennsyl- 
vania busy town; population 60,000; 
established over quarter century; vol- 
ume around $45,000; could be doubled 
as credit store, or with optical depart- 
ment; large repair trade, and good 
business in fine jewelry; owner wishes 
to retire; price $25,000, according to 
inventory at time of sale. Address “D., 
255,” care J C-K. 





JEWELRY store, established 10 years, in 
Southern California leading industrial 
center, near Los Angeles; clean up-to- 
date stock, newly remodeled, enlarged 
and modernized light maple fixtures; 
gift shop, radio and appliance depart- 
ment; 20 foot front; well advertised 
cash and credit business; good lease; 
$50,000 will handle, or reduce to suit. 
Address, M. Rhein, 827 W. 43rd St., 
Los Angeles, Calif. 





A wonderful opportunity; established 
jewelry store located on the main 
street in a 100% block, in Los An- 
geles County; the town is rated in 
the top 10 cities’ business volume, 
in California; doing $50,000, per 
year in addition to accounts receiv- 
able; inventory approximately $25.,- 
000, all clean; retiring because of 
ill health; must have all cash for 
quick sale. Write ““Owner, A., 279,” 
care J C-K. 





JEWELRY store, established 23 years in 
Southern California leading industrial 
center, near Los Angeles; wonderful op- 
portunity for chain or individual; clean, 
up-to-date stock; carrying nationally 
advertised merchandise; well adver- 
tised cash and credit business; room for 
optician; good lease; dissolving part- 
nership; $60,000 will handle; two bed- 
room apartment for buyers. Address, M. 
Glass, 215 W. 5th St., Room 1210, Los 
Angeles, Calif. 





FOR SALE small established jewelry 
store in growing East Coast Florida 
town; plenty watch repairing; idea] 
for couple to operate; sales around 
$15,000 per year and growing each 
year; stock consists of gold filled 
and solid gold jewelry, silverware 
nationally advertised diamonds. 
low rent; priced at a bargain, $3, 
000 cash; no forced sale; owner 
wishes to retire. Address “B., 280.” 
care J C-K. 





FOR SALE, jewelry store Southeast 
Kansas, population 11,000; ideal for 


man and wife; more work than cap 
handle; gross about $35,000 annually 
cash; could be doubled or more on 
credit business ; modern; no dead stock : 
good lease; inventory and good will 
$12,000; inventory almost that much; 
100% location; we own all fixtures, 
fluorescent lights, etc.; all goes; busi- 
ness increasing annually; lots trade 
territory; reason for selling, health: 
must go West; some tools and mate- 
rial go; no curiosity seekers. Address 
“M., 296,” care J C-K. 


For Sale 


Tools, Equipments 














ARCH CROWN celluloid and parch. 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey St., 
Newark 2, N. J. 





WATCHMAKER’S repair’ tools, lathe, 
parts, made in Switzerland; electric 
foot motor; watchmaker’s bench; sell 
to settle estate. Grace L. Hoffman, 25 
Davis Ave., New Rochelle, N. Y. 





ONE, 17 drawer round and fancy GS. 
crystal cabinet; about one and a half 
years old; has more crystals than a 
new cabinet; guaranteed to be satis- 
factory; price $125. C. O. Bennett, 701 
Court St., Lynchburg, Va. 








FOR SALE; bargain; three handsome 
modern jewelry wall cases, total 
length, 26 feet four inches, height 
seven feet one and one-half inches; 
four floor cases to match. Contact 
direct, Coles & Waller, 215 Sixth 
Ave. N., Nashville Tenn. 











JEWELERS’ display cards, jewelers’ dia- 
mond and watch guarantees, jewelers 
repair checks, jewelers’ deposit en- 
velopes with call checks; printed sup- 
plies of every description. Write for 
samples. Dauer Printing Company, 
Manufacturers, Printing, Engravers, 31 
East 22nd St., New York 10, N. Y. 
Algonquin 4-2174. We ship open ac- 
count, parcel post or express to any 
part of the United States. 


a_i 
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HANDIEST new tools for jewelers, 
watchmakers, engravers lapidarists; 
Tungsten carbide tipped engraver 
guaranteed to cut hardened steel 
balance staffs; long point for long 
life, $5; diamond laps 1” diameter 
to keep engraver sharp and to trim 
and shape precious stones (Diamond 
laps made up to 10” diameter, for 
fast production cutting), $10; pol- 
ishing laps for precious stones 534” 
diameter, $6.50; 10” diameter, $10; 
diamond lapidary drills 142 and 2 
mm., $6.50; diamond reamers (to 
drill fast and enlarge holes in onyx, 
jade, other precious and hard stones, 
and crystals), $6.50; diamond pen- 
cil and scriber (for marking any 
hard object) $3; diamond saws for 
sawing precious stones 1” to 10”, 
prices on request; all tools are great 
time savers and pay for themselves 
many times over in faster produc- 
tion; your check with order assures 
prompt delivery. Action Diamond 
Tool Co., 125 W. Hubbard St., Chi- 
cago 10, IIl. 











Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers‘ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, _ ete., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





—_= 


want to buy an established pawnshop, 
in Eastern or Central States. Address 
“R., 375," care J C-K. 





GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
stock; for details see our adver- 
tisement page 33. 





WANTED to buy, established jewelry 
Store in town of 8,000 population or 
larger; will pay cash; all information 
confidential. Walter MacDonald, 117 S. 
Anderson St., Elwood, Ind. 





AUCTIONS successfully and ethically 
conducted anywhere in the country; 
12 successful sales in 1947. Write 
or wire Maynard Levy, 5200 Black- 


stone Ave., Chicago 15. 


eee 





WANT to buy jewelry store in town over 
8000 population, in Southwestern 
States; all cash; lease and location 
orate Address “E., 307,” care 


_ EE 





es 


DOMINION-wide jewelry distributor 
would like to discuss the processing 
of imitation pearls in Canada with 
any United States’ manufacturers. 


Address “A, 347,” care J C-K. 





PARTNER wanted; jewelry salesman 
willing to travel, opportunity to connect 
with established sunglass and jewelry 
specialties house. Address “B., 335,” 
care J C-K. 


——_ tT _— —-——-- — -— 








COLMES' BROS., cash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade _ references. 18 
Tremont St., Boston, Mass. 





AUCTION with profits; auction sales 


conducted anywhere in the country; the 
finest bank and jewelers’ references 
furnished; stocks bought. Herman 
 artaeae 11 Midwood St., Brooklyn, 


- . 





AUCTIONEER; 12 successful sales 
conducted in 1947; firm names 
furnished on request; all corre- 
spondence strictly confidential. 
Anthony J. Gregory, 6956 N. Ash- 
land Ave., Chicago 26. 





WANTED to buy; established jewelry 
store in town of 10,000 or larger, Ohio- 
Western Pennsylvania area; submit 
necessary information in first letter; all 
information confidential. Address “D., 
383, care J C-K. 





YOUNG man with promotional jewelry 
experience, wants to buy established 
credit jewelry store in small indus- 
trial Eastern or Southern city; will 
pay a fair price for all assets; $35,- 
000 to invest; replies confidential. 


M. I. Pierce, Box 328, Madison N.C. 





SAMUEL GANSBERG will buy your 
surplus or entire stock and fixtures of 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write, 15-17 Maiden 
ere New York. Telephone, Rector 











AUCTIONEERS, with 30 years’ of lead- 
ership, for jewelers who care; sold for 
Feagans, Los Angeles; Ben Tipp, Seat- 
tle; Bunde & Upmeyer, Milwaukee; 
Pfeifer Bros., Little Rock; Haltom’s, 
Ft. Worth; two group auctions for St. 
Louis, leading jewelers; 10 auctions, 
two million dollars. America’s Foremost 
Jewelry Auctioneer, Thomas J. Faus- 
sett, Howell, Mich. 





WANT to buy, old established jewelry 
business in city, in South Georgia, 
South Alabama, or Florida; preferably 
on or near coast; around $25,000; want 
store with silver agencies or reputation 
good enough to obtain them; no borax 
type credit store considered; approxi- 
mately $25,000 to invest. Edgar B. 
Mlebash, 512 W. Walker, College Park, 
Ga. 





V. C. KELLEY and Associated Auction- 
eers; we are not a one-man organiza- 
tion; we have proven our ability by 
conducting the most sales and the out- 
standing sale of last year; we furnish 
two nationally known auctioneers for 
the one fee; you will be pleased with 
our modern and dignified method of 
selling; 20 years’ experience; the best 
of references. Wire or write, V. 4 
Kelley, 1841 Fourth Ave., N., Birming- 
ham, Ala. Formerly of Chicago, III. 


ARE YOU GOING out of business? |! 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; Write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
Nathan, 5 S. Wabash Ave., Chicago. 
Ill. Dearborn 1684. 





JEWELRY stores wanted; large chain. 


now operating 24 units, looking to pur- 
chase additional stores; will buy for 
cash, desirable individual or groups of 
stores doing volume of $75,000, or more 
per year, anywhere in the United 
States; we will pay a good price for 
your inventory, accounts’ receivable, 
good will, fixtures and lease, to con- 
tinue as a going business; we are a 
AAA-1 rated concern; all correspon- 
dence and inquiries will be held in 
strictest confidence. Write, wire or 
phone, M. J. Fisher, Markson Bros., 100 
Summer St., Boston, Mass. Hubbard 


2758. 





MR. JEWELER; if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices and 
which can be replaced for less today, 
let me show you how it can be done, 
with one of my dignified auctions; 
{ guarantee that there will be no 
loss and that your prestige will even 
be enhanced in your community; 
or if you want to sell your stock out- 
right, I will buy it at the highest 
price; write or wire for details; all 
correspondence strictly confidential; 
bank and trade references on re- 
quest. M. C. Maxwell, 1429 Board- 
walk, Atlantic City, N. J. 





WOULD you like to retire from busi- 
ness? If you were given a respon- 
sible guarantee that your stock ac- 
counts and fixtures would be sold for 
more than the wholesale cost; our 
service will secure a cash buyer for 
your store as it stands today as a go- 
ing concern; your good will and 
lease will sell for cash the same as 
your stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business; un- 
questioned bank references, also 
references from clients who have 
used our services recently; no store 
too large or small to use this ser- 
vice; write for competent appraisals 
and complete details without obli- 
gation. McRae & Shaw 168 N. 
Michigan Ave., Federal Life Insur- 
ance Bldg., Chicago, Ill. 








Continued on page (382) 
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Wanted to Purchase 


(Continued from page 3381) 





CHARMS, gold and platinum, from manu- 
facturer only, who does not sell to retail 
stores, wanted by wholesaler. Address 
“R., 393,” care J C-K. 





DIES wanted; want to buy used dies for 
making fancy silver flatware; give de- 
tails and price. Jeans Curio Shop, 
1287 Sixth Ave., New York 19, N. Y. 





JEWELRY store, in town of from 2,500 to 
25,000 population, preferably in Central 
Illinois, but will consider any Midwest 
location; must be priced reasonably. 
Address “D., 282,” care J C-K. 





WANTED Sloan and Chace gear cui- 
ting machines; prefer turret type 
escapement machines or similar; 
can use in nearly any condition; 
describe fully. R. D. Roberts. Box 
337A, Mundelein, Il. 





SILVERWARE, sterling or plated; we 
are in urgent need of old patterns in 
1847 and Community plate, not en- 
graved, also inactive or active sterling, 
engraved or not; have a waiting list 
for hundreds of patterns and am will- 
ing to pay for as merchandise and not 
as scrap. Vroman’s Silver Shop, 520 
W. 7th St., Los Angeles 14, Calif. 








Watch Work, etc., for 
the Trade 








—_———_--—-  -_ _- 
_ - << = —— -——$————— 


WATCH repairing for the trade; price 
list and reference upon request. M. J. 
Gallo, 922 N. Plum St., Lancaster, Pa. 





ONE week’s service; all watches timed 
on Watchmaster; reference and price 
list upon request. Gerace Jewelers, 
4243 Frankford Ave., Philadelphia, Pa. 





WE don’t guarantee a thing, but a good 
job on all your watch repair work. 
Exchange Watch Repair Co., 155 Canal 
St., Room 13, New York 13, N. Y. 





TRADE watch repairing; prices reason- 
able; work guaranteed and prompt ser- 
vice. G. Edward Fleisher, P. O. Box 
944, Lancaster, Pa. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice, Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





EXCEPTIOF® .LLY fine watch repair- 
ing by our staff of competent watch- 
makers; moderate prices; quality. 
efficiency, dependability. Harr Watch 
Repair Co., 2 E. 45th St., New York. 





DON’T take my word, ask my custom- 
ers; references, and prices on request: 
30 years’ experience. A. B. Tammen, 
Watchmaker, Room 814, 93-99 Nas- 
sau St., New York 7. 














WATCH repairing, for the discrimi- 
nating jeweler only one week’s ser- 
vice; specializing in mail orders. 
Max Kinberg & Sons, 1910 Arthur 
Ave., New York, N. Y. Lu 3-5865. 


CAREFUL, honest watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York City. 
Phone Bryant 9-5065. 








CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





RELIABLE repairs reasonable, on Swiss 
and American watches, crystals, clean- 
ing, staffs, mainsprings: complete or 
partial repairs. Milton Wagner, P. 
Box 332, Reading, Pa. 





WATCH repairing of the better kind; all 
work guaranteed and tested on our 
Watchmaster ; moderate prices, fast ser- 
vice; price list and reference upon re- 
quest. L. I. Watch & Clock Service, 53- 
09 Broadway, Woodside, L. I., N. Y. 





WATCH repairing for the trade; quick 
service guaranteed; years of ex- 
perience; reasonable prices; write 
for further information. Elgin 
Watch Repair Shop, 108 E. High- 
land Ave., Elgin, Ill. 








FIRST class watch repairing done by ex- 
pert watchmakers; Watchmaster tested 
and timed; prompt service for city 
or out-of-town; excellent references. 
Arthur Blatt, 19 W. 44th St., New 
York 18. 





EXPERT watch repairing for the trade; 
one week’s service on all work, with 
full guarantee; chronographs and split 


seconds our specialty; price list and 
references on request. State Watch 
Repair, 2040 Edmondson Ave., Balti- 
more 23, Md. 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; 
all watches timed and tested by the 
latest Western Electric Watchmaster ; 
time charts for each watch will be 
supplied upon request. L. Z. Orin, 2 
Ellwood St., New York 34, N. Y. Lor- 
raine 7-1261. 





WATCH repairing of the highest calli- 
ber for the trade, by former watch 
inspector of the railroads; efficient 
staff of mechanics; quick service; 
prices reasonable; information upon 
request. M. Sacks, wholesale jew- 
elers and watchmakers, Room 600, 
740 Sansom St., Philadelphia 6, Pa. 





HAIRSPRING vibrating; same day ser- 
vice; flat $1.75, Breguet $2.50; pinning 
point; send job for estimate fitted to 
bridge; no leveling necessary; check 
poise to avoid position error; write 
today for heavy mailing envelopes. 
Charles Thomas & Co., P. O. Box 330, 
Union City, N. J., formerly in charge 
of hairspring department for Bulova 
Watch Co. 





WATCH and jewelry repairing, beads 
restrung; watch case repairing; 24 
hour crystal service; all watches 
timed by electronics; cases cleaned 
and polished; jewelry work finished 
like new; since 1919 a dependable 
place for satisfactory work; full in- 
surance coverage. Harvey Jewelry 
Co., 205 Cleveland Ave., N. W.. 
Canton, Ohio. 























ee 
Special Order Work and 
Repairs for the Trade 




















HAIRSPRING tweezers hardened, tem. 
pered, sharpened. Valdemar Virtanen 
45 Park Place, Morristown, N. J. 








BEADS of all kinds restrung by experts 
for the trade; reasonable prices ang 
prompt service; bonded. Rankin’s Pear} 
House, Box 1384, Beaumont, Tex, 








BEADS restrung; all style beads re- 
strung, plain or knotted; prompt ser. 
vice; can furnish references. Mrs 
Helen E. Stump, 202 State St., Shi- 
ington, Pa., near Reading. 








A 


TOOL and die work for the trade; 
expert workmanship in modern, 
well equipped shop; write for quo 
tations on your work. J. A. Buch- 
roeder & Co., Columbia, Mo. 





A 


PEARLS restrung either plain or knotted; 


cystal beads on chain; can _ furnish 
clasps; quick service; careful work- 
manship; reasonable prices. Wood- 


man’s, 55 Eddy St., Providence, R. I. 








JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St.. Detroit 26, Mich. 


Miscellaneous 











WATCHMAKERS; read our Watch- 
makers’ Journal; contains helpful hints 
on watch repairing; send 15¢ for copy. 
Dean Watch Co., 116 Nassau St, New 
York 7, N. Y. 





THE A. W. Thacker Academy for 
Jewelers, 423 Federal St., Pitts 
burgh, Pa., announce their new 
master course of two years covering 
thorough training subjects of, 
watchmaking, engraving, jewelry re 
pairing also individual courses; any 
one subject, six to 15 months, for 
private or government students; one 
of the most complete jewelry 
schools in the United States; good 
rooms, meals, part time work ad- 
jacent to school; State and Federal 
approved teachers at your disposal; 
write for complete illustrated cata- 


log. A. W. Thacker, President. 








Legal Notice 


——— 





MELCHIOR HOEFFLER, watchmaker 
and jeweler, 75 State St., Albany, N. Y., 
has retired from business, December 31, 
1947; the business is now conducted by 
Morris Gordon, doing business as “Gor- 
don Jeweler, successor to M. Hoeffler. 
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Swank Executives Honored 
At Employee Christmas Party 


Samuel M. Stone, president for 49 years, 
and J. Carlton Bagnall, executive vice- 
resident, were honored by more than 
1000 employees at the annual Christmas 
dinner party and dance ol swank, Inc., 
which was held on December 23rd. 
Christmas bonus checks for as much as 
two weeks’ pay for employees who have 
been with the company for three years or 
more were distributed. . 
Mr. Stone, who has headed the organiza- 
tion since 1898, was presented with a 14- 
karat gold set of cuff links and tie clip. 
The set was designed by the employees, 
who contributed the money for the ma- 
terials and gave their time for making 
it. It was presented by Edward Garabe- 
dian, president of the Swank Social and 
Athletic Club, accompanied by a represen- 
tative committee of employees. 

Mr. Bagnall, executive vice-president for 
the past 4 years, received a scroll auto- 
graphed by the more than 1,000 employees, 
commending him for his efforts “in taking 
an idea and a word and developing them 
into a major industry and a nationwide 
name.” 


Ingersoll Watches Back on Market 


The world famous Ingersoll line of 
watches and clocks, which for so many 
years was a by-word in the popular priced 
field, is again back on the market, it is 
announced by U. S. Time Corporation, of 
which Ingersoll is one of the units. 

Production has already started, and, ac- 
cording to the company’s announcement, is 
already ahead of the pre-war volume of 
20,000 units per day. 

The post-war line embraces a_ wide 
variety of styles comprising ten wrist 
watch models whose retail price ranges 
from $6.95 to $8.95; 15 models of pocket 
watches priced to retail at $2.50 for the 
plain models and $3.50 for styles with 
radium dials, and ten models of alarm 
clocks retailing at $2.95 to $3.95. 

Distribution is being made _ through 
wholesalers, who have been instructed to 
spread the supply as widely as possible 
by limiting the quantity shipped on initial 
order to any one retailer to 35 units. 
However, retailers who wish to stock the 
line should place orders with their whole- 
salers as promptly as possible. 

To back up the re-introduction of the 
brand, U. S. Time Corporation is embark- 
ing on a substantial trade and consumer 
advertising and promotional campaign and 
dealer helps are being provided. 





One Hundred New Items 
Added to Dodge Giftware Line 


Ray E. Dodge, President of Dodge, Inc., 
announces that his company has added 
over 100 new gift items to its line, and 
wilk display them for the first time at the 
1948 Gift Shows. 

According to Mr. Dodge, these new 
items, none of which have ever been shown 
before, will be the most noteworthy ever 
produced by Dodge, Inc. Famous artists and 
sculptors including Louis Paul Jones, 
Gladys Brown and Rita Reid designed and 
modeled many of the new pieces, while 
others were designed by Mr. Dodge, who 
is himself an outstanding artist. 

Dodge will display at the 1948 Gift 
Shows in Los Angeles, San Francisco, 
Seattle, Denver and Dallas. 
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Mrs. Kauder Joins Colomby 


Mrs. Ella Kauder, for many years an 
executive of Crawford Watch Corporation. 
has been appointed General Executive 
Manager of Colomby Watch Co., Inc., 580 
Fifth Ave., Manhattan. 

Mrs. Kauder is optimistic about 1948. 
She says, “Barring unforeseen develop- 
ments or an epidemic of labor difficulties. 
I see a bright future for the watch and 
jewelry industry. If every one in every line 
will work just a little harder and produce 
just a little more, this country can €@njoy 
an era of prosperity and better merchan- 
dise. We, of Colomby, have sufficient faith 
in these prospects to plan a program of 
expansion which will include a complete 
advertising and selling campaign. We have 
authorized our agency, Picard Advertising 
Co., to embark on a program of national 
advertising.” 

















Frank B. Stegeman Retires 
As President of Wadsworth 


Frank B. Stegeman, after 50 years of 
active service with the Wadsworth Watch 
Case Co., has retired from the presidency 
of the company, effective December 31, 
1947. Mr. Stegeman’s resignation was 
regretfully accepted by the Board of Di- 
rectors with sincere appreciation of his 
many years of service. He will continue 
as a director of the company and has been 
elected to the newly created position of 
Chairman of the Board. 

At the same meeting the following were 
elected to take office on January 1, 1948: 
President, Arthur W. Wadsworth; Vice 
President & Treasurer, Randolph L. Wads- 
worth; Vice President, H. Randall Stege- 
man; Vice President, Frank P. Stegeman; 
Secretary, A. Vinton Stegeman. 
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“SOMETHING GREAT HAS BEEN DONE” 


THERE WAS CERTAINLY good news for jewelers in the 
report of the activities of the Jewelry Industry Council 
that was presented at the annual meeting of the member- 
ship on January 18. 

Never before has the jewelry retailer had so much help 
in so many ways to stimulate the public’s desire for his 
merchandise, and to bring business into his store. It goes 
far beyond a mere campaign of publicity for jewelry— 
though more publicity was obtained last year’in news- 
papers, magazines, and over the radio than ever before 
in history. Ideas and suggestions for window and store 
displays, newspaper ads and radio announcements for 
promoting every important gift occasion throughout the 
year have been furnished to every member; speeches on 
silverware, watches, diamonds, etc., have been prepared 
and sent to those who wish to make use of this form of 
public relations work; a new wedding anniversary gift 
list that gives the jeweler a better share of this important 
business has been created and is now being promoted; a 
booklet of suggestions for appropriate gifts from the 
jewelry store for people of both sexes and every age 
group is in production; and a big-scale nationwide pro- 
motion for silverware will be staged during the last two 
weeks of April. 

On top of all this, a national advertising campaign of 
full pages in color will begin in May. Insertions are 
scheduled to capitalize upon the major gift occasions such 
as Christmas, graduations, Valentine’s Day, Moiher’s Day, 
etc., and the entire campaign stresses the idea that a gift 
in a jewelry box is always outstanding in the eyes of the 
recipient. 

Retailer members of the Council will be provided with 
tie-in material for window and counter displays. news- 
paper ads, direct mail, etc., to help them to extract the 
fullest possible value from the campaign. 

As Chairman Kaufman said at the annual meeting on 
January 18, “Something great has been done for the indus- 
try ... You have finally found a vehicle that can perform 
for the industry as nothing else ever has, but it can be 
only as strong as you members make it, and you ought 
to build it even stronger.” 

Are you paying your fair share of the cost of carrying 
on this work from which you benefit? If you’re not 
already a member, now is the time to join. Send for a 
membership blank today. Address the Jewelry Industry 
Council, 336 Fifth Avenue, New York. 


BE SURE YOU'RE RIGHT 


A GOOD MANY complaints from consumers have been 
received lately, says the Jewelers Vigilance Committee. 
about diamond mounted jewelry in which the stones 
proved to be of poorer quality and/or smaller weight 
than claimed in the advertising. Investigation by the JVC 
has proved the complaints correct. 
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No doubt many of these items were sold by the retailer 
in good faith, relying on the information given him by 
the suppliers from whom he bought the goods. Neverthe. 
less, when the retailer makes any representations about 
the merchandise he is offering, he becomes responsible for 
the truthfulness of those claims. 

It is up to him.therefore, to make sure that his goods 
are actually what he believes them to be, and the Vig. 
ilance Committee suggests that a spot check should he 
made from time to time on diamond grades and weights 
by removing the stones from the mountings and actually 
weighing them as well as examining them under the loupe 
for quality. 

The recommendation is a sound one for the retailer’s 
own self protection. 


KEYSTONE PRICING SAVED 


THE ENTIRE jewelry trade owes a vote of thanks to the 
A. C. Becken Co. for having preserved for the legitimate 
wholesaler and retailer the right to continue to use the 
Keystone system of pricing. 

Back in April 1946, the Federal Trade Commission 
issued complaints against Becken and another prominent 
Chicago wholesale jeweler, in an attempt to prevent them 
from using Keystone prices in their catalogs on the ground 
that such prices were not necessarily the true retail prices, 
and therefore, were deceptive and unfair. 

Had the complaint been upheld, it would of course, 
have established a precedent by which every wholesaler 
and manufacturer would have been prevented from using 
Keystone pricing, and everyone would have had to adopt 
the practice of quoting net prices in trade literature to 
which retailers so strenuously object. 

The allegations of the FTC were, of course, unfounded, 
but the case had to be fought out, just the same, or the 
Commission would have won by default. And fighting it 
cost a lot of time and money. 

Conferences and hearings at which the A. C. Becken 
Co. had to be represented by legal talent and company 
executives were held in Washington, Chicago, Madison 
and Oshkosh, and supporting witnesses and evidences had 
to be produced at all of them. It was no light task. 

However, the effort has now been rewarded in a deci- 
sion handed down on January 15, in which the FTC 
admits that it has failed to substantiate its charges and 
that no evidence in support of them could be produced. 
The case was ordered closed and the use of the Keystone 
system by legitimate wholesalers for quoting prices to 
their dealer customers is therefore officially approved. 
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OF HADLEY’S BIG NEW '48 SHOW: 


“CORNWALL” 


THE “DRESDEN” 


THEY’RE HERE! HADLEY’S NEW 1948 LINE OF 
WATCH ATTACHMENTS, with fresh patterns 
by master craftsmen, fresh styling by experts, 
to make them the fastest-selling line of the 
year. A varied selection from eight new 
men’s watch bands, sixteen new women's 
watch bracelets. Illustrated above are superb 
examples: 

. THE “CORNWALL”— The smartest, sturdi- 
fy“ est, most masculine expansion watch 
band you'll find anywhere. 1/20 10K Gold 


Filled Trim (yellow only) with stainless steel 





back, long wearing construction, it will be a 
“hot” item at $7.50.* 


ace “DRESDEN”— A truly lovely pierced- 


box style ladies’ expansion bracelet. 
Each delicate link expands daintily. In both 
white and yellow, with the new beveled style 
ratchet center, Hadley high quality. A sure 
headliner at popular price of $6.00.* 

Your Hadley Wholesaler will be show- 
ing you this grand new offering of watch 
attachments soon. Hold everything until you 
see Hadley! “Plus Tox. 


COMPANY « PROVIDENCE, RHODE ISLAND 
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